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K&E Seeking 
Local Rates for 
Lincoln-Mercury 


Reports Ford Receives 
Better Break May Have 
Triggered ‘Fact Finding’ 


New York, Oct. 10—The latest 
names to take center stage in the 
local vs. national rate controversy 
are Lincoln-Mercury and its agen- 
cy, Kenyon & Eckhardt. 

These efforts are centered in the 
Pittsburgh, Kansas City and Dal- 
las areas. 

K&E, through its local and re- 
gional account executives, sent out 
letters about Sept. 25 to radio sta- 
tions and newspapers on behalf of 
the Lincoln-Mercury Dealers Assn. 
to see: (1) if local or retail rates 
as well as general or national rates 
are available, (2) if the associa- 
tion can qualify for local rates if 


such are available and (3) if the) 
agency can collect its 15% com-| 


mission on Lincoln-Mercury busi- 
ness qualifying for this rate. 


® A spokesman for K&E said this 


fact-finding survey was started | 


late last month. This kind of in- 
vestigation goes on all the time for 
all clients, he said. “We want to 
be sure of making the best possi- 
(Continued on Page 131) 


‘Real Doctors May 
Be Used to Avoid 


Ban on TV Medics 


may be used in ty commercials 
after the NAB ban against “actor 
doctors” goes into effect on Jan. 
1 is worrying organized medicine. 
The New York County Medical 
Society, in its official publication, 
New York Medicine, has 
gested that doctors not endorse 
medicines on television. The sug- 
gestion was made after three young 
doctors reported they had been of- 
fered jobs on tv commercials. 


= The society seems to fear that 
advertisers and agencies will de- 
cide the best way to circumvent 
the intent of the ban on “white 
coat” commercials will be to hire 
real medicine men. 

The editorial in the publication 
made no official ruling on the sub- 
ject, but it raised such questions as 
these: 


e Should any physician choose to 
be a pitchman and a replacement 
|for a professional actor? 


e Shouldn’t a physician devote his 
efforts to medicine and not adver- 
' tising? 


|e After he finishes with tv adver- 
| tising, will the tv physician be able 
|to return to the practice of med- 
icine with his stature undimin- 
|ished? # 


Don't Let Clients Waste Money on 
Ill-Conceived Promotions: Crisp 


Show ‘Guts,’ Marketing 
Head of Guild, Bascom 
Tells Central Four A’s 


Cuicaco, Oct. 10—“Many adver- 
tising agencies have shown a nota- 
ble lack of guts in failing to op- 
pose the indiscriminate wasting of 
good, hard dollars under the guise 
of ‘promotion’,” in the opinion of 
Richard D. Crisp, director of mar- 
keting of Guild, Bascom & Bonfigli. 

“When we sit quietly back with- 
out protest and watch the client 
diddle away fabulous sums in pro- 
motions which we know in our 
hearts are relatively ineffective, we 
are failing to demonstrate the 
courage and judgment which con- 
tributed to our appointment as 
a client’s agency,” Mr. Crisp said, 


Fewapieanvons. the annual meeting of 
the central region, American Assn. 
of Advertising Agencies. 

“We are doing something else,” 
he added. “We are revealing, in- 
evitably if unintentionally, a basic 
lack of faith in advertising.” 


s Mr. Crisp listed five ways in 
which promotional money is wast- 
ed unnecessarily: 


1. “Failure to test major pro- 
motions before using them on a 
large scale. 


2. “Selection of the wrong pro- 
motional approach . .. What works 
for a clear-cut leader like Camp- 
bell’s Soup, for example, is not the 
same promotional approach that 
would be most effective for an 
also-ran brand like Heinz’ soup. 

(Continued on Page 131) 


New York, Oct. vi -paaibieian | 
the possibility that real physicians | 


sug- | 


‘Guides’ Spell out 
Abuses; Practice Is 
‘Spreading’: FTC 
WASHINGTON, Oct. 8—The Fed- 


eral Trade Commission sounded 
the trumpets today for an all-out 


effort to scotch the _ rapidly 
|spreading “fictitious price” evil. 
Because of budget limitations 


and jurisdictional loopholes, much 
fictitious price advertising is be- 


==2| yond the FTC’s touch. Today the 


NEW SWAN—Lever Bros. is running 
two-color newspaper ads like this 
in Milwaukee and three other test 
cities for its new Swan liquid de- 
tergent. Needham, Louis & Brorby, 
Chicago, is the agency. 


Oppose Critics of 
Drug Advertising, 
Beckwith Urges 


Crookes-Barnes Head 
Asks PR Effort to Tell 
Value of Research 


New York, Oct. 9—The phar- 
maceutical industry was urged 
today to tell its story to the public 
to counter a rising tide of criti-| 
cism of drug advertising. 

Edmund R. Beckwith Jr., presi-| 
dent of Crookes-Barnes Labora- 
tories, a division of Chemway)| 
Corp., told the Pharmaceutical | 
Advertising Club of New York 
that the industry needs to get 
these points across: 


e That commercial, competitive 
research had produced the vital, 


commission published easily un- 
derstood rules which identify 
“fictitious pricing.” It called on 
civic-minded organizations in the 
advertising field to use all their 
influence and forces of persuasion 
to supplement the efforts of the 
federal enforcement officials. 
FTC Chairman John Gwynne 
reported today that the commis- 
sion already has promises of 
support from the Advertising 


1 FTC Hits False Prices, 
‘Mild’ Cigaret Claims 


| In Liggett & Myers 


Ruling It Also Bars 
‘Scientific Test’ Claims 


WASHINGTON, Oct. 7—Federal 
Trade Commission’s long litigation 
over Chesterfield ads culminated 
today in a decision which strikes 
words like “milder” and “smooth- 
er” from the adman’s vocabulary 
and places lofty barriers in front 
of campaigns which rely on “sci- 
entific tests.” 

In its Chesterfield decision, the 
commission reiterated its position 
that all cigaret smoke irritates mu- 
cuous membranes of the nose, 
throat and accessory organs. It 
| Says it has yet to see any convinc- 
ing evidence that Chesterfields are 
milder or less irritating to the 
throat than any other brand. 
| With the decision, FTC wraps up 
|a case which has been a serious ir- 
ritant at the commission for six 


Federation of America and from full years. It is still subject to 
better business bureaus. He indi-| court review, however, if Ches- 
cated that the FTC is hopeful |terfield wants to press its defense. 


other organizations which are 
pledged to truthful advertising 
will join in, in an effort to demon- 
strate what can be accomplished 
when advertisers face up to a 
serious and widespread problem. 


es “While our staff has been hit- 
ting hard at those who lie about 
their bargain prices,’ Chairman 
Gwynne said, “we believe the 
problem is getting worse. Its 
solution calls for no less than a 
united effort by all groups—pri- 
vate, civic, state and federal—to 
get price advertising claims back 
to a truthful! level. The task may 
be too widespread for the Federal 
Trade Commission alone, but its 
solution is not beyond the capa- 
city of all of us whose patience 
has run out, including the buying 
public.” 

Harry A. Babcock, the FTC’s 
executive director, reported that 
about one-third of the FTC’s false 


farm operations, are up 19%. 
AA’s special report includes 


Rural ‘Boomlet’ Fattens Farm Market 


While business generally has been struggling to extricate 
itself from the recession, the farmer has been enjoying a “boom- 
let,” ADVERTISING AGE reports in its annual special coverage of 
the farm market, starting on Page 65. 

From Washington it is reported that the farmer’s receipts from 
marketing for the first eight months of 1958 are up 11% over last 
year and that his spendable funds, after allowing for cost of 


outlook story by U. S. Under Secretary of Agriculture True D. 
Morse, and stories on this year’s upswing in the farm living 
standard, the nature and extent of the farmer’s purchasing, this 
year’s farm record region by region, and ways in which the man- 
ufacturers and suppliers who sell to the farmer are improving 
their sales and distribution forces in the changing times. 


a farm market evaluation and 


drugs of our time. |advertising cases deal wholly or 
e That commercial, competitive|in part with phony price claims, 
(Continued on Page 130) (Continued on Page 130) 


Last Minute News Flashes 


Allied Van Moves to Campbell-Mithun from McCann 


BROADVIEW, ILL., Oct. 10—Allied Van Lines has moved its account, 
reportedly billing about $750,000, from McCann-Erickson to Campbell- 
Mithun, effective about Dec. 10. C-M will handle Allied, a McCann cli- 
ent for 10 years, out of Chicago. Batten, Barton, Durstine & Osborn re- 
portedly was a finalist in the competition. 


‘Times’ Reportedly Bars Diplomat Ad Debut 

New York, Oct. 10-—A hassle on copy is reportedly the reason the 
new Diplomat king-size cigarets were not introduced here this week. 
Advertising was scheduled to break Oct. 2 (AA, Sept. 29). Robert M. 
Marks, president of the agency of that name, which has the North 
American Cigarette Mfrs. account, today told ADVERTISING AcE: “Our 


Times Oct. 2. Our copy went to the Times Sept. 29. As of today, we are 
still trying to resolve copy differences with the Times, and we hope 
they will be resolved soon enough to follow our original plan to use 
that newspaper.” The copy difficulty is said to be “unsubstantiated 
claims.” 


Cunnyngham Shifts to Kastor, Hilton from Dowd 

New York, Oct. 10—Phyllis Cunnyngham, drug division group head 
/at Dowd, Redfield & Johnstone for the past five years, has joined Kas- 
tor, Hilton, Chesley & Clifford as head of the drug and cosmetic group. 
(Additional News Flashes on Page 131) 


original plans were to kick off the Diplomat campaign in the New York | 


| Until mid-1952, Chesterfield had 
|been the commission’s “darling” 
jamong tobacco advertisers, con- 
tenting itself with the slogan, 
“They satisfy” at a time when oth- 
|er brands were outdoing each oth- 
jer with ads promising gentle 
| treatment of the nose and throat. 


|@ For fully a decade FTC battled 
|Chesterfield’s competitors until 
|binding cease and desist orders 
were nailed down on therapeutic 
|claims. Then, when victory was in 
| sight in mid-1952, the commission 
was outraged to find Liggett & My- 
(Continued on Page 130) 


Per-1,000 Cost 
of Magazines Is 
Rising, ANA Finds 


| New York, Oct. 10—Far-reach- 
ing changes in the magazine in- 
dustry over the past 18 years are 
| spelled out graphically in the latest 
| Assn. of National Advertisers rate 
‘and circulation study. 

The 188-page report, covering 60 
leading magazines for the years 
1940 to 1957, shows that the maga- 
zine audience has doubled, but 
costs to advertisers have increased 
even more, resulting in higher per- 
1,000 costs. 

Example: In 1940, a b&w page 
\in Life was pegged at $6,550; to- 
| day it is $26,275. Meanwhile, Life’s 
circulation guarantee has moved 
up from 2,300,000 to 6,000,000. 
Example: In 1942, a b&w page 
|in The Saturday Evening Post was 
| $8,500; today it is $23,475. The cir- 
culation guarantee has increased 
| from 3,000,000 to 5,600,000. 
| The picture is the same for most 
|of the magazines. One notable ex- 
|ception is The New Yorker, which 
‘actually has reduced its per-1,000 
cost for b&w advertisers. 

Copies of the study are available 
|to non-ANA members for $15. # 
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Marketing Isn't Role 
of Agency, Says Frost 


| Peterson, advertising and publish- 
jing consultant and former editor 
|and publisher of Printers’ Ink. Mr. 


In Panel Discussion 
Gray Sees 15% System 


commission system will ultimately | were a part—in developing a new 
yield to a better system, one which | Series of articles for Dun’s Review. 
lacks the “cost-plus” aspect of| Here are some slants on the dis- 


present compensation. 


e The best field for the young man | ; 

is the advertising agency. |@ On the question of the market- 
| ing concept: 

e The proper place for an adver-| 


tising agency is in advertising; the | is confusing. It isn’t new, and the 


construction of a marketing plan lsame basic functions were taking 
is the responsibility and province | place 10, 20 and 50 years ago. What 
of the advertiser. | is new is the struggle for efficiency 


|in dollars spent in marketing. In 


rect quotes—of answers. 


of Agency Pay Doomed | Peterson worked with a panel of | 


|advertising luminaries—of which | 
New York, Oct. 7—The agency| Messrs. Gray, Young and Frost 


cussion, with summaries—not di- | 


Mr. Frost: The term marketing 


s These were three sharp opinions 
delivered respectively by three ex- 
perienced advertising men—Robert 
M. Gray, advertising and sales pro- 
motion manager of Esso Standard 


Oil Co.; John Orr Young, adver-| 


tising consultant, and George Frost, 
vp and advertising manager of 
Cannon Mills. 

They were delivered in the 
course of a panel discussion before 


the Advertising Men’s Post of the | 


American Legion here yesterday, in 
a session moderated by A. M. Sul- 
livan, editor of Dun’s Review & 
Modern Industry, and Eldridge 


Ford, Chevrolet 
Set Introductory 
Drives Oct. 16-17 


Detroit, Oct. 8—The two auto- 
mobiles which regularly account 
for about half the total U.S.-made 
auto sales will introduce their 1959 
models next week. Advertising 
plans for Ford and Chevrolet are 
similar, with tv viewers scheduled 


Superlative Copywriting 

Detroit, Oct. 8—Here come the 
new cars, almost as dazzling as the 
slogans and phrases used to de- 
scribe them in introductory cam- 
paigns. Here’s how some of the 
cars will be heralded: 

Buick: “THE car!” 

Ford: “The world’s most beauti- 
fully proportioned cars,” and 
“Brings Thunderbird elegance to 
the low-price field.” 

Cadillac: “A new realm in mo- 
toring majesty!” 

Pontiac: “Who in the world built 
this beauty,” and “You get the 
most beautiful roadability in the 
whole wide world!” 

Dodge: “The newest of every- 
thing great—the greatest of every- 
thing new.” 

Oldsmobile: “The Linear Look,” 
and “so totally new—so typically 
Olds.” 

Chevrolet: 
again.” 

Edsel: “Makes history by making 
sense.” 


“All new all over 


to see the first advertising for both 
cars. 

Thursday (Oct. 16) is introduc- 
tion day for Chevrolet, but the 
Wednesday night “Chevy Show- 
room” (NBC-TV), 


els. Advertising in 7,500 newspa- 
pers will begin the next day. Spot 


jorder to get maximum efficiency, 


starring Pat|==s= 
Boone, will premier the 1959 mod- = 


advertisers have had to look at the 
total marketing function. Since this 
function is really made up of a 
| series of specialties, with special- 
ists performing them and increased 
emphasis on specialization, there 


You both relax with evenflo nursers 
CHOICE OF 8 OUT OF 10 MOTHERS 


YOUNG MOTHERS—Pyramid Rubber 
Co., Ravenna, O., will use ads like 
this to reach prospective mothers 
with news of its Evenflo baby 
feeding accessories in Alford Baby 
Group, American Baby, Baby Talk, 
Ebony, Farm Journal, Good House- 
keeping, Ladies’ Home Journal, My 
Baby, Parents’ Magazine, True Sto- 
ry, and Your New Baby. Ketchum, 
MacLeod & Grove, Pittsburgh, is 


(Continued on Page 132) 


the agency. 


Offer; Grocers, Too 


Split-Run Test Shows 
2nd-Best Ad (for Public) 
Is Good Merchandising 


SACRAMENTO, CAL., Oct. 7—An 
unusual ad—first suggested, then 
nearly rejected, by the client—has 
become the key to a new campaign 
to introduce Bonnie All-Tuna cat 
food. 

First used in a split-run test in 
the New York Daily News, the ad 
offer was utilized by the Bonnie 
Dog Food Co. as a “challenge” to 
buy competitive products in order 
to get cat owners to compare Bon- 
nie’s new 100% light and dark 
tuna with other pet foods. 

The 1,000-line ads were headed: 
“To the cat owners and grocers of 
the New York area; an unusual 
challenge. In order to compare, we 
will pay cat owners to buy our 
competitors’ cat food.” 


# Allan D. Lynn, president of Bon- 
nie, first proposed the unique offer 
during preliminary campaign dis- 
cussions with account executive 
H. Jack Wyman, president of Wy- 
man Advertising Agency, San 
Francisco; Ruth J. Wyman, agency 
vp, and Frank T. Wilson, creative 
director. 

The proposition of actually pay- 
ing customers to purchase competi- 
tors’ brands sparked the imagina- 


To the Cat Owners and Grocers 
of the New York Area 


AN UNUSUAL CHALLENGE 


In Order to Compare 
WE WILL PAY CAT OWNERS 
TO BUY OUR COMPETITORS’ CAT FOOD 
to prove that 
BONNIE TUNA TASTES BETTER + BONNIE TUNA LOOKS BETTER 
BONNIE TUNA’ AROMA IS BETTER 
BONNIE TUNA IS BETTER 


MAKE THIS UNUSUAL TEST TODAY 


BONNIE 
COMPARISON COUPON 


radio will be used Oct. 15-17, and 


Chevy’s weekend newscasts on 
CBS radio will also carry an- 
nouncement ads. Outdoor postings 
will begin Thursday. 

Consumer magazine advertising 
will also start Thursday, and news- 
(Continued on Page 20) 


BONNIE TUNA 


CHALLENGE—In this initial ad Bon- 

nie All-Tuna cat food offered to 

buy their competitors’ cat food, 
too. 


-"ALMOST LIKE PEOPLE FOOD” 


Consumers React to Bonnie Cat Food 


, Only More So 


| tions of the agency executives, and 
| when the ad was in final form, it 
also included a list of “reasons 
why” for both cat owners and gro- 
cers. 

One paragraph of the initial ad 
read: “This test will result in your 
selling more cat food than ever, re- 
gardless of brand. We think it will 
be Bonnie.” 

Another ad, completely differ- 
ent, also was prepared. The client 
liked this ad better and was all in 
favor of killing the first ad—until a 
split-run test was suggested. 

The second ad—the overwhelm- 
ing favorite among most “experts” 
polled in an informal survey—ac- 
tually pulled 12% more coupon re- 
turns than the first. However, gro- 
cer interest proved so_ great, 
according to Mr. Lynn, that the los- 
ing ad was merchandised and has 
since been run in four additional 
cities. 

The two ads were first run in 
May in the New York market, 
where Bonnie was introduced. 


s “The new product,” Mr. Lynn 
declared, “captured 60% distribu- 
tion in New York in just 90 days 
and is now 85% in that market. 
Similar ads are now being planned 
(Continued on Page 116) 


New York, Oct. 7—Charles H. 
Brower, president of Batten, Bar- 
ton, Durstine & Osborn, in a let- 
ter in the current issue of Harper’s 
Magazine, criticizes vigorously a 
statement on cigaret research 
made in the August issue of Har- 
per’s by Rep. John A. Blatnik (D., 
Minn.) in which Mr. Blatnik said 
he would propose legislation to 
curb cigaret advertising claims 
(AA, Aug. 4). 

“Our advertising agency han- 
dles Hit Parade and Lucky Strike,” 


*|Mr. Brower says in his letter to 


Harper’s. “We have no direct in- 


=| terest in Pall Mall cigarets.” (Pall 


Mall cigaret advertising is han- 
dled by Sullivan, Stauffer, Col- 
well & Bayles.) 

“However,” Mr. Brower contin- 
ues, “purely in the interest of fair 
play, I should like to comment 
briefly on the sentence reading, 
‘Pall Mall still has very much 
more tar and nicotine than Luck- 
ies.’ 


TV Is ‘Panoramic 


Lord Outlines ‘Total 
Selling’ Plan to Boost 
Newspapers’ Ad Volume 


Boston, Oct. 7—Trying to com- 
pare the power of newspaper 
advertising with that of other 
media is like “trying to compare 
wagons on water with boats on 
land,” according to H. James Ged- 
iman, exec vp of Hearst Advertis- 
ing Service. 

Speaking at the annual meeting 
of the New England Newspaper 
Advertising Executives Assn., Mr. 
Gediman said, “You cannot know 
the relative merits of media if you 
use one with regularity—and even 
prodigality—and the other with 
timidity and parsimony. 

“Let’s put equal amounts of 
money on the balance scales,” he 
said. 

“We hold these to be self-evi- 
dent,” he said, “that markets are 
created unequal and endowed 


Lumber Dealers Set 
Drive in Magazines, 
Business Publications 


WASHINGTON, Oct. 7—National 
Retail Lumber Dealers Assn. will 
launch a new $1,000,000 wood pro- 
motion campaign in February in 
magazines and business publica- 
tions. 

The push will begin in Febru- 
ary with a four-page color section 
in Life. Single pages, also in full- 
color, will follow in Life issues in 
March, April, May and June. 

A series of ads directed to archi- 
tects and engineers, and another 
to builders and contractors are 
being prepared by NRLDA’s agen- 
cy, VanSant, Dugdale & Co. 
Spreads will break in February 
and continue with monthly page 
ads in the following publications: 
American Builder, Architectural 
Forum, Architectural Record, 
House & Home, NAHB Journal of 
Homebuilding and Practical Build- 
er. 


s Page ads will run every month, 
starting in February, in either Na- 
tion’s Schools or School Manage- 
ment. NRLDA also plans an ad- 
vance mailing in January to ar- 
chitects, engineers, wholesalers, 
lumber dealers, general building 
contractors and residential home 
builders plus two follow-up mail- 
ings, including magazine ad re- 


Blatnik Cigaret Article ‘Unfair,’ Omits 
Length Factor in Tar Content, Says Brower 


prints. + 


“This sentence 


in general,” Mr. Brower says. “I| 
am informed that the Reader’s| 
Digest smokes its test cigarets to| 
a 23 mm. butt length. Thus, its| 
findings reflect the amount of ‘tar’ | 
and nicotine in 62 mm. of an 85 


mm. of a 70 mm. regular cigaret. 


sense to say that 1 qt. bottle of 
beer contains more calories than 
1 pt. bottle. 

“The average reader,” Mr. 
Brower points out, “has little if} 


test methods. Because of this, it 
seems to me more than likely that 
he will interpret your sentence 
not as reflecting the larger size 
of Pall Mall, but as indicating that 
Pall Mall has a higher concentra- 
tion per mm. or per puff of smoke 


is thoroughly i 
misleading and unfair not only to) | 
Pall Mall but to king-size cigarets | 


mm. king-size cigaret versus 47| | 


= “It would make just as much) 


solids, which is not at all the fact.” 


Press: 
aaa 


Advertising Age, October 13, 1958 


but Shallow,’ 


Gediman Tells New England NAEA 


with differ- 
ences. 

“Among these differences is the 
varying competitive strength and 
weakness of your product. 

“And to apply any blanket, 
undifferentiated approach to these 
markets through media, panoram- 
ic in scope but shallow in inten- 
sity, is to scrape only superficially 
their potential for profit.” 


certain individual 


® Mr. Gediman, in a comparison 
of costs of tv advertising and 
newspaper ads, offered these sta- 
tistics: “The average half hour 
evening prime tv time costs $84,- 
000. The cost for 52 weeks is 
$4,368,000. For $4,500,000 we can 
have 50,000 lines in every daily 
in 60 key markets in the nation. 
In those markets are 25,294,700 
families and a circulation of 27,- 
335,876. 

“There’s an important plus, too; 
an additional 3,428,928 circulation 
beyond the trading territory—for 
a total circulation of 30,764,804,” 
he said. 

He spoke at the group’s joint 
luncheon with the Boston Adver- 
tising Club. 


= A concerted drive next year to 
impress the nation’s advertisers 
on the “total selling” power of the 
daily newspaper was announced 
here by Charles B. Lord, president 
of the Newspaper Advertising Ex- 
ecutives Assn. 

He called on newspaper adver- 
tising people to do total selling to 
national advertisers, - agencies, 
trade associations, retail, chain 
and classified advertisers. 

The daily newspaper, Mr. Lord 

(Continued on Page 112) 


Lifting of Ban 
on Jets Signals 
Airline Ad War 


Pan Am, British, French 
Sound Conflicting Claims 
of ‘First,’ ‘Best,’ ‘Most’ 


New York, Oct. 7—A new era in 
international commercial air trav- 
el dawned unexpectedly here Sat- 
urday after Idlewild Airport offi- 
cials suddenly lifted a jet liner ban 
and allowed British Overseas Air- 
ways Corp. to send two of its Com- 
et 4 jets whizzing both ways across 


any knowledge of, or interest in, | femmes 


the Atlantic on the first regularly 
scheduled passenger flights. 

While BOAC’s London to New 
York hop generated mild public 
interest in the U. S., the New York 
to London trip was lauded by the 

(Continued on Page 132) 
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Advertising Age, October 13, 1958 


Top Venice Entry 
Is Italian Cartoon 
for Stock Brandy 


TV Films for Calo, 
Chemstrand Are Only 
Winning U. S. Entries 


VENICE, Oct. 7—Italy, France 
and Britain walked off with the 
top prizes at the fifth annual In- 
ternational Advertising Film Fes- 
tival. 

Sponsored by International 
Screen Advertising Services and 
the International Screen Publicity 
Assn., the festival this year at- 
tracted 698 entries from 25 na- 
tions. 

As usual, the competition was 
dominated by films made for show- 
ing in movie theaters—an impor- 
tant advertising medium outside of 
the U.S. And once again, the U. S. 
was poorly represented. 

Of the 698 entries, only 140 were 
tv films. U.S.-produced films were 
entered in only three of the 17 
categories—but took top honors in 
two of these. 


s “All Over the World,” an Italian 
cartoon promoting Stock brandy, 
captured the grand prize. It was 
made by the well known Italian 
film house, Ferry Mayer. 

The Venice Cup, awarded to the 
producer with the highest number 
of points for a minimum of six en- 
tries, went to London’s Larkins 
Studio. This is the first time that 
the French have not won out in 
this category. 

The two U. S. winners were 
Doyle Dane Bernbach Inc., New 
York, and Cascade Pictures of Cal- 
ifornia Inc. 

Doyle Dane took first prize for 
tv commercials running from 61 to 
150 seconds. Its entry was a Chem- 
strand nylon commercial, produced 
entirely by the agency. Bob Gage 
was art director, Phyllis Robinson 
wrote the copy and Don Trevor 
was production manager. 

Cascade Pictures won a first 

(Continued on Page 132) 


‘Mammy’?... 


South Needs 
Institutional 
Motif, Says Head 


Adopt Over-All Theme, 
Deep South AFA Told; 
Delta Gets Ad Award 


ATLANTA, Oct. 7—The South it- 
self needs to be advertised to the 
rest of the nation, in the opinion 
of Ralph Head, vp and director of 
marketing, Batten, Barton, Dur- 
stine & Osborn, New York. 

He told the Advertising Federa- 
tion of America’s Seventh District 
convention here today that per- 
haps “a basic theme for the South 
is the answer to marketing the 
South through advertising. 

“TI don’t know what the theme 
is,’ Mr. Head stated. “I’m a mar- 
keting man, not a creative man. 
But maybe if advertising for Ala- 
bama, or Georgia, or Mississippi, 
or Tennessee, or Louisiana all car- 
ried the same basic theme, the 
aura—the desire, the want—that 
is needed to make people think of 
the new South as a synonym for 
vacations, for locations, for new 
plants and industries, could be es- 
tablished.” 

He said the BBDO definition of 

(Continued on Page 24) 
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PRIZE-WINNER—Chemstrand commercial which won Venice prize con- 
sisted of a series of still pictures supported by a sophisticated bal- 
lad. Doyle Dane Bernbach Inc. produced the commercial. 


Newspaper Group Hits Odd-Shape Ads 


as ‘Space Stealing, 


By Hurting Page Layout 
Such Ads Lose Readers, 
Sunday Editors Charge 


MontTrREAL, Oct. 7—“Odd-shaped 
advertisements which seek to steal 
a magazine page by paying for 
only 60% to 70% of the space” 
were condemned as “unfair to 
newspapers and their readers” in 
a resolution unanimously adopted 
by the American Assn. of Sunday 
& Feature Editors at its annual 
meeting here. 

The resolution, introduced by 
Cary Robertson, Sunday editor of 
the Louisville Courier-Journal, 
reads: 

“The American Assn. of Sun- 
day & Feature Editors wishes to 
point out to the newspapers rep- 
resented, their publishers and 
their advertising representatives 
that this group is greatly con- 
cerned over the influx of odd- 
shaped advertisements which seek 
to steal a magazine page by pay- 


ing for only 60% to 70% of the) 


space, leaving the remainder of the 


‘Self-Defeating’ 


page in a shape which cannot be 
used effectively for news or fea- 
tures. 

“This group, having the respon- 
sibility of filling the available 
news space, condemns the shape 
of many of these ads as unfair to 
newspapers and to their readers. 


= “Further, it wishes to state 
strongly that by making it impos- 
(Continued on Page 112) 
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New Car Buyers Sold by Ads, Dearly 
Love Their Dealers, Ford Study Says 


74% Know Desired Make 
Before Dealer Contact; 
47% See Only 1 Dealer 


Detroit, Oct. 7—There is no 
more easily satisfied shopper than 
the buyer of a new automobile, nor 
any more dependent on advertis- 
ing. 

This is the inevitable conclusion 
of a basic study of automobile re- 


Interest in New 
Cars 21% Higher, 
Sindlinger Finds 


Buick, Chevy, Ford 
Top Most-Talked-About 
Makes in September 


PHILADELPHIA, Oct. 7—Interest 
in the new automobile models is 
21% greater this year than it 
was last year when the new mod- 
els were announced. 

Sindlinger & Co., Ridley Park, 
Pa., business analyst, in its first 
weekly “Automobile Talk About” 
reports, found that 57,200,000 
Americans were talking about 
1959 models during mid-Septem- 
ber of this year, following Buick’s 
announcement of its new models. 
In 1957, following introduction of 
the Edsel, 47,100,000 were talking 
about the 1958 models. 

The new Buick was announced 
almost one year to the week be- 
hind the initial advertising sched- 
ule uncovering the new Edsel in 
1957. 

During the week following the 
unveiling of the new Buick this 
year, more people were talking 
about the new Buick than were 
discussing the new Edsel a year 

(Continued on Page 129) 


Food Chain Ad Trend Is Toward Friendly 
Thematic Approach, Lipscomb Tells NAFC 


Cuicaco, Oct. 8—Many 
approach of their newspaper ads 
toward a more “intelligent, friend- 
ly” appeal to women, focusing 
more on the women’s interests 
and less on price. 

Many other food chains had 
better follow suit, however, if 
they intend to keep in tune with 
their market in the next few de- 
cades. 

This warning was given to the 


food | 
chains are gradually shifting the | 


25th annual meeting of the Na- 
tional Assn. of Food Chains here 
today by Charles T. Lipscomb Jr., 
president of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn. 


= The typical shopper to emerge 
within the next twenty years, Mr. 
Lipscomb said, will be a housewife 
whose daily routine has _ been 
much simplified, allowing her 
(Continued on Page 129) 


NAME OF STORE 


DEER SEASON OPENS 
AT THE SVPERMART ? 


“~aAnmMe oF Srere 


i _* 


WHAT'S COOKING 
FOR COOK-OUTS! 


: x NAME OF STORE 


IN PROSPECT?—This is what food store ads will look 
like within the next few decades—thematic, arty, 
friendly and with almost no price emphasis—ac- 
cording to prognostications by Charles T. Lipscomb 


ing in Chicago. 


Jr., president of the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn. He showed these 
mock-ups to a National Assn. of Food Chains meet- 


tailing made by Alderson Associ- 
ates for Ford Motor Co. last month. 
The facts, gathered in personal 
interviews with 1,062 new car 
buyers and 448 dealers in 40 areas 
across the nation, include these: 

e Three out of four (74%) new 
car buyers have decided on a par- 
ticular make before they contact a 
dealer—and only 2% of this 
number change their mind after 
shopping. 

e Three out of four (71%) know 
what body style they want before 
they contact a dealer, and only 
2% of these change their minds 
after shopping. 

e Three out of five (61%) know 
what series they want, and only 
3% of them change their minds 
when they go shopping. 

e One out of two (47%) know 
what color they want, and only 
7% of these change their minds 
after shopping. 


= Ford interprets this—quite rea- 
sonably—to mean that “advertis- 
ing, personal experience and the 
passed-along experience of friends 
help to determine the choice of 
make and body style.” 

The research indicates an almost 
robot-like deportment on the part 
of new-car customers. Not only do 
they know what makes, series and 
body styles they want, but they 
are apparently determined to make 
a deal the minute they enter a 
showroom, fearful perhaps that 
all available cars will be gone if 
they don’t buy quickly. For exam- 
ple: 

e Two-thirds of all new car buy- 
ers shopped only one make of car, 
and nearly half of all buyers 
(47%) visited only one dealer, 
(Continued on Page 129) 


Planning Keeps 
Ads from Being 


Too Offbeat: Slifer 


Plans, Copy Should Be 
Kept Apart, Ayer Exec 
Tells U. of Chicago Class 


Cuicaco, Oct. 7—When is dis- 
tinctive advertising too distinctive? 

According to Kenneth W. Slifer, 
vp and executive copy director, 
N. W. Ayer & Son, Philadelphia, 
the line separating the two is so 
thin that an advertiser may trip 
over it if he’s not careful. 

Speaking to a University of Chi- 
cago creative advertising class last 
night, Mr. Slifer explained that 
advertising must be original, dif- 
ferent and distinctive to be effec- 
tive. But, he pointed out, “This 
type of advertising is both a de- 
sirable goal and a dangerous trap. 

“It can lead you to rich rewards,” 
he said. “It can also trick you into 
bizarre advertising which calls 
more attention to itself than to the 
product—advertising which is con- 
spicuous without being convinc- 
ing.” 

The way to achieve fresh ad- 
vertising that works, he said, is 
through good planning and a basic 
selling idea. These two fundamen- 
tals, he explained, “almost always 
lead to advertising that precisely 
fits your product and problem— 
and is therefore distinctive. Such 
advertising can’t be just like any- 
one else’s.” 


s “For that reason,” he said, “the 

advertising job really begins with 

business research—digging, prod- 
(Continued on Page 20) 
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Brodie Move to 
Gumbinner Ends 
26-Year Partnership 


New York, Oct. 8—A longtime |12 accounts, including Thomas A.|I was wearing knickerbockers as 
the agency and _§ Edison Inc.; Pavelle Color; Viking |a freshman, when I was 13.” 


partnership in 
writing business will be broken up 
next week when Julian P. Brodie 
leaves Lewin, 
Williams & Say- 
lor to join Law- 
rence C. Gumbin- 


ner Advertising 
Agency as a 
vp. 


Alan Green, 
who was a co- 
founder of 
Green-Brodie in 
1928, and who 
moved to Lewin, 
Williams with 


Julion Brodie 


Mr. Brodie in January, 1955, will | 


remain at that agency. Both men 
have been senior vps and directors 
of Lewin, Williams. 

of accounts 


s A number are 


scheduled to follow Mr. Brodie to 
Gumbinner, but their identity was 
being kept secret. When Mr. Green 
and Mr. Brodie merged their agen- 
cy into Lewin, Williams at the end 
'of 1954, they brought along about 


|Press; Farrar, Straus & Young, 
and Krasdale Foods. 
| The team of Green and Brodie 
always excited interest in the ad- 
vertising business because, beyond 
their agency work, the two men 
|formed a highly successful writ- 
‘ing team. They produced mystery 
‘stories under the name of Roger 
|Denbie (an anagram of the names 
| Green and Brodie) and two novels, 
'“Fools Errant,” and “Love on the 
Run.” The latter was turned into 
ia highly successful movie by 
|'MGM, starring Joan Crawford, 
Franchot Tone and Clark Gable. 
In all, their partnership covered 
'26 years—four as executives of 
| Lewin, Williams. 


|@ Mr. Brodie got one of the earli- 
| est starts on record in the advertis- 


fi 


ing business He was graduated 
from New York University at 17/| 
and went straight into advertising. | 
Of his college years, he says wryly | 
that he was the only student of | 
37,000 “in short pants—literally— | 


After graduation, he went to 
work as advertising and sales pro- 
motion manager of Thomas A. Ed- 
ison Inc., and for 25 years—on and 

|off—the agency handled Voice-| 
| writer advertising. The Voicewrit- 
jer account moved to J. Walter 
Thompson after the Edison com- 
pany merged with McGraw Elec- 
tric, and Lewin, Williams has been 
handling Gray Mfg. Co.’s Audo- 
graph and other equipment. 

In recent months Mr. } rodie has 
worked on the Gray account and 
on Standard Camera Corp. (Prak- 
tina and Practica cameras). # 


Forjoe Moves on West Coast 
Forjoe & Co., New York, radio- 
tv station representative, has 
moved its San Francisco office to 
new quarters at 681 Market St. 


BIGGEST GAIN 


IN GROCERY LINAGE 


AMONG THE 7 MAJOR PACIFIC NORTHWEST DAILIES 


TACOMA NEWS TRIBUNE . 


SPOKANE SPOKESMAN-REVIEW... .. . 


SPOKANE CHRONICLE... 


SEATTLE POST-INTELLIGENCER ...... 


SEATTLE TUES... .220- 


PORTLAND OREGONIAN . 
PORTLAND JOURNAL... . 


Represented by SAWYVER-FERGUSON-WALKER COMPANY, inc. 
New York + Chicago * Philadelphia * Detroit * Atlanta * Los Angeles * San Francisco 


1957 Linage 1956 Linage Gain or Loss 
eee... 2,082,208 2,462,354 119,854 (gain) 

1,759,427 1,896,011 136,584 (loss) 
ceva ww oe ee 1,907,630 137,684 (loss) 

1,059,356 1,122,951 63,595 (loss) 
eae 2,989,687 115,881 (gain) 
iN ees 6 6 Se 2,814,275 23,174 (loss) 
faces os 6, ee 2,685,480 53,184 (gain) 


Total Grocery Linage (Daily Only); Source: Media Records, inc. 
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TACOMA, WASHINGTON 
Circulation more than 83,000 
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Advertising Age, October 13, 1958 


Highlights of This Week's Issue 


Kenyon & Eckhardt makes inquiries in 
Pittsburgh, Kansas City and Dallas to 
see if it can get local rates for its client, 
Lincoln-Mercury Dealers Assn. ....Page 1 


Agencies have shown 
not opposing wasteful use of money by 
clients on “promotion,” Richard D. 
Crisp says 


The pharmaceutical industry should tell 
its story to public to counter rising tide 
of criticism of drug advertising, Ed- 


mund Beckwith tells Pharmaceutical | 


Advertising Club of New York ..Page 1 


Three experienced ad execs in panel dis- 
cussion—Robert M. Gray, John Orr 
Young and George Frost—express opin- 
ions on agency commission system, best 


field in advertising for young men, and | 
market- | 
..Page 2 | 


agency's role in 


ing .. 


Bonnie All-Tuna cat food tries two un- 
usual ads, gets reaction from consumers, 
retailers, first, by offering to buy com- 
petitors’ cat foods for comparison, sec- 
ond, by offering to buy the milk to go 
with cat food 


proper 


“lack of guts” in | 


of Television & Radio Artists asks FCC 
to investigate canceling of locally-orig- 
| inated tv shows. ..... pisivcietinneed Page 18 


If El Paso gets its new tv tower on Ran- 
ger Peak for KTSM, it will also get its 
| own aerial alpine tramway, one of five 

in the U.S. 


| Radio time buyers are not requesting as 
much product protection for their cli- 
ents these days, RAB finds ........ Page 26 
| 


A U.S. Tea Center is being established in 
New York next year by tea groups to 
serve as focal point for a $2,500,000 ed- 
ucational Program .............ccccccccee Page 29 


| Advertising Federation of America sets 
up a new Bureau of Advertising Edu- 
| cation 


Calvert launches its first Canadian brand 
of whisky, Canadian Ten ............. Page 40 


| American Dairy Assn. plans to spend 
$6,900,000 in promotion in 1959 Page 42 


| Archbold, O., becomes a “Chinatown” to 
celebrate LaChoy’s completing a three- 
year multi-million dollar expansion 
program 


You can't compare power of newspaper 


advertising with other media if you use 
only one medium primarily, James Ged- 


iman, Hearst Advertising Service, tells | 


New England newspaper execs .Page 2 


Rep. Blatnik’s Harper's article saying Pall 
Mall has more tar and nicotine than 
Luckies is unfair because it failed to 
point out Pall Mall is a bigger cigaret, 


BBDO’s Brower writes ................... Page 2 


Advertising ‘‘war” 


spurred when Idlewild Airport lifts its | 
ef ff | eeeeennee Page 2 


Advertising, personal experience and the 
passed-along experience of friends help 
to determine the choice of make and 
body style of autos, 
I: GRRIOE  nanedenicdivedeteeiiilaiinemeneesil Page 3 


Many food chains are shifting the ap- 
proach of their newspaper ads toward 
a more “intelligent, friendly"’ appeal to 
women, Charles T. Lipscomb of BofA 
tells food chains meeting ............... Page 3 


Careful planning can keep a distinctive 
ad from becoming so distinctive that it 
calls attention to itself rather than to 
the product it is advertising, Kenneth 


Slifer, N. W. Ayer executive copy di- 
rector, tells creative ad class ........ Page 3 
Odd-shaped advertisements are con- 


demned as space stealers and self-de- 
feating by the American Assn. of Sun- 
day & Feature Editors ................Page 3 


The South itself needs to be advertised 
to the rest of the nation, Ralph Head 
of BBDO tells the Advertising Feder- 
ation of America’s Seventh District 
convention 


No-advertising rule for tax attorneys and 
agents is being brought into focus as 
Internal Revenue Service revises its 
rules of practice 


Chicago lecal of the American Federation 


Ford concludes | 


Assembly-line selling, not assembly-line 
production, is big threat to movie in- 
dustry, Jerry Wald says 


Industrial advertising manager should not 
only master his own specialty, but oth- 
er marketing functions, M. E. Ziegen- 
hagen, tells the New England chapter 
of the National Industrial Advertisers 
Assn. 


between airlines is | 


| Eye & Ear Man attacks problem of kick- 
backs in contract bids for filming com- 
SII «ence binsicsastenesecemessessercemivctati’ Page 106 


Schenley Distillers Co. breaks holiday ad- 
vertising for its Brands of Elegance 
POL ‘acttsenshchidecsncptiginipiipceniiainteietiniieste Page 124 


Package theory of marketing won't sell 
“big ticket" items like cars and homes, 
Business Week's Waddell tells Produc- 


GI TRIED .sintecicceresintivesegittbintteececl Page 126 
REGULAR FEATURES 


Advertising Market Piace ........................ 128 
Along the Media Path ‘ 
Art Director's Viewpoint . 


Coming Conventions ....... 126 
Creative Man’s Corner 106 
Drawthinks ................. m8 | 
Editorials ........... 


| Employee Communications 
Getting Personal 
Looking at Radio & TV 
Obituaries 
SE I CIID sn cnnsacssntsdsoovsonvensbeed 
On the Merchandising Front . 
Photographic Review ... 

Production Tips 
Rough Proofs ............... 
Salesense in Advertising .... 
| This Week in Washington 
| Tyler Picks Ten 
| Veice of the Advertiser . 
What They're Saying i. 
PD Oe 


Where your 
corporate 
advertising 
reaches men 


to your own. 


NEW YORK 
50 Broadway 


CHICAGO 
TIL W Mowe St 


whose interest 
in your company 
is second only 


BOSTON 
J60 Newbuy w 


CLEVELAND 


1010 tuchd Ave 


LOS ANGELES 
2999 W ooth St 
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Construction 1s America’s biggest 
consumer...devouring 1/3rd of the 
copper, 1/6th of the vron and steel, 2/3rds 

of the lumber and 9/10ths of the cement 


used in the nation. It requires an army of 


machinery and tools...an ocean of 
lubricants and fuels...and could fill that 


ocean with all the other equipment and 


building products it uses. Construction’s 


roaring along at a billion dollar a week pace 


Sell EN-R’s 79,000 ...and still growing! Most direct access to 


and you sell the 
men who build America 


ENGINEERING . ; : ; 
NEWS-RECORD design, buald or influence practically 


d. 


this market 1s EN-R...whose readers plan, 


A McGraw-Hill Publication. 
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This Week in Washington . . . 


U.S. Puts Ad Ban 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Oct. 8—The Inter- 
nal Revenue Service is in the pro- 
cess of revising its rules of practice 
for attorneys and agents who help 
people with their tax problems. So 
inevitably, there is a “no adver- 
tising” rule which says no one may 
practice before the agency if he 
uses advertising other than the 
usual professional listings in direc- 
tories and telephone books. 

The issue, if advertising people 
care to raise it, is exactly the same 


on Tax Advisers 


as it was during the recent contro- 
versy at the Patent Office. At both 
agencies the rules cover non-law- 
yers as well as lawyers; and it is 
fair to ask whether the government 


| against all ads, regardless of where 
they appear or what they say. 

At Internal Revenue Service it is 
somewhat more difficult to take a 
stand because a “no advertising” 
rule has been enforced for at least 
| 20 years, and none of the existing 


,attorneys or agents is clamoring 


for its elimination. Nevertheless the 
issue is far from academic. Recent- 


should enforce an arbitary ban | their services are available 


ly, a House ways and means sub-| tracts. The Defense Department is, 


committee scolded tax authorities 
for confining the right to practice 
to attorneys, CPAs and ex-govern- 
ment tax authorities. In the near 
future, the profession may be 
opened to many more non-lawyers; 
beyond doubt, some of them may 
feel it is perfectly appropriate to 


| use certain kinds of advertising to 


let embattled taxpayers know that 


The Assistant Secretary of the 
Treasury, Fred C. Scribner Jr., 
welcomes comments during the 
next 30 days. 


Something ofa 
Detense Pact tempest is raging 
once again over 


Ads Still Tight 
the handling of 
advertising costs in defense con- 


| putting the finishing touches on 
new accounting rules which gen- 
|erally maintain a status quo on 
|advertising expenditures of com- 
panies working on military con- 
tracts. Advertising people would 
like to see the rules liberalized, but 
|they can’t manage to get them- 
selves invited to the inner sanctum. 

At a meeting scheduled next 
week, the top level Defense De- 
partment committee handling the 
rule revisions will listen to com- 
ments from aircraft manufacturers 
and others who are subject to the 
rules. Advertising associations tried 
unsuccessfully to get invitations 
but were turned away on the 
grounds that they do not have a 
direct stake in the outcome. The 
explanation became less convinc- 


NOW YOU CAN CAPITAL-IZE 


WITH GEORGE AND GRACIE 


‘ON WRC-TV! 


| Make the most of your Washington dollars with the great 
GEORGE BURNS AND GRACIE ALLEN SHOW, first- 


run-off-the-network, available now for program or partici- 


pation sponsorship on WRC-TV! Here’s a proven all-family attrac- 


tion with a fantastic network record — 30.1 average Nielsen rating, 


45.6% share-of-audience. And WRC-TV spots it at just the right 


time to catch the big all-family audience—5:30-6:00 p.m., Monday 
through Friday! For this and many other splendid sales-building 
availabilities, contact WRC-TV or NBC Spot Sales, right now! 


NBC LEADERSHIP STATION IN WASHINGTON, D.C. SOLD BY NBC SPOT SALES WRC i. | V ” 4 


Washin 


“Yes, Gracie, 
now you're a 
gton 


landmark!” 


: 

j 
AUSTIN JOHNSON, merchandising di- " 
rector of Benton & Bowles, New 
York, has been elected a vp of the 
agency. Before joining B&B in 1947 
as supervisor of its store audit 
department, Mr. Johnson was with . a 
A. C. Nielsen Co. 


ing, however, when Associated 
Business Publications discovered 
that professional accounting people 
| were invited, although they do not 
hold any government contracts ei- 
ther. 


Fe 


Many months 
ago, Rep. Oren 
Harris (D., Ark.) 
indicated he be- 
| lieved his investigation of the tv 
|industry might result in cancelation 
|of one or more tv permits. His ; 
words are being accorded consider- 
|}able respect now, as the Federal 
|\Communications Commission be- 
gins following up on “leads” which 
{turned up during hearings of the 
committee on legislative oversight. 
| The famous Miami Channel 10 
case already is being reviewed at 
FCC under the direction of Judge 
Horace Stern, retired chief judge 

of Pennsylvania, who has been im- 
ported as impartial presiding of- 
ficer to handle the situation. And ; 
now FCC is moving ahead on other | 
situations involving Miami’s Chan- 

nel 7 and Orlando’s Channel 9, M) 
which indicate it will have full in- 
quiries on every case where there 
have been charges of irregular pro- q 
ceedings. 


Probe More 
|Channels 


ig PPR ite, 


ee 


President Eisen- 


Push ‘Visit hower has pro- 
claimed 1960 as 


| U.S.A. Year’ 
Visit U.S.A. Year, 


and Assistant Commerce Secretary 
Henry Kearns promises that the 
| Department of Commerce will go 
|all out to help travel industries 
| make the most of it. 

| Plans call for exhibits, ceremo- 
| nies and other activities to make 
|travel in the U.S. particularly in- 
|teresting in 1960. Government, 
business, labor, agricultural, edu- 
cational and civic groups will be 
urged to join in promoting the idea. 


eae ee a 


Don’t be sur- 
Femininityin prised if the 
long-standing ta- 


Liquor Ads? 
boo on women in 


liquor advertising is successfully 
challenged in the near future. Con- 
trary to the general impression, 
|/non-use of women in liquor ads is 
not a government regulation; it’s 
|a public relations gesture by liquor 
|industry leaders who think it « : 
helps fight off demands for legis- , 
|lation outlawing or curtailing liq- 

|uor advertising. 

| Originally the taboo was suggest- 

ed by officials of the Treasury 
|Department’s federal alcohol ad- 
|ministration in the early uneasy 

| post-Repeal period. Currently, 

| however, the top command at In- 

ternal Revenue Service has made 

it clear that it doesn’t care one way 

}or another. And many industry 

| leaders figure the public’s attitude 
|toward women drinkers has 
changed in the past 25 years. # 


ORR. 


‘Hosiery Industry’ Changes 

Hosiery Industry Weekly, New 
York, has changed its name to 
Knitting Industry Weekly in order 
to “better identify with the wider 
market area it now covers.” 
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We always knew the Nation’s No. 2 Market would get around to First 


When the country’s second largest market recently shifted to the 
sun-washed stretches of Los Angeles, one of its busiest headquarters 
automatically centered on First Street—home of The Times. 

For in this sprawlingest, next-to-sellingest market in the land, 
knowledgeable advertisers automatically turn to the Los Angeles 
Times as their No. 1 choice in newspapers. 

There can’t be any other reason why The Times is first in so 
many important categories. First in daily and Sunday circulation, 
with the largest gain of any newspaper in America . . . first in home- 


delivered circulation . .. first in higher income families . . . first in 
102 out of 114 Media Records classifications. 

And among all U.S. newspapers, The Times is first in news vol- 
ume... in total advertising . . . retail advertising . . . financial adver- 
tising . . . automotive advertising . . . and classified advertising. 

We’ re sure it won’t be long until Los Angeles becomes the nation’s 
first market ... and when that happens, everything will fit. 

The first newspaper in the nation’s first market will still be on 
First Street — because that’s where The Times will be. 


First in the nation’s No. 2 market Los Ang eles Times 


Represented by Cresmer and Woodward, New York, 
Chicago, Detroit, Atlanta and San Francisco 


een! ie i ea Us " 3 ae oe oy os ; ry Ege 
ie ; Sig . pam ne . i s ey . ‘ “a 2 ni a ” . < 
ss ee ars 
ere or ee ne Bee . : 
EE EeSeE7O7"*(*oo a | 
: Se as ai ane” 4% F Rate Soe ‘. ses, * : 2 ‘ 
° ~ * 4 a Pa i i ae S 
i . ~ —_ ‘ma io e. i 
‘ a P as Pe sty a Se F > : ae 
| ~ —- =€=3©69' ae 
% 7 ‘ P a . Saas ¢ ss Aid sii} . i e +) pass 
ae — Lilt Ohi a 
co ee = 2 * — ; 
* ; Ean "I oe Hirt ie + i geal "4 a4 ™: P< 4 _ Sy ‘i 
. oe i £ ir . EER ea al _ 
: ; ‘ tee ——— Ls eas rae We ee =~ Bee ek 2 - “hee 
“ee ee zm, me de - | a be asaratt Bae es 
7 al : ee = = * . Le ae hes es 
3 ] a <a f ebay f ‘e oe aaa 4. > ; es pee es: a we 
: see - = ae # : ~\ yy 4 ead o ak eee ee _ 
= oo an a ‘! eer a * on eh, - 
: ie Fa . “3 > £8 @) 7. Reg es 7 
: , a — = | ae ie : 4 4 ; Pe = a - oe ae ie = 
% as ea a ee. id ; ‘ —— F 3 é og eae ey i 
‘ ; ‘ ‘2 ar pede SS | e | — se ne ee ae - 
on o “2g oie fg. ieee ti ’ A a ; iii i fee 2 ‘Pye ie aaa 
; ‘ oo = 2, eo if” saa aa | an cee ages is a 
* ’ pi = ie a < Sn i ae Oa e : a, 5 BS ee : Et ii bs 3 "3 F ; NS par 
‘ s ee + € ats: ' aie Bard a rile Rs go aera ie ae 
i ne ta! Este ad ‘ ‘ EH A cty & OnE r ee eae 
‘: we.  — BB es em nal ae “ 4s a | & , fe se ee by ate 
é ee a é an ip BARS eae Me ee mvceve 
F Seat a pi, R 4 : bg E ; EL ees ‘aah 
i “a ; Pt So i Rs the i j “ee _ ai * é eink. 3 nF ue. 
: 1 o. n Retiree” if " is - | Be een : 
ae ia = be : am ; Co) 3S ets "ee : 
sf : tq —— Z : eg 2 1 es ao fm Agee 
‘ ——— ll (ll il a cr OS Ul on 
a & oe ll f . ea eb as ; xg ik ‘x } 4 ‘ eh aioe ay 
4 vars oF erect me : B ri Oe ee ee — " . janelle ee Oe: 
oe ee el et : : be wr 2. so Bs <a ae i seess 
“4 oe ee Pra “ ta ae 2 a “t ee hi a ae ig ee a a. ee 
fs a oe ; © > pga ee bin ae / . * ee ee uioalt . os ed as eS a a eS : eo. 
a J ibs 3 ; tee Lu etigie Benes Fg. a } is Cte Re fas See | Oe ees : : - a rs ae 
mt ihe eae : : = a ae > . | <= tes a a se 4 - Bie 
ree s ; oe A: = ‘a 2 — o- { eee ee m “layer 
i : : ee cp, eS or re es —" y Py 2a ay f Page = 
‘ r 5 Waa oe > “~ wd . j 4 a . ae a a, et x ee ee é . q : Z g 3 oh 
~ , * le ‘ a z i: pr. J ‘ Z 
; os = yo ; aa a » | 
“4 ; ee ay " * lo | o Be : . we i: a 4 7 firk: “es, =). ee \ 
es , Sou ; # a ‘4 Ti z Re ; a e t 5 telco 
a ; ing pie Se aa . wy : _ S a i —§— ae “EE e bon? ee 
~ oe ‘ : ‘ gatity Boa i 7 Bie : a oa A. ed 7 a — ae “ ‘ 2 t ‘ Syie een 
eer ten, Sat sil}: eet -— ta Toa fe an 
3 ase as : ee t Lu te, : 3 “ ‘4 : ¢ ; rear. a so * — h ; . pag te 
Lee 5 pee Seed er” Pp tees Re ee a 4 a, i Ff S : Rees _ oo oY ‘ mA " ; RAE 
: ae xf ? ij ge ee 4 me ~ | may mae sig i r Pag 4 ie 
fs Pat ead ; ete ci ; : P ya os - ee ; 2 b ; i rn z q 4 Bc. 
Fad ele idly a : a BM ae 7 : bc: f ( on ; t : 2 an 
MS sc? 59 ear a Re os a ee . 2 “oa i: 5 oF et ap: Ng ae, eee 
: ee ee .- - | § "RP ee CFS ).lrrrtlt _ ae 
ee a cs ’ = i 4 eae er a ef es ak re # J ts : A R , PE ga 
aur . ne ee af = aif & ; ree ae y ere mea iy te en Var - eee ve ae * ‘ i) oa : a Bee hs 
, ; es : ; 6 ee ere : Bo ae Pa Ea Pre a, Se feat ¢ ‘ ts : — . oc aa “ i i Se ~~ = 
a be, $ Ld % +5 e “Sa eae ; : Se a ipa aa art 34) ae “ : 4} re tail bese, ) ms 4 ins & : a io . <s, 
a . if] H | Hs 4 ieee Ng il RE a ee ; eet eis Pigiccie a ae i ee , — = : at. . ee a ihe 
ie  . x : % ; % ie ae Pie gk Se ee # Cy Be ee it 4 a sae . e : ae e753) - 4 5 , : ‘ ie aoe 
f * + ri ie Fe ce ee a A inh 2 4 a 4 ae = * fase ~ ie cia enie ory : a SAB 
-¢ : : ee: er ee ee eee ate ae cae ; lidia. ae 5; — 4 ia , ri “EGE 
- , i ! ; 1 ee 4) | ie Smee 4 foe x ; Ts ; ; ee es Sona: ee Ride 
: sited 4 4 ie | ie ae oars a onR & Ga ghar : ¥ ' == E a ay a : sot Tae 
~ ® ; » wae a eee ee ee omer = “eg Pela = |} — _. So | ; ee 
" = ] , ¥ aoe St ee ee ; ‘at @ Tht) ae ‘| ie Be 
' : % + } af | , : ei ot SR as 2 2 ‘ Siete ae oHe i ; ete : “a : zn : 
| "4 Hi a ia ee ee ae w ‘ iss; a Th) ae | a ee a 
bs < cit i ? e . ; Sey as, wee eS 3 “ae Be ie 7 : - ae it _ : 2 7 Sas 
ki “ iF is s a: i+ & 4 : ee +3 ie S. Chaeredigy 2 Se ‘ 6. _ A! ae % it @ : 2 Pe eed 
: ial : a | 5 at wat ; b. ae ES ‘4 a Pee: \ i ee ‘ a : % ngie hee an eh 3 aa } ae ia t men eee: 
: : i : tt i 1 ~ ioe ee — Ti: Hil ae io i; ae — oe 
} q t 4 a P ee Gk ae an SS a ie © er t —' aa i} ie : ae ; i ‘apa 
te at * ; F ay, i; Sais — | sae i >) hig oR 18 HH = 3s — ‘Eanes 
a : } ; a ZZ ge : eis) ape | Se : , ae Ae Cs ee 4 sin a 1 BB ae <5 i a aie 
ey | 1 q A a a a 0ll | oo = | ann = _-— | oo a See 
is . ‘ et ba ; ay praes ye ir : | ASA. t ae om ed j i i a : —- : ay & # + aA : ois 
; : 4 | | ee hee BB pec 1: oe o || Mn : ; ee it “g \) fl” ae 
; | § | — |, anf. ‘, &  h6U Rl Oe ahaa 
q a : i ER ce eee he : I ee eee | ~ ee z ‘a ; it coal § ZZ ; ae an i 
: : | j ie 3 -_ oe aS . +t 2 eee os) oo ee iit) — i a i oe : 
7 a ; j = 3 id . a 3 Shalt s! : a a ae : ’ “at a : - a F elite 
* I i} . ie Ft Bh ae a | 6 — || ae 
| ; | |) |) | = a ee oF 
[sf ee} : :f ss “ ae Sa a j [.) oa i | ete i . 4 , = : Bk 
Ms 4 i if — tet § oe Ae ee ae & ar! bert oe j i : H a oe ie “ i ¢ regen 
: ; ’ Ril oo a Pek” #3 3 a ea a He — hin a 
ee . #  @ ae | pies oo |. SP ae iia tii a ee 
= f i a 4 eo See, ) terial : a7 ea eo | aa a i é a. i} _ i | ieee e ae 
ies i . : S) A : of : aia feed... | ene. W od Ts: Aer: i ee } Pe ia ¥ x = 2 ————,- iW : ae? , ee bear 
E a ii Be i iil pm nee ee ji e ; oe : a ae 4 ee. 
oe nd } q Ss ie 5 ee b2' , Geet am Bae ae '. . : } ae if ae ——_r f ae ae 
sh 4 -Y : oa SRS aia IN ; ae i. Pe ; Po ee MRS. | es : nee ‘ 
5 : Ree 3% . H ' i Y i 6a Severe) | RS” Pe ae st. ; Pe S Bt Nite : | | See: ieee we =~: ek ak 
i 4 et ile  —- a iy ee i ne a +. “ta ae y 2a ie i : zs Me a i ar a 
ar. — Beg cule e ne .* ee Oe ey 7008. / oy a : ce. r, F - : i, > i) £ q 1 ; a | : P= ee 
et ne ee ee MS eS, ee eee, 8, i ee 1 6 Sg . Be a? : ea ~ ae i i ‘- ae) ae — ¢ ah : 
ee : ce oh Os cas © nag ig ae at ke ne Hs : L} Esa deee sf indie hae er irae a i: AnD Ea Hi ee fa , 
; Pa eas ae Cte toe eee ae ' a ‘oe ’ : 2 j eo . c: § ; i : ee at a mo 
_— ee am Se eae te Pe et ee st Gaels . 5 eet ; : i a —— 2 Si aa ae 
ewe ke ; ie Pe de é hes ie ‘Oe es ; , * me i) i / ; — | —— e ; 
oc as wal : ee ~ ee He mS ' j bi ea : pe . 
a eh ee) | C6 
2 . SS ae 4 2a } Z \. 3 > ™/: . _— tiie v SaaS” ' aes ¥ ‘ 
" P . wigs? ae ae < ; : 3 — 4 x r P phir - | 
4 5 wai ; Et _ | ta | as ee Se ‘ 
om Tae ype sob a | —— coe ht, Yee ee oe Se ea : 
4 a = 3} 4 eed peed | Ba merGr Bs ching 5 } ore av 4 R ei , 
3 y =e sy a Soe ape ; ae " —— ee PR a . r ; . P ae s 
; ee ace ; mB a, a meineeaiinacatain 0 I eee eee ee eee ss 
. ? ghee pe xe = a ' Pras . oy aie Bi 
i ae Raa eS i ~ ~~ = : . Fe op ies. Be 
ss $4 pessa A . ae ome S & oS i! ie t 
< abet ton i SS ‘ & a ‘ H r—— =< Fly “ Od eee Epi 
E. o- ee ? os \ < Be, RA Baas 
uy ~~ «ie i. = a - «i 4 ae a ~ yy Peer: ees 
ve i wat re 0 ; >, = - ae 4 o~eoseeieien cone 
ie ae, 3:3 Can , a —_ a - fe t Tee, a ‘i ; ‘4 me =a =e 
ae : itsam eet ASS " a 7 Oe eae OE As : Beer. ee ee. - ee 
A. q Ewe Sree t be #9 a “SP ~ > = 2 ‘Seager x54 Weal at | - a s , ‘i 7 a *, 
gig x se Pea saan a ; - .. - oP reer a m«,"4 = Se +. . . , iiasiccoeacialiil 4 Se, icaaee 
a 2 fj OP Bo é wie $4 a5 . -_ ——s os a “ "Ee ks Sean Be > . aN, 
: AR . = ie -& ee 5 ES DOG A i ah 
2 j # : ? z 3 j P ee & . Sighs Lat i , aay re + ie a 1 Sia 2 hee 
f f af q = 4 A ‘ 2 —_i ee " ‘ , os : ; . 
[Me BY: Hi P . . j q - x > a eee Bee ae ye a ‘ ney 
zh hte ae ae A SNR: ae > Pp $14 : fer Wee ete ea ee er ‘ . es Pics 
oa a i ee oT o — —_————As : - . ae Ue , a “ “igs! / - s eae a 
iste exe ial CESS Sete eT a wk brio: ee Bil - gm neti asia =. herp L AVaah Gea Se Seep ry ieee " i ce 3 ay 
ate ‘ ¥ = eres yh ek Gag ef siete “i A a ae eS Deities Ges oe ae ee pe < 
2 : ae er es ers Satis = a got ine ans af pon i a: we ve aeaia pha sag oe oy hee oe oy sph ag) aed z 7 ‘ oe ear es <6 fs ion? oe) Fs RM 8 os ae r *. oe < 
, Bees de 
Bie rary 
~ ee . bos 
sag Bal gt 
ted ee 
he isa 
oie 
es paket 
s eer 
© am yg 
an 
; 
: 
Gy ; 
i on 
Bt is 
ee) . 
er ae 
— le ate 
: peas 
2 eo 
es Baga 
: P| ty 
oy oka he 
- ne 
ee ‘aoe 
ia ae 
a 
Es . ; Certs . isha ai RES SE LE AT sg Pete ae Tas es eae Te ee yo 
: ee 2 ai : Be is POP AN Te ie EL ee a Tee PERE ASE Sipe NT —v ; : ‘ 2. pase ee 
7 Dee ty! Sak an oe pines gene TEEN ED ” ee a 


Institutional Drive? .. . 


Worldwide Drive Pushes Bourbon 
as Being American as-Uh-Bourbon 


New York, Oct. 9—A Bourbon} 


Institute was launched here today 


under the auspices of Schenley | 


Industries, dedicated to the pro- 
motion of straight bourbon whisky 


throughout the world as “the truly | 


American whisky.” A major ob- 
jective is to make bourbon a 


traditional American whisky,” 
| Mr. Rosenstiel said. 

The institute, he added, will 
concentrate its promotional efforts | 
“on the local, vocal, focal points | 
here and abroad to make bourbon | 
|a generic term similar to scotch | 
and brandy.” 


generic term for American whis- | 


ky. 

An advertising program will | 
break Oct. 13 in newspapers in 
nine U. S. markets, and an inter- 
national promotional program is 
being prepared. Page ads an- 
nouncing the institute will appear 
Monday and Tuesday in New) 


York, Chicago, Washington, Louis- | 


To bring World-wide STARE Oe 


BOURBON 


100% Straight American 


on the eve of its [70th anniversary 


ville, Frankfort, Dallas, Cincinnati, 
San Francisco and Los Angeles. 

McCann-Erickson, which han- 
dles Schenley’s international ad- 
vertising, is the agency for the 
institute. 


® The new institute was launched 
with fanfare by Schenley at the 
Golden Door Restaurant at Idle- 
wild International Airport, and in- 
vited guests were flown there by 
helicopter from New York. 

Lewis S. Rosenstiel, president 
and chairman of Schenley Indus- 
tries, said that 
finance the institute for the first 
year and that it has appropriated 
$1,000,000 for that purpose. A 
large part of that amount, he said, 
will be used for promotion. 


Packages of bourbon are being | 


sent to political, civic and food 
industry leaders in Europe and 
the Far East with a kit explaining 
the formation of the institute. 


s Mr. Rosenstiel said the forma- 
tion of a Bourbon Institute has 
been discussed for 25 years. 
“Schenley Industries,” he said, “is 
taking it out of the discussion 
stage and making it a reality, 
assuming full responsibility for its 
organization, operation and finan- 
cial support. The entire straight 
bourbon industry, however,” he 
emphasized, “will receive the full 
benefits of the program.” 
Officers have not been elected, 
but it was said officers and direc- 
tors will be chosen from leading 
citizens in all walks of life. Ini- 
tially the institute will have its 
headquarters at 750 Third Ave., 
New York, but it is expected that 
it will be moved to Washington 
shortly after the first of the year. 


s Current plans call for the in- 
stitute to sponsor trade and pro- 
motion programs both in the U.S. 
and abroad. “It will conduct re- 
search and set standards for 


straight bourbon and protect the 
name of bourbon as a U.S. proper- 
ty. It will sponsor advertising in 
nafional and international media, 
and will work with all segments 
of the liquor industry to promote 
the 


00 7, sight bourbon as 


Schenley will} 


= In answering questions, he said | 

he expected other U.S. distillers | 
to become members of the insti- 
tute during the course of the next | 
| year. 

There are about seven and one- | 
half to eight years’ supply of bour- | 
bon on hand today in the US., he| 

said. He declined to release fig-| 
|}ures on Schenley’s inventory. 
| Asked whether bourbon, as al 
typical American whisky, was 100) 
or 86 proof, Mr. Rosenstiel said it| 
|was a matter of taste which the 
|consumer will determine. But, he| 
| added, “the trend seems to be 
‘toward lighter proof, and the 
| popular demand is currently for| 
86 and 80 proof whiskies.” the 
thing that distinguishes bourbon 
from all other whiskies, he said, 
is its distinctive flavor derived 
|from American corn, and that 
|flavor remains distinctive in any 
straight bourbon whether 86 or 80 
proof. 


| 


= In 1948, bourbon represented 
only 13% of total U.S. whisky 
sales, Mr. Rosenstiel said. He 
predicted it would exceed 50% by 
the end of 1958. 

The U.S., he pointed out, im- 
| ported $148,000,000 worth of whis- 
ky from abroad in 1957, while ex- 
ports of American whisky were 


Le Bourbon Est Sur La Table 


Paris, Oct. 10—Scene: A French 
bistro. 

“Avez-vous du bourbon?” 

“Bourbon? Qu’est-ce que c’est 
que cela? C’est un regime ancien, 
avant 1789, n’est-ce-pas?” 


scotch. Je veux du bourbon. Con- 
|maissez-vous I. W. Harper ou 
Jacques Daniels ou Vieux Grand- 
pere?” 

“Ah, non, mon grandpere est 
mort. Mais j’ai d’autres whiskies. 
Peut-etre vous voudriez du Cana- 
dien Club ou V.O.? 

“Non, non, non. Cela n’est pas 
la meme chose. Je veux du bour- 
bon. N’avez-vous jamais entendu 
parler du Bourbon Institute?” 

“Bourbon Institute? Qu’est-ce 
que c’est? Est-ce un hospital? Non? 
Un musee? Non? Alors, monsieur, 
je regrette...” 

“O.K. Ca ne fait rien. Donnez- 
moi un Cinzano.” 

“Bien, monsieur.” 


only $4,000,000, almost half of 
which, he said, went in bulk to 
Canada. 

The Bourbon Institute program, 
he said, will be directed only 
incidentally at American tourists 
abroad. The major promotion 
abroad will be directed toward 
establishing bourbon as a generic 
term, “the truly representative and 
typical American whisky.” Head- 
quarters for the institute in Europe 
will be established in Paris. 

“We at Schenley,” Mr. Rosen- 
stiel said, “believe it is most appro- 
priate that such a program be in- 
augurated at this time.” # 


“Bourbon. C’est un whisky amer- | 


| icain.” 
‘“‘Americain? Comme Coca-| 
Cola?” 

“Non, non. Bourbon. C’est de 
l’alcool.” 

“Je regrette...Ah, attendez. 
Voici du Haig et Haig. C’est un 
whisky tres agréable.” 

“Non, non, non. Ca, c’est un 


because 

your 

face 

is your 
fortune... 


ete? 


Nature brings you a precious new cosmetic 


A comcemt rate of wemtty- grove ge! 
from thee sho vere phsor 


‘hac C: 


FACE—This 1,860-line ad will run in 
newspapers in Chicago, Miami, 
Florida, Fort Worth and Dallas be- 
ginning Oct. 23 and continuing into 
May for Alo-Creme Face, a cos- 
metic by Aloe Creme Laboratories, 
Fort Lauderdale, Fla. Calkins & 
Holden, Chicago, is the agency. 


CBS Denies 
Amana Charge 
of Discrimination 


Curcaco, Oct. 8—Columbia 
Broadcasting System has asked the | 
federal court here to dismiss the 
first of three counts contained in a | 
countersuit filed against CBS by 
Amana Refrigeration, Amana, Ia. 

Amana is asking $9,000,000 in 
triple damages for alleged viola- 


Executive Lineup 


|Management & Maintenance, Food 


| News, 


McGraw-Hill Shifts 


as Wynkoop Retires 


New York, Oct. 9—Norman O. 
(Dutch) Wynkoop, vp and con- 
troller of McGraw-Hill Publishing 
Co., will retire Dec. 31 after 38) 
years of service with the company. 

Functions dealing with budget- 
ary control, which Mr. Wynkoop 
has handled since 1946, will be un- 
der the supervision of L. K. Good- 
rich, vp and treasurer, after next 
Jan. 1. Mr. Goodrich will work 
closely with Nelson Bond, president 
of McGraw-Hill’s publication divi- 
sion, in an advisory capacity in 
these matters. 

Functions dealing with matters 
other than budgetary control, pre- 
viously handled by Mr. Wynkoop, 
will be handled by the newly ap- 
pointed senior vps of the publica- 
tions division—Shelton Fisher and 
Harry L. Waddell (AA, Oct. 6). 


= In the new organizational setup 
of the company’s publications di- 
vision, the publishers of Business 
Week and the international pub- 
lications will report directly to Mr. 
Bond. 

Publications that will report to 
Mr. Fisher are: Construction Meth- 
ods & Equipment, Control Engi- 
neering, Electrical Construction & 
Maintenance, Electrical Merchan- 
dising, Electrical West, Electrical 
Wholesaling, Electrical World, 
Electronics, Engineering News- 
Record, Fleet Owner, Industrial 
Distribution, Nucleonics and Pow- 
T. 

Reporting to Mr. Waddell will 
be American Machinist, Aviation 
Week, Chemical Engineering, 
Chemical Week, Coal Age, Engi- 
neering & Mining Journal, Factory 


i) 


Engineering, National Petroleum 
Petroleum Week, Product 
Engineering, Purchasing Week and 
Textile World. + 


Black Label Goes 


tions of the Robinson-Patman an- | 
ti-trust act by the network. The | 
suit was in answer to an original | 
|suit filed last year by CBS, seek- | 


|ing $284,545 from Amana for pay-| 
ment allegedly due on its spon- | 
sorship of the “Phil Silvers Show.” | 

In a reply brief filed last week, 
CBS denied a charge by Amana 
| that the network violated the Rob- 
inson-Patman act by giving other | 
advertisers larger discounts than 
Amana received. 

Amana says it owes CBS only 
$252,430 because of offset agree- 
ments and paid this amount last 
year. In its counterclaim, Amana 
asks $3,000,000 for each of three 
counts alleging anti-trust viola- 
tions. 

The second charge attacks “must 
buy” practices of the network, and 
the third countercharge alleges that 
Amana was forced to buy a CBS- 
owned program to get a program 
on the network which CBS did not 
own. 

The network has_ previously 
denied all three allegations by 
Amana. 

The court is expected to rule 
soon on the CBS request that the 
first part of the Amana counter- 
suit be dismissed. + 


Loewenthal Joins Telestar 

Wynn Loewenthal, formerly with 
Warner Bros. Pictures, has been 
named publicity and promotion di- 
rector of Telestar Films, New 
York, tv film distributor. This is a 
new post with Telestar. 


“SI Adds Winter Ski Editions 


Sports Illustrated will make 
special ski editions available to 


advertisers in both national and 
regional editions with issues of 
Nov. 17, Dec, 


1, Dec, 15 and 


to Hayhurst; McKim 
Keeps Red Cap Ale 


Toronto, Oct. 9—One of the 
most important account shifts in 
Canada in recent years was an- 
nounced this week when Carling’s 
Black Label lager moved to F. H. 
Hayhurst Co. from McKim Adver- 
tising Ltd., which retains the Car- 
ling’s Red Cap ale account. Black 
Label is the largest selling lager in 
Canada and the account involves 
a budget unofficially estimated at 
from $350,000 to $600,000 a year. 

Both Black Label and Red Cap 
are extensive users of border sta- 
tion television time. Carling is a 
division of Canadian Breweries, 
which also operates in the U.S. 
and which, almost concurrently 
with the change of agency, an- 
nounced plans for Carling’s to 
build a new $15,000,000 brewery 
west of Toronto. + 


Manhattan Shirt Boosts Five 
Manhattan Shirt Co., New York, 
has advanced John M. Weiler, a 
board member and director of ad- 
vertising, to vp in charge of the 
advertising division, a new post. 
Appointed vp in charge of mar- 
keting is Robert L. Leeds Jr., di- 
rector of marketing and board 
member. Others named to new 
posts are Al Oppenheimer, from 
general sales manager to vp of the 
sales division; Laurence C. Leeds 
Jr., from director of the sportswear 
division to vp of the international 
division, and Edmund L. Kenyon, 
treasurer and director, to vp and 
treasurer of the company. 


Darge Joins Remsen Agency 

Thomas F. Darge, formerly with 
Gaynor & Ducas, has joined Rem- 
sen Advertising Agency, New 
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Curtis to Fill 


‘Household’ 


Subscriptions 


Capper Property Bought 
Six Months After Curtis’ 
‘American Home’ Purchase 


PHILADELPHIA, Oct. 9—Curtis 
Publishing Co. will complete serv- 
ice on unexpired subscriptions to 
Household, which will cease pub- 
lication with the November issue, 
according to Robert E. MacNeal, 
president of Curtis. 

Curtis Publishing Co. purchased 
Household from Capper Publica- 
tions this week. It marked Curtis’ 
second magazine purchase in less 
than six months; last April the 
company bought American Home. 
Mr. MacNeal said arrangements 
are being formulated to offer The 
Saturday Evening Post, Ladies’ 
Home Journal, Holiday, American 
Home, or possibly other publica- 
tions, to Household’s 2,650,000-plus 
subscribers. 

Capper Publications said it sold 
Household in order to concentrate 
in the farm area. 

Curtis has requested approval of 
the Audit Bureau of Circulations to 
service Household’s unfulfilled 
subscriptions on the following per 
copy basis: One copy of the Post 
for each copy of Household; or one 
copy of American Home or the 
Journal for each 2 copies of House- 
hold; or one copy of Holiday for 
each three copies of Household. 


= Curtis will be compensated by 
Capper for servicing the Household 
subscriptions, Mr. MacNeal said. 

Commenting on the arrange- 
ment, Oscar S. Stauffer, president 
of Capper, said, “Because we feel it 
is out of our sphere, we are with- 
drawing from the non-farm area of 
magazine publishing. This will en- 
able us to concentrate on our spe- 
cialty, which is farm magazines.” 

Capper publishes Capper’s 
Farmer, Pennsylvania Farmer, The 
Michigan Farmer, Ohio Farmer, 
Missouri Ruralist, Kansas Farmer 
and Capper’s Weekly. 

Mr. Stauffer said it would be 
several months before all records 
can be processed and subscription 
arrangements completed. 

Mr. MacNeal did not reveal what 
the compensation arrangement 
with Capper is. + 


Devoe & Raynolds 
Leaving JWT for 
EWRR on Dec. 1 


New YorkK, Oct. 10—Devoe & 
Raynolds Co., Louisville paint 
maker which bills up to $500,000 
annually, has switched its account 
from J. Walter Thompson Co. to 
Erwin Wasey, Ruthrauff & Ryan, 
effective Dec. 1. 

Divisions involved in the move 
include Wadsworth Howland Co., 
Peaslee Gaulbert Paint & Varnish 
Co., Jones-Dabney Co. and Beck- 
with-Chandler Co. A division of 
Merritt-Chapman & Scott Corp., 
Devoe & Raynolds had been serv- 
iced by JWT for nine years. 


= At the same time, EWRR an- 
nounced that Frederick J. Wach- 
ter, formerly vp and general man- 
ager of its Chicago office, has been 
named exec vp and general mana- 
ger of the agency’s New York of- 
fice and eastern division. Succeed- 
ing Mr. Wachter in Chicago is 
Roswell W. Metzger, chairman of 
the agency’s executive committee. 

EWRR also announced that 
Gerald Miller and Ruth McCarthy, 
formerly of the copy staff, have 


Jan, 12, 


Haven, Conn., as a copywriter. 


been appointed copy supervisors. # 
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Through wires to readers 


A great and exciting future in transporta- 
tion, automation, and electronic equipment 
can never be built without a vital network 
of wires. The mechanisms of tomorrow's 
marvels are nourished through wires . . . 
and mechanisms are “editorial meat” for 
MACHINE DESIGN. 


For several years we have sponsored an an- 
nual conference on mechanisms at Purdue 
University, where hundreds of engineers 
from all industry meet and get answers to 
mechanism problems. 


Editorial leadership of this kind builds the 
respect of engineers . . . and you profit from 


this respect when you place advertising in 
MACHINE DESIGN. Our publishing job is 
designed to bring you more readership, 
greater acceptance, and more tangible re- 
action for your advertising dollars. 


Wherever new products are being devel- 
oped, you'll find men reading MACHINE 
DESIGN. 


MACHINE 


a publication 


Penton Building [Cleveland 13, Ohio 
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tion gains in June and July! 


in talking to myself about 
the MEW CIRCULATION RECORDS 
set by the ATLANTIC CrT¥ PRESS ! 


Yes, the Atlantic City Press does it again! Circulation for August is up 
to 49,715—a 5% gain over last August and a whopping 25% over 
the last three years. This represents the largest increase of any ABC 
newspaper in New Jersey . . . and follows on top of substantial circula- 


What does this all mean? Simply that the Atlantic City Press is covering southern New 
Jersey's best market more intensively than ever before! The Press not only blankets 
Atlantic City itself—but also covers Atlantic, Cape May and Cumberland Counties . . 


Atlantic City Press q 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President 
Gallagher-DeLisser, Inc., National Representatives 


|vation research. For 


‘had had no effect. 


LIU Business School Issues 
Motivation Research Report — 
“The Status of Motivation Re- West Coast Head of 
|search,” a report based on inter- 
|views with business men, advertis- 
|ing men and researchers, has been 
|prepared by the business research | 
|council of the College of Business 
|Administration, Long Island Uni- 
|versity. The study indicates that 
there is still a wide division of 
jopinion on many aspects of moti- 
example, 
while the advertising men inter- 
viewed agreed unanimously that 
motivation research studies had} 
had an effect on advertising, one- 
| third of the business men said they 


Copies of the report are availa- 


keting. 


| Brinker to Corde de Parie 

Allen Brinker, formerly director 
lof advertising of Seamprufe Inc., | 
|has joined Corde de Parie Corset 
|Co., New York, as director of mar- 


MEDIA WEEK Oct. 20-24 


CAMPBELL-EWALD Advertising 


a special invitation to media representatives: 


COME SEE THE HOUSE WE LIVE IN 


See the house you helped us build. See it any day starting 
at 2:30 during our Media Week, October 20 to 24. See 
how all of us at Campbell-Ewald are working closely 
with you to build more and better advertising, better 
publications, better broadcasts and better outdoor 
advertising. 


Come to our Detroit office on the Media Week day best 
for you. Meet the members of our board. See the 44 people 
who write the words that move people and products in 
mass . . . the 58 who visualize those appeals . . . the 
70 who live in the new world of broadcast advertising. 
See the 26 who research everything from your business 
to our clients’ businesses. See the 16 who do nothing other 


than make sure you get printing and broadcast materials 
the way you want them. See the hundreds who handle 
everything from contacting to accounting. In short, see the 
723 people who make up the complete Campbell-Ewald, 
including many you perhaps never dreamed existed. 


Just drop a line to Jerry Moynihan at Campbell-Ewald, 
General Motors Building, Detroit 2, Michigan, or call 
him at TR 2-0223. Jerry will be glad to make your 
reservation or give you further details. And meanwhile, 
we’ll look forward to seeing you and showing you around, 
in person and in presentation. Come to Campbell-Ewald. 
See the house we live in . . . where media men are always 
honored guests. 


CAMPBELL-EWALD advertising 


‘ble for 50¢ apiece from LIU (385 
Flatbush Ave., Brooklyn). 


“ati nae 


Advertising Age, October 13, 1958 


Raymond Morgan, 


F. D. Richards, Dies 


HOLLYwoop, Oct. 7—Ray- 
mond R. Morgan Sr., 63, head 
of the Raymond R. Morgan di- 
vision of Fletcher D. Richards 
Inc., New York, died here Oct. 
3 presumably as the result of 
a heart attack. 

Mr. Morgan was a pioneer in 
radio and television. He created, 
owned and 
produced 
“Breakfast in 
Hollywood” 
and “Queen 
for a Day.” 
During his 
colorful career 
he sold maga- 
zines, automo- 
biles, advertis- 
ing and radio 
and tv shows. 

He was born 
in Sonora, Cal. At the age of 16 
he got the Ford agency for Tuo- 
lumne County, Cal., after hav- 
ing earned $800 selling The Sat- 
urday Evening Post. To get the 
Ford agency, he had to dig up 
| the price of two cars at $865 
each, or $1,730. With his $800 
and a loan from the local bank, 
Mr. Morgan started in business, 
ADVERTISING AGE reported in a 
sketch of his life 11 years ago 
(AA, May 5, 1947). 


Raymond Morgan 


= By the time he entered the 
University of California, in 1913, 
Mr. Morgan was making $2,000 
a month as a Ford salesman. He 
was graduated from the uni- 
versity in 1917, sold his Ford 
agency and became a Packard 
agent in Visalia, in the San 
Joaquin valley. But then World 
War I broke out, and Mr. Mor- 
gan began a four-year hitch in 
the Navy. But, Packard having 
gone into war work in the in- 
terval, Mr. Morgan found him- 
| self withsut either a business or 
| funds. 

Taking advantage of an of- 
fering of free advertising space 
| to service men, Mr. Morgan ran 
|} an ad in the San Francisco Ex- 

aminer for a job in an adver- 
| tising agency. Cahill Advertis- 
ling Co., San Francisco, hired 
|him at $100 a month to wrap 
electros and run errands. With- 
in a few months he was selling 
advertising, and he ended his 
first career in advertising in 
1926 as a vp of the agency. 


= Radio was then beginning to 
offer possibilities as a new ad- 
vertising medium. Mr. Morgan 
left Cahill and formed Mara- 
thon Radio Corp. to sell radio 
sets. Within a year he had built 
up a business of $700,000. But 
competition was too keen, so as 
a hedge he took a job as sales 
manager of Macmillan Petro- 
leum Co., Los Angeles, and sold 
the company on the idea of 
building a radio station— 
KMPC. With the offer of a 
budget plan, he built up Mac- 
millan’s sales from 200 to 2,000 
gals. a day. 

He also tried to sell time to 
other advertisers besides Mac- 
millan. This led to a disagree- 
ment with management, and Mr. 
Morgan was fired. 


= In Los Angeles, he found a 
small agency called Ernshaw- 
Young, and made a deal to get 
business for half of the profits. 
He started a radio detective se- 
ries, bought up a limited quan- 


finger-print kits and magnify- 
ing glasses, and presented a 
package ad program to Folger 
Coffee, which agreed to try it 
on the CBS Pacific Network. It 
was reportedly the first air- 
offered premium and was a 


tity of detective caps, badges, - 
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huge success. That was in 1929. 

Similar programs followed. 
In 1930, Mr. Morgan conceived 
“Chandu the Magician.” It was 
offered on five eastern stations, 
offering a kit of tricks to any- 
one mailing in five Beech-Nut 
gum wrappers. 

The depression swept the 
country in the 1930s, but it had 
little effect on Folger, Beech- 
Nut or Mr. Morgan. He begat 
more shows. 

In 1940 he came up with 
“Breakfast in Hollywood,” for 
Franco-American Baking Co. It 
was designed for bored house- | 
wives and enabled many to have | 
breakfast at Sardi’s in Holly-| 
wood. Later Kellogg and Proc- 
ter & Gamble co-sponsored it| 
over 330 ABC stations. | 
d ® “Queen for a Day” was| 
launched in 1945, was put on in| 
various cities and had phenom- 
enal success. It is still running | 
on ABC, as most tv fans know. 

In the meantime, Mr. Morgan 
organized his own advertising | 
agency. In 1953 he collected 
more than $100,000 from Gen- 
eral Foods and Benton & Bowles 
in a suit involving piracy of his 
“doorbell ringing plan.” The 
plan was based on a 15-minute 
radio program (AA, Nov. 16, 
53). Listeners were told to lis- 
ten to their doorbell during spe- 
cified hours when a Folger 
“question man” would be in the 
area. They were also asked to| 
have on hand a pound of Fol- 
i ger’s coffee. The correct answer 
then entitled the housewife to} 
a variety of prizes. | 


“3 a or 


plan for Maxwell House coffee. 
The agency and its client 
claimed the plan was only a lot- 
tery and not actionable legally. 
A Los Angeles jury brought in 
a verdict for Mr. Morgan for 
$750,000, which was later re- 
duced to $375,000. Early in 1953 
the defendants settled out of 
court. 

Last year Harrington-Rich- 
ards, West Coast division of 
Fletcher D. Richards Inc., New 
York, merged with Raymond B. 
Morgan Co. (AA, Aug. 19, 57), 
and Mr. Morgan became oper- 
ating head of the Pacific Coast 
operation. 


William Griffin, 54, 
Exec VP of Kudner 
Agency, Is Dead _ | 


New York, Oct. 7—William J. | 
Griffin Jr., 54, exec vp of the | 
Kudner Agency, died Oct. 3 in| 
New York Hospital of uremic | 
poisoning. | 
a Born in New York, he was 
. graduated from Dartmouth Col- 
lege in 1925 and had been in the 
advertising business ever since. 
While in college he was a cor- 
respondent for the New York 
Times and the United Press. 

His first job was with Erwin, 
Wasey & Co. Five years later 
he joined Lord & Thomas, where 
he worked closely with the late 
George Washington Hill on the| 
Lucky Strike account and had a| 
major part in creating the suc- | 
cessful slogan, “With men who 
know tobacco best, it’s Luckies | 
2 to 1,” as well as the auction- | 
eer’s chant that See: 

the slogan. 

In 1939 Mr. Griffin joined | 

J. Walter Thompson Co., where | 

he was a vp, senior group head 

and a member of the board of | 

wil directors. There he had the 

. creative responsibility for the 

Ford account and also was 

group head on Shell Oil and the 
RCA-Victor accounts. 


aad a 


| 
=» He joined Kudner in May, 
1956, as senior vp, director and 
member of the executive com-| 


s Benton & Bowles used the | | 


ll 


mittee. In January, 1957, he was| Eat-A-Treat Expands 
made exec vp of the agency. | Eat-A-Treat Ine., Cincinnati, 

Among other slogans he intro-| manufacturer of Eat-A-Treat car- 
duced were “My beer is Rheingold, | smel apples, is expanding into ad- 
the dry beer,” still in use after 20 | qitional markets in Michigan, Indi- 
years, and “The golden throat” for ana, Illinois, Ohio, Wisconsin, 
RCA, _, |Oklahoma and Texas following 
_During World War II, Mr. Grif-| successful market testing in Mich- 
fin was in the Office of Strategic | igan. A tv spot campaign is being 
Services as chief regional planner | formulated for 23 stations by the 
for the Balkans and the Middle|new Bruce M. Radder Advertising | 
East, stationed in Washington. + | Agency, Grand Rapids, Mich. | 


MEMO TO MEDIA BUYERS 


Here's a key publication to keep in mind 
when planning your 1959 schedules... 


selis for you in TWO profitable markets 
1. MORE THAN 60,000 CHURCHES 


in the conservative Protestant field 
2. MORE THAN 100,000 HOMES 


Lawrence Zeitner, Advertising Manager 
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U.S. PAID CIRCULATION OF THE 


: LIFE: 5,740,978 
LOOK: 5,421,074 1 
POST: 5,218,246 
16,380,298 | 


f 
The United States is, by far, the world’s greatest market. The figures above show | 


how Look, LIFE and the Post— America’s authoritative, big-image, showcase maga- 
zines—cover that market through average-issue circulation .. . through copies that | 
are bought and paid for. i 
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In total national circulation, the differences among the Big 3 magazines are slight. _ ’ 
Each covers the country from coast to coast... reaches deep into every state, every ‘@ 
county, every market. But just as each of the magazines has its own editorial format i 
y 4 and reader appeal, each delivers more circulation than the other two in specific 
- states and regions (see map). 


Paid circulation is the foundation upon which magazines base their advertising rates. 
However, paid circulation is only the initial measure of a magazine’s impact. For as ! 
average issues of Look, LIFE and the Post flow into the vast U. S. market, they are : 
‘ read in 24,520,000 different households, accounting for 49.9% of all U. S. homes and 

a 58.1% of total consumer expenditures. And in these households, they make 81,950,000 
. reader impressions on 54,300,000 different people ... more than 42% of all Ameri- 
"e cans aged 10 and over. 


Bren BCT ee BN Mn, 


At the latest-announced, one-time rates, a full-page, full-size, four-color advertise- | 
ment in all three of the Big 3 magazines will cost less than $110,000. Whatever your | 
U. S. consumer market may be, no other advertising medium . . . no other group of 
media... can deliver so much visual impact on so many people so efficiently. 
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_ WASHINGTON 


MONTANA 


NORTH DAKOTA 


SOUTH DAKOTA 
MICHIGAN 


WYOMING 


VIRGINIA 


COLORADO: - 


OKLAHOMA 


ARIZONA ARKANSAS — 


WEW MEXICO 
GEORGIA 


States in which Life delivers more circulation 
than Look or Post. 14 states and District of 
Columbia, accounting for 46.4% of U. S. population. 


States in which Look delivers more circulation 
than Life or Post. 15 states, accounting for 
39.5% of U. S. population. 


States in which Post delivers more circulation 
than Look or Life. 19 states, accounting for 
14.1% of U. S. population. 


National and state circulation figures are based by LOOK 
on U.S.-to-total and state-to-total percentage figures 

(in publishers’ latest single-issue analyses) as applied 

to average total circulations for second quarter, 1958, issues. 
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The Editorial Viewpoint... 


Is Naming Names So Bad? 


It has long been an advertising precept that copy should not be com- 
petitive—that an advertiser should stick to his own last and not talk 
about his competitors, at least in clearly recognizable language. So 
there are any number of advertising media which will not let an ad- 
vertiser name competitors in his advertising copy; instead, they turn 
up as “Brand A,” “Brand B,” etc. 

Now maybe this makes some sense in comparisons between brands 
of identical products. Maybe it keeps copy less shrewishly competitive 
and somewhat less shrill than it might otherwise be. 

But lately the practice has been carried further—to the point where 
some of the most indirect, sidelong, sly references to products are tak- 
ing the place of straight talk. We are referring to the margarine ads 
that talk about “the expensive spread” and other indirect references to 
a product commonly known as butter; and to the more recent tea ads 
which refer, in such shy sly fashion, to “another hot beverage’’—a eu- 
phemism, we believe (although naturally we cannot be certain) for a 
product once known in many portions of the world as coffee. 

Somehow, we seem to be saying, it is all right to tear down a prod- 
uct and to make invidious comparisons with it, just so we don't ac- 
tually name it. The thinking is, presumably, that there is at least a 
chance that one reader or listener in 10,000 will identify “the expen- 
sive spread” as marmalade, and the “other hot beverage” as a Tom 
and Jerry—and this heightened possibility of confusion somehow 
makes everything salubrious. 

The all-knowing federal government has helped maintain this idiocy 
in the margarine-butter field with official regulations which make it 
a heinous crime to mention margarine and butter, right out like that, 
in a competitive sense; but in other instances it is the delicate sensibil- 
ities of media ad censors and admen themselves which presumably 
are being catered to. 

We suggest a re-examination of this idea. Not so much because it 
will make all that difference in advertising, but because there is 
enough confusion and indirection in the world already, and if the cur- 
rent trend continues we may never know for sure who or what any- 
one is referring to. 


The Old Order Changeth 


If there were anything which could point up the fact that in mer- 
chandising it is never safe to assume that history repeats itself, it 
would be the headline in last week’s ADVERTISING AGE: 

“Recession Braked Trading Stamp Boom, Says Progressive Grocer.” 
And the story said, in part: 

“The trading stamp boom in supermarkets has tapered off, Pro- 
gressive Grocer says... “The threat of recession inhibited rather than 
accelerated stamp giveaways,’ the publication says. ‘Today, with cus- 
tomers more price conscious than ever, retailers are turning their at- 
tention to lower prices, more specials and more advertising. Even 
stamp-giving stores have decided that stamps alone are not the an- 
swer, and are supplementing with lower-price campaigns’.” 

This is a stranger analysis of a business situation than one might 
think at first grasp. Trading stamps, like a host of other promotional 
aids, have traditionally been considered as types of merchandising 
strategy designed to overcome buyer resistance or hold customers in 
times of tight money and declining sales volume, But here we are told 


Gladys the beautiful receptionist 


—John Jeter, Photographs of Ranch and Farm, Dallas. 
“They say he’s really sweating over that new deodorant account.” 


that the threat of recession inhibited the spread of trading stamps, 
whereas the normal guess would be that the opposite effect would 
take place. 
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The same thing is true, of course, of the host of special merchan- 


| dising tactics and devices with which we are constantly assaulted. 
Traditionally, two-for-one sales, large-scale discounts, exceptional 


premiums, etc., have been considered depression devices, useful when 
normal sales arguments tended to be relatively ineffectual. In recent 
years all of the once-considered depression devices have been used 


with great abandon in good times. One wonders, once in a while, what | 
sales-making devices if any are being held in reserve for not-so-good | 
| times. 


Chairman Gwynne Has a Point 


Recent congressional investigations are tending to undermine the 
independence of agencies like the Federal Trade Commission, the 
commission’s chairman, John Gwynne, says. 

Congressional committee staffs are taking on the appearance of 
courts of appeal, he said. ““These committees tend to become rallying 


| points for disgruntled litigants or their lawyers. Threats are some- 
| times made that if a certain action is taken or is not taken the matter 
will be reported to some investigating committee. It is sometimes de- 


clared publicly that an agency action or non-action in a certain mat- 
ter is due to congressional pressure...” 

For outstanding Example A, take a look at the highly controversial 
battery additive AD-X2, once hit as a phony by half a dozen govern- 
ment agencies, and now about to be promoted as “government tested 
and proven.” 


What They're Saying ... 


No Sane King 

The consumer has always been 
king. In the past we assumed that 
he ruled his purchasing domain on 
a rational basis. We now know this 
is not true—the consumer rules 
with an iron whim. 


ence will capitalize on you; apply 
successful techniques in display; 
look after your sales people so 
they won’t have to look for sales; 
and, finally, teach sales people to 
sell so they can teach people to 
buy. 


Advertising Age, October 13, 1958 


Rough Proofs 


Goodrich executives are still 
smiling, even though a lady who 
says she suggested the “Smileage” 
| advertising idea to the company is 
| now asking the courts to help her 
| collect for it. 
7 


Integration is no problem in Mil- 
waukee, where the Braves have in- * 
tegrated players like Aaron, Cov- — 
ington and Bruton with marked 
success. 


Weiss & Geller has sued Bon Ami 
for alleged breach of their adver- 
tising contract. 

Maybe the client forgot to read 
the fine print. 

7 


The economic health of the na- 
tion, Charlie Mortimer says, is in- 
dicated by the questions most fre- 
quently asked: “Where can I 
park?” and “How can I lose a few 
pounds?” 


Bennett Cerf is reported by This 
Week Magazine to be carrying 
coals to Newcastle by inviting 
readers to send him their favorite 
puns, thus adding to an already un- 
manageable surplus of this com- 


| horse named Jubal Early once won 


modity. 
e 
Bennett might be interested in a 


pun excavated from the archives 
by Old Subscriber, who says a 


a race at long odds. 

“Those who bet on Jubal Early,” 
remarked a not so innocent by- 
stander, “had cause to jubilate.” 


It’s fair to assume that viewers 
must be completely confused when 


i Nit da is Sah Asoo yi Nid A 
ve pe ee Ey ae one ire s 


—From a press release quoting Har- 
old Cabot, chairman of the board, 
Harold Cabot & Co., Boston. 


Make It Work Harder 

The primary mission of adver- 
tising is to reflect the character of 
the store, and if the store lacks 
character, then advertising cannot 
be expected to fill the gap. 

Make advertising work harder 
to make you work harder; capital- 
ize on your audience so the audi- 


—Dean Charles M. Edwards Jr., New 
York University School of Retailing, 
addressing retailing conference, Uni- 
versity of Massachusetts. 


In the Saddle 

Proof that tv has taken hold of 
us all is the exchange of the tradi- 
tional “Passing Side” and “Sui- 
cide” signs on the rear of a trailer 
truck for the following: “This Is 


Your Life” and “You Asked for It.” 


—Ray Linders in The Herald, Bridge- 
port, Conn. 


Listerine follows the tv commer- 
| cials for Gleem and Colgate’s (with 
Gardol) by saying, “You can not 
| brush bad breath away.” 


“Why did you buy a house?” 
| asks Metropolitan Life in one of 
|its helpful public service ads. 

Unless you’re like the fellow who 
|didn’t have sense enough to come 
|in out of the rain, the answer to 

this one is easy. 
* 

Nelson Rockefeller is making 
quite a race of it in the New York 
gubernatorial contest. 
| The voters seem to have decided 
to like him in spite of his money. 


° 
| 

| Tennessee Gas Transmission Co. 
‘is stealing some of Container 
| Corp.’s “great ideas” stuff by us- 
|ing Sir Isaac Newton and his ap- 
| ple as a device for introducing its 
| modest magazine commercial. 


“There is nothing like the feel 
of the right gun,” says Wen Prod- 
ucts, which turns out to be selling 
power tools instead of hunting 
equipment. 


e 

| There are now Jell-O weeks for 
_almost everything, including Don 
| Wilson’s Jell-O for Mothers-in-law 
| Week, which he says will be suc- 
|cessful because mother-in-law 
|won’t have anything to grumble 
| about. 


Copy Cus. 
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NEW YORK 
ROBERT T. DEVLIN, JR. 


Murray Hill 2-5838 
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PLEASURE TRIP or business trip ? There’s counsel 
for both in The Inquirer! Traffic Guides which 
show the best way to get there; Fishing Guides; 
and even complete Tours of The Week, out- 
lining historical, interesting journeys through 
Delaware Valley, U.S.A. These are typical of 


the “‘added features’ which make The Inquirer 
so readable and so thoroughly read. Another 
reason why advertisers have made The Inquirer 
their first choice in Delaware Valley for 24 
consecutive years! Certainly your advertising 
belongs in The Inquirer. 
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Delaware Valley, U.S.A. —14 
county Retail Trading Area... 
home of 5,200,000 people... 
Philadelphia is the hub. 
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23 good reasons why Meredith of Des 


5 Ring-bound books 6 Case-bound books 6 Idea Annuals 


The famous loose-leaf idea books that Specialized Better Homes &« Gardens The idea power of Better Homes «@ 
encourage homemakers to clip it, file it, books filled with action-stimulating ideas Gardens focused on specific areas of 
and do it. in pictures and text. home interest. 
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Seth 


Moines is America’s “1 Idea Publisher: 


4 Farming Manuals 


““‘How-to'’ handbooks on important 
phases of farm living and management by 
Successful Farming’s editors. 


Better Homes « Gardens 


America’s family idea magazine, read by 
15’% million home-centered men and 
women and their families. 


Successful Farming 


The magazine of success-ideas for farm 
business and farm homes, read by over 
1,300,000 top farm families. 


Better Homes 


_ and Gardens 


SUK IDEA HOMES 
OF THE YEAR! | | : hd bd dnd 


1 Feed oA tat Maer ? 


America’s “1 Sales Improver 


Why don’t people automatically live better as soon as they can 
afford to? Why don’t they immediately buy more in proportion 
to their ability to pay more? 

Because people have to learn how to live better. And the ir- 
resistible teacher that leads people on to better living and better 
buying is IDEAS. 

Ideas are Meredith’s stock in trade. 

Last year over seventy-two million magazines, annuals and books 


rolled off the Meredith presses. And every one of them was built 
around the magic of ideas—the most powerful sales force in 
the world. 

Meredith’s wonderful world of ideas is a practical, you-can- 
do-it world with a climate that inspires people to trade their 
dreams for deeds, to translate their plans into purchases. And 
you’d have a hard time finding a more powerful sales improver 
than that! 


MEREDITH OF DES MOINES—America’s biggest publisher of 
ideas for today’s living and tomorrow 'S plans 
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Humphreys Joins D'Arcy 
Ewing S. Humphreys Jr. 


representative in the Atlanta office & Son. 


of D’Arcy Advertising Co. He pre- 
has | viously worked on the Plymouth | 
been appointed a field marketing automobile account at N. W. Ayer 


Truppe Names Bingham 

Truppe, 
'Des Moines, has moved to larger 
quarters at 950 


LaGrave & Reynolds,|named Lola Bingham, 


Insurance Ex- | Sandusky, O., copy supervisor. 


change Bldg. The agency also 
formerly | 


with WJBK, Detroit, and WLEC,| Asks FCC to Probe 


ean 
oo pe see 2a. 


Rage ae 


Los Angeles 


CAPTURE THE 


LOS ANGELES MAR 


with one order...one rate...one combination...one great buy! 


aa SAVING 


THE COPLEY NEWSPAPER GROUP: Eight daily 
newspapers, plus their 15 supplementary weeklies, 
provide a total circulation of 421,133. This total 
represents a high percentage of coverage of the 
families in the Greater Los Angeles market. ONE 
DISCOUNTED RATE buys the entire combination — 
8 daily newspapers with their 15 supplementary 
weeklies, giving saturated coverage of homes in 
31 key communities — for just $1.38 a line. That's 
63c a line less than the total individual rates .. . 
a saving of 31%! 


K 
“The Ring Cy 
COPLEY NEWSPAPERS 


THE GREATER LOS ANGELES GROUP 


Se a as tein ean) ea ee aa NT 


OF 31% 


DAILY NEWSPAPERS AND THEIR SUPPLEMENTARY WEEKLIES: A Alhambra 
Daily Post-Advocate . . . Alhambra Post-Advocate Shopper El Monte Post- 
Advocate / B Burbank Daily Review . . . Burbank Review Shopping News / 
C Culver City Daily Star-News & Venice Evening Vanguard .. . Culver-Palms 
Advertiser Mar Vista Advertiser Venice Advertiser Baldwin Hills Ad- 
vertiser / D Glendale Daily News-Press .. . Glendale News-Press Shopper / 
E Inglewood Daily News* . . . Hawthorne Citizen* Lennox Citizen* West- 
chester Citizen* / F Monrovia Daily News-Post .. . Monrovia News-Ad- 
vertiser / G San Pedro Daily News-Pilot ... San Pedro News-Pilot Advertiser / 
H South Bay Daily Breeze (Redondo Beach — Hermosa Beach — Manhattan 
Beach) . . . South Bay Breeze Advertiser South Bay Breeze Peninsula 
Advertiser 

*These newspapers are not part of the Copley organization 

NOTE: Circulation total includes 102,612 A.B.C. Daily Paid, balance’ Guar- 

anteed Controlled Circulation. 


For the complete story—call your local representative of the 


WEST-HOLLIDAY CO., INC. 
of Truth” 


Advertising Age, October 13, 1958 


Chicago AFTRA Unit 


nnn i. Xi ethlaMatt tae» RE. — Show Cancelations 


| CHicaco, Oct. 8—The Chicago 
local of the American Federation 
|of Television and Radio Artists 
|has disclosed that it has peti- 
|tioned the Federal Communica- 
'tions Commission to investigate 
| WNBQ (Channel 5) and WMAQ, 
| the NBC-owned tv and radio sta- 
| tions here. 

Raymond A. Jones, executive 
secretary of the AFTRA local, 
told reporters that the action was 
| initiated because of the recent de- 
|cisions of the stations to drop 
| several local live programs. 
| Although only NBC was named 
in the complaint to the FCC, Mr. 
|Jones made it clear that CBS 
|}and ABC also are guilty of drop- 
| ping local shows in favor of net- 
| work shows or films. Copies of 
|the complaint will be sent to the 
interstate and foreign commerce 
committees of the Senate and 
House of Representatives, he said. 


| 


|@ Mr. Jones blasted the “ratings” 
excuse given by the networks 
|for killing local shows as “in- 
| valid.” 

“Ratings themselves are under 
|the most serious question as to 
| their validity as a true measure 
|of program popularity,” Mr. Jones 
|said. “In any instance, it is im- 
|possible to arrive at a fair equa- 
|tion as between two separate and 
| distinct types of programs. 
| “The exaggerated use of ratings 
}as the medium of killing programs 
iis tantamount to telling local 
| sponsors that they will take what 
jis offered to them in a given 
|time slot—regardless of the pro- 
gram they have originally chosen 
| to sponsor—or that they will take 
nothing at all,” he added. 

NBC was singled out in the 
complaint because of a “rash of 
| dismissals,” Mr. Jones said. Last 
week, WNBQ dropped several lo- 
cal nighttime shows, including 
those of Clifton Utley, Norman 
|Barry and Dorsey Conners, to 
;make way for 15 more minutes 
|of the Jack Paar network show on 
|Oct. 13. Last week, the station 
|said it would substitute two film 
|shows for two live daytime 
| shows. 


s This is believed to be the first 
time that an AFTRA local has 
taken such action against the net- 
works. The Chicago action does 
not have the backing of the na- 
tional union or any other AFTRA 
| locals, Mr. Jones said. 
The petition asks the FCC to 
|begin hearings “without delay” 
| on the issue. 


‘SENATOR RIPS NBC 

FOR DROPPING SHOWS 

| WasHINGcTon, Oct. 7—Sen. Paul 
|H. Douglas (D., Ill.) last week pro- 
‘tested the dropping of live tv shows 
/on WNBQ, Chicago, in a telegram 
|to Robert W. Sarnoff, board chair- 
|man of NBC. 

| “I thought your company had as- 
sured me that this would not hap- 
| pen,” Sen. Douglas said. “But now 
| that it has, may I remind you that 
|the airwaves belong to the public 
| and that you are simply allowed to 
|use them as long as you serve the 
| public interest and convenience.” 
| Pointing out that the NBC Chi- 
‘cago operation has been profitable, 
| Sen. Douglas asserted that the 
| “great Midwest, with its 50,000,000 
| people, should not be made a tame 
|listening post to New York and 
| Hollywood and deprived of the op- 
| portunity for expression on your 
network.” + 


Windt Joins Pepsi-Cola 

Robert S. Windt, formerly with 
the Columbia Broadcasting System, 
has joined the public relations staff 
of Pepsi-Cola Co., New York. 
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outdoor 

says everything 
) Ballantine Beer 
has to sell! 


Ballariline \ 
beer 


the ‘crisp’ refresher 


Painted Bulletin designed by P. Ballantine & Sons 


: we, 6 6Mr. L B. F 
> Ball antine = rae aon onaxe — el 


beer iy Ballantine Beer & Ale, says: 
| 
»' re . & 


“Ballantine’s outdoor program, sparked by the new cut-out 
rotary painted bulletin} program, plus our intensive 
Csbemettin 1 4 posting campaign, is adding increased impact to our 
ed i ‘ position as the leading brewery in sales in the East. Large, 
! \ life-like cut-outs with special illumination treatment give our 


i 
OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS OUTDOOR SELLS , : : eget 
PRODUCT IN USE ENJOYMENT THE SLOGAN BRAND NAME = THE TRADEMARK outdoor locations maximum attention value and readership. 


tHuge painted bulletins with giant size cut-outs that 
rotate copy at regular intervals throughout a market. 


8 out of 10 people remember OUTDOOR Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. @) A ‘ 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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ini Planning Keeps 
Se sf ee | 
housand ma? oY s | : 

} Outdoor Advertising | Ads from Being 


U nior Panels reach More People for LES 


Write or ool... NATIONAL OR LOCAL) 


| sonore: sess, LI A Recss'chrr ts 


y wast However, he explained, once the 
objectives are understood and the 
|proper role of advertising estab- 
lished, the copy function takes 
‘ ‘ |over. And, he stated, “I, for one, 
q Too Offbeat: Slifer believe that plans people (or media 
° ;men or account executives) have 


| little or no business in the copy 


S. 


(Continued from Page 3) | area. 
ding, prying into customer opera-| “If they [plans people] have 
tions, into industry trends.” And, | properly studied a business and 
in Mr. Slifer’s opinion, this kind| have a clear picture of its prob- 
of planning isn’t likely to be done|lems, they can certainly provide 


BIGGEST 
1ISSUE EVER 


Advertising Age, October 13, 1958 


by “graduates of the mailroom or | some sense of direction to copy .. . 
of art and copy cubicles.” {but I] suggest that there’s a natu- 


|ral line between broad strategic 
|thinking and the point where 
words and pictures begin. Some- 
times, I must admit, it’s a thin and 
wobbly sort of line. But that’s 
where we draw it and where I, 
personally, believe it should be 
drawn,” he said. 


s “As long as the people on each 
side of the line clearly understand 
their responsibilities, there need 
be no conflict . . . If the plans 
man contributes clear thinking on 
an advertising problem, then the 
copy man is much more likely to 
make that thinking visible with 
good writing. 

“And not until a clear basic sell- 
ing idea exists should serious cre- 
ative work begin. Without it, the 
result is likely to be a loose array 
of unrelated advertisements—and 
not an effective campaign. 

“It’s the client who pays the im- 
mediate penalty for unplanned pro- 
duction. But the agency will find 
it far more costly in the long 
run.” # 


Ford, Chevrolet 
Set Introductory 
Drives Oct. 16-17 


acoo enave® snow art 


CHEAP BCHOOLS 
cosT THe mos 


ye ee “~, 
SAA SUAS SRS Tee ee. is ee biti Te 
betas PTO 


This Seal ups sales! Ask about 
its use for your product! 


Once again PARENTS’ MAGAZINE proves its editorial 
vitality by devoting an entire issue to a subject uppermost 
during the fall months in the minds of conscientious Amer- 
icans—SCHOOLS, THEIR PROGRESS AND PROBLEMS. 
The issue has been highly acclaimed by parents everywhere 
and leading educators as the outstanding 1958 magazine 
coverage on the subject. And advertisers have demonstrated 
their confidence in the exceptional reader interest in the 
issue by placing more than a million dollars of advertis- 
ing in it! 


Pertinent facts about PARENTS’ 
MAGAZINE'’s October 1958 issue 


@ Circulation 1,800,000 


@ Bonus circulation 40,000 
(to educators, columnists, etc.) 


@ Ad revenue over $1,000,000 
@ Number of Advertisers 348 


(Continued from Page 2) 
|paper supplements will reveal the 
new line either Oct. 19 or Oct. 26. 
Campbell-Ewald is the agency for 
|Chevrolet, which is advertised as 
“All new all over again.” 


s John Bowers, car advertising 
| manager of the Ford division, said 
Ford has a “good solid schedule” 
in all major media for the intro- 
duction Friday (Oct. 17). The first 
ads will be on the “Wagon Train” 
|tv show Wednesday night. 

| Heavy spot radio will be used by 
| Ford in major markets, with news- 
| paper announcement ads scheduled 
jin every dealer market. Outdoor 
will begin next week also, along 


: |with Sunday supplements the fol- 
~ |lowing two Sundays. 


Pre-announcement ads are slat- 
ed for supplements this Sunday, 
heralding ‘“‘the world’s most beauti- 
|fully proportioned cars.’ The “Ford 
|Road Show” (CBS) will also help 
‘in the introduction. 

J. Walter Thompson Co. is the 
Ford agency. 

| Neither Ford nor Chevrolet will 
|use spot tv for the introduction, but 


, | their dealer groups may do so. + 


Ingredient Products Join 
Cranberry Salad Promotion 

The Hellmann’s and Real brands 
of mayonnaise, Knox gelatine and 
Ocean Spray cranberries are 
teaming up this fall and during 
the holiday season on a tie-in 
campaign for Cranberry Surprise, 
a cranberry gelatine salad using 
all three types of products. 

In-store displays grouping these 
products will offer shoppers free 
tear-off recipes for the salad. Con- 
|sumer advertising supporting the 
| tie-in will appear in Better Homes 
|& Gardens, Ebony, Everywoman’s 
‘Family Circle and True Story. 
American Weekly, This Week and 
11 independent supplements will 
also be used. 89 dailies will carry 
b&w ads on the promotion. 


Watson Becomes Consultant 

Bruce Watson, who recently re- 
signed as director of public rela- 
tions of General Foods Corp., 
White Plains, N.Y., has opened a 
general management consultant 
service under his own name 
at New Canaan, Conn., and New 
York. Mr. Watson was associated 
with General Foods in various cor- 
porate executive capacities for 15 
years. 
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The New Yorker stirs comment, arouses interest, makes things 


happen*, More than 1600 large and small advertisers proved 


this once again when they used The New Yorker last year. 


*The Setting Makes A Difference. 


NEW YORKER 


New York, Chicago, San Fran ‘seo, Las Angeles, Atlanta, London 
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|Canadian Circulators Elect 
Samuel Sigesmund, Winnipeg Mew trom Kelloggs 
|Tribune, has been elected presi- J 


30% OF ALL COPPER dent of the Canadian Circulation 


Managers Assn. Other new officers 


REFINED IN THE U.S. include Leo McCaffery, Ottawa 

q Citizen, Henri Champagne, La Voix 

comes from the great Phelps-Dodge Refinery d’Est, Granby, Que., and Frank D. | 

in El Paso which spends $12,440,000 an- |'Taylor, Toronto Star, vps; C. Roy 

nually for payroll, freight, utilities and Middleton, Hamilton Spectator, 

supplies. secretary, and Lyman A. Dorman, | 

: . Moncton Times & Transcript, 

. . . another good reason why Business is | treasurer. 
| 


GOOD in El Paso. 


The Fi Paso Cimes Gillette Markets Cold Tablets 


Thorexin cold capsules, a new | 


Morni nday |cold medicine introduced this year | 
_ and Su |by Gillette Laboratories, Boston, | 


El Paso Herald-Post |now has achieved national distri- | 


| bution. The product, which retails | 


Evening | for $1.25 for a bottle of 20 red cap- | ; 
sules, will be nationally advertised | New Kellogg's Corn % crisp—sbeorh lees fat 
| starting in October in newspapers, | pomp on ep ml ok doe ie move ponmcth roy 
| Parents’ Magazine and network | Sey viel wonton resco cole woe thas cndinary 
|and local tv and radio spots. North |  Ketiegy*ComFiskesinsiesi —suemibs. and svecy ane Yow 
| Advertising, Chicago, is the agen-| | _Bemyandonithavels ‘ll Dave wt nee Kelloag's 
cy. mill these big toasty flakes af Corn Flake Crumbs in the 


core to « fine, even texture package with the handy pour- 
img spout 


B NEW crispness! 
Magmihcent to1 casserole toppings — 
brea be 


NEW flavor! 
tor extending meat loares. 
atte things or bor 
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READS THE Et Paso, Oct. 7—This city may 


have its own aerial alpine tram- 
way—one of five in the entire U.S. 
/ ‘< CING| N NATI —if the FCC approves KTSM-TV’s 


pe 


~ SY 


7 > ry " application to place tv facilities ei 
i ax =e ENQUIRER on Ranger Peak in the Franklin a 
| mountain range. ee 

KA OL} D The new facilities would be part 

\ |of a $400,000 expansion program 

: CINCINNAT]- | by the station. The tower would be 

| ; |built to the maximum height al- 


| lowable by the FCC. It will be 5,- 


| 962’ above sea level, or 1,943’ over 
the city. 


- 


Pa a an : «ab ee ey : 
— Yaa oe og ‘ : ® The tramway, which will be 
used for construction purposes as 
well as for passengers, will be on 
the eastern slope of Mt. Franklin. 

Capable of carrying a 7,000-lb. 
load, the cables will carry six pas- 
sengers in an enclosed car to the 
| top of the mountain. Plans for the 
future include an observation plat- 
form for sightseers with a 100-mile 
view in any direction. 

A two-story, modern split-level 
building, designed to conform with 
the mountain terrain, will house 
transmitter facilities and will con- 
tain an apartment for personnel. + 


Pa, 


ae 


' . 


U. S. Group Buys KGMB j 
“Why didn't someone tell me that big-shot alumnus up there Hialand Development Corp., Ok- 


P o” lahoma City, a group of Oklahoma 
with Sweeney was an ad man?... and Kansas investors, has pur- 


chased the Consolidated Amuse- 
ment of Honolulu for more than 
$8,000,000. In addition to 18 thea- 
ANY OBSERVANT OBSERVER CAN SPOT THE STRENGTH in the ters in the Hawaiian Islands, Con- 
newspaper picture in Cincinnati. Solid Cincinnati has been peers a A grea 7 _ 

. . a ° ° ° walla roa ’ ai 
reading ... feads... and will continue to read the Cincinnati stor of KGMB mo 4 KGMB-TV. 
Enquirer for a very simple reason: It’s the kind of news- 


Honolulu. 
paper that appeals to the solid, no-soft-spots market-that- 
matters im this great Metropolitan area. Result: YOU'RE NARGUS Opens in Washington 
in solid in Cincinnati when you're in The Enquirer. The The National Assn. of Retail 
Top Ten Brands Survey, just completed, helps add up the — of yor a S., —— has 
score for you. Call the Enquirer's research department for DC. a. Sane E st. Ww. aes 
full details. Represented by Moloney, Regan & Schmitt. Bison Jr., NARGUS general coun- 


sel, is in charge of the office. 
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Ride, Influential, ride and spread the news! 
Tell friends and neighbors all the things you choose 
Because you read the Post. Shout to the sky! 


Give voice free rein! Stirrup the urge to buy! 


(Sell the Post-influentials—they tell the others!) 


proved reader exposures in an average 
issue of the Post. (Politz Ad Page 
Exposure Study, 1958) 


The Saturday Evenin Your ad page gets 29,456,000 


POS 


A CURTIS MAGAZINE 
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Be Im che pipe line 


market, 


PIPE LINE INDUSTRY 


Pipe Line 
_ Inpusrry 


consistently oWers you 


much @reater coverage 


through specialization. 


GULF PUBLISHING COMPANY PF. ©. BOX 2606 HOUSTON 1, TEXAS 


Gingold Adams Bounds 
DELTA DRIVE—At the AFA Seventh District meeting in Atlanta the 1958 
award for the “best job of advertising in the South” was presented . 


by Lester F. Gingold, past district governor, to Delta Airlines. George 
E. Bounds, the airline’s ad director, and Burke Dowling Adams, head 
of the line’s agency, received the plaque. 
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HD-@ DIESEL 


Maquinaria Intercontinental, Mexico City, is ex- 
clusive representative throughout Mexico for several 
of the world’s leading makers of construction eq 


ALLIS cHaLMers * 


uip- 
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Pee ns Lo. a 
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Says Mr. Eduardo R. Moya, General Manager of the company: 


‘< TIME Latin American is an excellent medium for 


heavy equipment manufacturers we represent. 
“In TIME our products are exposed to top level 
industrial and government purchasers—our best 
customers of today and tomorrow. Also, TIME 
builds prestige for manufacturers in areas where 
their names might otherwise be relatively unknown. 
“Our people, like many other businessmen 
throughout Mexico, value TIME for its concise 
coverage of world news, for its up-to-date reporting 
on business, politics and other important fields.’’ 


ment and road-building machinery. The men who 
have helped to build this successful firm vote TIME 
Latin American their favorite magazine. 


On the first line of selling in Latin America 
... the First Magazine is TIME Latin American 


TIME 


LATIN 
AMERICAN 
- EDITION 


The South Needs 
an Institutional 
Motif, Says Head 


(Continued from Page 3) 
marketing—“pre-planning to make 
certain consumers are able to get 
what they want, where they want ' 
it, when they want it”—could be ; 
applied to the South. 


@ “Inasmuch as there is not a 


problem of distribution in market- 

‘ing a product like the South— 

|it’s there where and when people 

| want it—we seem to come right 
back to the premise of making 
|people want the South through } 
| advertising. 

| “The kind of advertising that 
/ean do the job should make the 
South synonymous with vacations 
and travel and new locations and 
new plants,” Mr. Head declared. 
“People may feel that they need 
a vacation, but you want them to 
take it in the South. A company 
|may need a new plant. You want 
them to want it located in the 
South.” 

He urged the use of a basic ad- 
vertising theme, concluding, “If 
all states and cities in the South 
used the same basic theme selling 
the virtues of the South, wouldn’t 
|it set the stage for their own i 
|stories of the advantages offered } 
by the particular state or city?” i 


—E 


= Dean W. Jones, grocery market 
researcher at J. Walter Thompson i 
Co., Chicago, said the modern , 
housewife, faced with conflicting 
desires to feed her family the 

| things they like, yet stay slim and ' 
{prevent overeating, works to 
“make food look—and to some ex- 
tent, taste—like something it 
isn’t.” 

To this end, he said, food has 
been advertised mainly for its 
end-use appeal. “Competitive 
products are practically identical. ‘ 
In today’s world, products are 
sold less and less for their intrin- 
sic value, more and more for their 
emotional pluses.” 

He urged supermarket opera- 
tors to pay more attention to the ; 
women in their advertising, dem- ' 
onstrating the end use of products, 
rather than emphasizing ingre- 
dients or price. 

“Today,” Mr. Jones said, “we 
must give ... women ideas—both 
in our advertising and merchan- 
dising. Give them ideas that will 
help solve problems and _ satisfy 
desires.” # 


Hunt Joins Blue Grass 
Herschel M. (Bud) Hunt, for- 
merly director of information and ; 
marketing, Bourbon Stock Yards, } 
has been named vp in charge of ; 
agricultural marketing, Blue Grass 4 
Advertising Co., Louisville. 
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It doesn’t make sense for a going business to cut out 
direct communication with its customers. Not at a time 
when contact should be frequent. 


Yet this kind of thinking has some adherents. Like 
industrial suppliers who give up advertising when the 
economic weather turns stormy. 


After years of impressive investment in advertising to 
build up company name, to create corporate and prod- 
uct image, these firms develop near-sightedness at the 
relative low cost of maintaining their investment. 


In Metalworking, we can cite a handful of suppliers 
with top-quality, well-designed products who, over the 
years, have pulled in their horns when they pulled out 
of advertising. Some are still around but most have 
long since gone out of business. 


Because American Machinist has provided Metal- 
working suppliers with a straight-line sales channel 
for over 80 years, we know who’s been successful — 
and some of the reasons why. 


McGraw-Hill Magazine of Metalworking Production 


330 West 42nd Street, New York 36 


Why rip ou 
the phone 


to reduce 
the bill? 


A big reason is application/specification advertising. 
Prove this yourself. Look at the sales history of any 
major machine tool builder, any successful supplier 
of accessories, materials, components. Without fail, 
you'll find strong, consistent advertising. And product 
recognition studies coupled with sales figures demon- 
strate this statistically. 


Not that advertising alone is the complete story. But 
sound marketing sense in 1958 dictates that adver- 
tising is a major part of good sales strategy. 


This is particularly true in selling Metalworking 
where production engineers and executives are so 
important. These specifying/recommending men are 
hard to reach, are best sold through the pages of 
their technical business publication. 


American Machinist is their first choice. When you 
advertise in American Machinist you reach a solid 
production man audience. Keeping them sold is the 
best reason for keeping your advertising-sales “com- 
munication” functioning efficiently. 


American 
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PEORIA, ILLINOIS 
1S LARGER THAN ANY MARKET 
IN MINNESOTA 
(except Twin Cities) 

Metropolitan Peoria, Illinois has more 

eople (293,200) ... more consumer spenda- 
le income ($577,124,000) . more total 
retail sales ($405,744,000) than any market 
in Minnesota, except Twin Cities. 

Peoria Journal Star delivers a daily cir- 
culation-to-homes ratio of 94.2% in Metro- 
politan Peoria . . . 100,000-plus circulation 
.. + covering a 13-county billion-dollar mar- 
ket. R.O.P. color 7 days a week .. . ideal 
test market. 


Peoria Journal Star 
Ward-Griffith Co., National Reps. 


| Sinclair Launches Contest 
Sinclair Refining Co. is using} 
two-color pages in Chicago dailies | 
to announce a new $50,000 football 
contest for the city’s metropolitan 
jarea. Contestants must determine 
the winners and scores of 15 college 
football games each week. There 
will be eight contests from Oct. 11 
to Nov. 29, with weekly cash prizes 
of $6,250, including a $2,500 first 
| prize and $1,000 second prize. Mor- 
| ey, Humm & Warwick, New York, 
is the agency. 


| 
|General Cigar Promotes 
| Cigarillos with Trade-in Deal 
General Cigar Co. is seeking con- 
| verts to its Robert Burns Cigarillos 
via tv spots in Chicago plugging a 
|trade-in deal which offers free 
junior-size cigars in return for any 
'old empty cigaret pack. The four- 
| week offer follows an “extremely 
successful” test run in Buffalo. 
Young & Rubicam is the agency. 


D. J. DEPREE, President of Herman Miller Furniture Company, declares: 


“Today's purchaser looks for beauty and function” 


“The simple, uncluttered lines of these classic 


Durable, white fibers of purest cotton, crafted 


pieces are an example of functional beauty. 
Another example is the paper chosen for our 
business letterhead. Crisp, textured cotton fiber 
bond is strikingly handsome. And in many 
other business uses, cotton fiber papers com- 
bine beauty with outstanding performance.” 

For practical reasons... as well as prestige 
... generations of successful businessmen have 
chosen cotton fiber papers. 


by skilled hands and precision equipment, cre- 
ate papers well known for beauty, strength, 
permanence. These qualities stand out in busi- 
ness and social stationery, onion skin, index, 
ledger, drawing, tracing and blue print papers. 

Be sure to choose papers made with cotton 
fiber—25% minimum up to 100% in the finest 
grades. Write for booklet, “What Every Busi- 
nessman Should Know About Paper—Today!” 


©Cotton Fiber Paper Manufacturers, 122 E. 42nd St.,N.Y.C. 


BETTER PAPERS ARE MADE WITH COTTON FIBER 
LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 


Advertising Age, October 13, 1958 


oa 


ROBERT G. HILL, advertising manager, 
Columbia-Geneva steel division of 
U.S. Steel Corp., San Francisco, 
has been named general chairman 
of National Industrial Advertisers 
Assn.’s 37th annual conference to 
be held in San Francisco June 14- 
17, 1959. 


Radio Time Buyers 
Seek Less Product 
Protection: RAB 


PRINCETON, N. J., Oct. 8—How 
much product protection are radio 
time buyers requesting these days 
for their clients? 

Less than they used to, accord- 
ing to a survey of 200 time buyers 
conducted by the Radio Advertis- 
ing Bureau. Results of that study 
were revealed here last week by 
Kevin B. Sweeney, RAB presi- 
dent. He spoke at the last in a 
series of fall regional management 
conferences held by the bureau. 

A year ago 47% of the buyers 
wanted a half-hour separation be- 
tween their announcements and 
those of a competitof; this year 
only 31.6% indicated they expect 
that much protection, Mr. Sweeney 
said. Instead many buyers are 
willing to settle for 15 minutes’ 
protection, with 52.7% indicating 
that they request that much dis- 
tance between their radio adver- 
tising and that of a competitor. 


# In an earlier speech John F. 
Hardesty, RAB vp and general 
manager, said that more than two- 
thirds of the country’s disc jockeys 
now do their chattering under 
clearly defined limitations. Some- 
times managers impose a definite 
time or word limit, in other cases 
the order is merely “talk as little 
as possible.” In still other instan- 
ces conversation is strictly limited 
to time, weather, temperature and 
commercials. The greatest amount 
of freedom, he noted, is given to 
DJs in small markets. 

Other bits of information served 
up at the RAB regional meetings: 
Nine out of ten radio stations ex- 
pect to increase their second half 
billings this year over last; more 
than 26% of radio outlets now 
editorialize on a regular basis, and 
many stations have increased the 
size of their sales staffs. + 


Ad Council Plans Reports 

The Advertising Council, New 
York, is starting a series of month- 
ly reports to point out the impor- 
tant parts various media and or- 
ganizations play in the council 
campaigns. The first report, issued 
in October, covers “newspapers 
and public service advertising.” 
The November issue will cover 
consumer magazines. Then will 
follow: Outdoor, tv, advertisers, 
radio, agencies, transportation ad- 
vertising and the business press. 


‘Bulk Feed’ Bows in January 

Bulk Feed, a new monthly publi- 
cation, will be published by Bruce 
Publishing Co., St. Paul, with the 
first issue scheduled for January, 
1959. The new magazine will re- 
place American Feed & Grain. Bulk 
Feed will have a guaranteed circu- 
lation of 14,000, and a one-time 
page insertion will cost $280. 
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achieve strong impact. Others gain added impact with a 


second color. Advertisers who wish a second color—any 


One of 7 ways your advertising dollars Some advertisements require only black & white to 


can work harder in 1959: Reader’s 
Digest gives you any second color you 


want at no extra charge. 


second color—can have it in the Digest, at no extra cost. 
Since other leading magazines charge up to 26% addi- 
tional for a second color, this is a tremendous advantage 


for Digest advertisers. Now a 2-color page, at 1959 rates, 
will cost the same as black & white—$34,250. That’s only 
$2.91 per thousand circulation. Two-color spreads will 
cost $60,000—same as black & white. And these 1959 


values are being made available this year, 


ANDS ine 


ising youn 
home tics ip 
“Goetsc}, Me 
ine @ situa,; he, 
o'clock ang On 
at work On YOu 
cupy you fap: Dr 
phone rin 
that you are 
Zuests are o- 
gmagine?» k ™j 
(He himseyg'* 4 
ry until he * be 
, Dr. Hals,.% | 
ing anych;,, q Py 
—a Possiby 8 rf 
genius s eno, y 
surgery. Kye" 
conditions dey 
9 
cancer of th Ne) 
goiter. Hy.‘ bre 
ancathenia Nes, 
modern pj; . 
duced ase tibia 
a pame Whe ; 
pressive hon’ in 
He was th. f 
during »," 


healer, wilh Nb, 


Bi Nets 
nae ai 
ra bt 
iota 4 Sah 
=< ee 
ee von 
aL 3 
Sl i i ee * ? 
ee ee CoN 
i 
S bo a st 
var ee ; - 
ae ee OR a Re 
ba = 
4 oeye 
ae if e ad ees 
eee ae { t “4 : 
a ee if : 
eee HT ‘ O r Y ] t 
ans j ey P 
ui SINCE icg CUBES!” gaye 2 TO tEg ag 
ag i MARY a 
; i MARGARET Mc BRIDE ye 
%S per 
aa i 
: , ; ‘ - eo? oor 
: - i ' “a i 3 Be be 
ruin, ti < " p eae 
1A 1} ‘ : i 
= | ; (a » ie 
i i a a e& *) oe 
5 Pace 
ee J : a eo 
By : a 
eo ae. 
pe 3 5 Mee Le ON 
gi ma ¥_. a ' me 
ane i) Die - y an = ay Ne Oo 
nile thy a ana ess 5g 
s | ee , . ae J FS * 
x : mer i . - * aT . 
nee 4} ee 4 ie 3 Rg i\ z, ee 
Y snjiens " iz 5 ? f , 
oe } H ee . : eee ioe ‘ es ae 
y i A: "Th ' sala . ' 
‘ €se inj T; . 

: | Shining crystals nated the My | 
x MH of all Pure tes t++Make Perfect honpital om “hy wis 
sii cece 1 ti nan ICed tea inst le Bah 

2 f 2 | ded ‘ eae 
“No m id today. y ao 
or ; » eee 
li T just dise reming oF drippy teg bags! _ To us Stud, ee 
i Teade f;.4 SPoonful of Instan, NO Dupe Ten ates, Dr, Fy. 1 
ae Stir th . N a little boiling we a . t sor” —a Man wt = 
eee the ° Me . binds 
, ved tap wee y the Blass With ice and ’ j At the bedsi a eed 
sag T. I get all th : : ; . el 
Bo ee e fl ye ep) 
ne 4 none of the fuss Atj hot With Te The only Instany f ‘fj 
_ the cosy Of tea }, f gp about half that’s aij pure ten ds 
; from radio's io fi Take a tip —~N2O filler s lo } ing Cec Ule | t ee ee 
210us rst Jact, ‘ dilute 4 | ‘ J] ae da 
di While there’s 10¢ off at Pig leg or rranccne se eebue a the y — 
es a } 'O sans PS ° 2 pts 
ee ; your Brocer’s ay I strict disci.) L ; 
ee f ; aa 
og ftp e ai erate Noth}, * 2 
— |) ‘¢ a 
Pos, } ia ees 
sil | SS ase a 
area ee renege Mast <a", ae 
mS Sonaneecmeenan ist Sabet et Le ' sist Poe a ieee pee et Pigs 
sigs at di SSS ee eg SS Se ae ee a ae 
ag —" Ce ie ae 
foie EU ae ee a re gpg ener is rat Saenger re Soy eee ee ee, 
a a : Bn 6 ibd lees Rt fr ee fa ee eee eS nike ase ie ae a ean ee ed Rees ee be ge 5 tess ie te : ee 
gece Rear ase anh eee engere ph aes ea Hoe ania en es Cons Sea euiSte LUE Ne seen ie Me oe Sky “ae eevee ee aa 
eae See One ae eae io: eS ees rene Reig ge sr “eae ein Se tee ie ee egs eh Sth vee = hha ae ae ead _ 
ae ee Sao ia Pie eas - - eehatial i ig AE ig Lee ie Se hag ie, Rie Ueno oe a ee pics ce See ciiiag | eee eid ae abies 
ese Ga: eee: i Ue a eee elie 6 ces acco Se 
a: Ue ie Bor: : ee Eee aoc oa peers 2 es seis hae 2, Senne oe a ae a 
PE cee) [eee ee ii anit aa Te Se eee Sn ‘ 4: ae 
Sige Se Pe ects hE na OS ee yee ee ere igs ai) Soe ee eae 
ses ee coe nee ithe Sip a PO Be Tot een RES et Oy ie 2° reer ve pie een an 
ae, Sgt AES be ree, ee aaa Weg a are pee ee ae oe i Sa 
ee iar fe fa ice: eae fee a na Ne ee a) ee meee ey 7 ae ee 
- Seis one ele Sire army eee Ni ered ak i ee ae! Care bie Ges Ei) sae et iw a pee Sy ic a 8! ae 
ye tee Sig Aare ace age Sac die SO a gue eS pe! ae os Soe She 
iat sis Gace 5 ace eee unl as ee Fea Ey ek A aetie i. = a =: Seg Sees re ee ~ ee 
ge ae “ee aes 
on ee Shine ocd viz Dee oe KR es UR a pa ci eer i: " ys ee: ee 
ae Sige Beige seis aay eleven > gna Pea deer Sie chee eee See ek aie eo Me oh ee a es 2 ae 
Da ae one Ne ae i ee Se ca RR cae CR ees aaa ae. te 
Sa: ee a os ad Sie ae Sil |S eiele ie ., Sate Hee Sia hey Aged Be Gs aa Spee, a 5 Se aie ahem Re > (oe 
Bs ee ee nee ~*~ Bt me ae ROeehs fe 1 a A er 
ee Ra se a ae et hae ee aera ox wat eagle Fc a er Semper Fe oer 
ee if Rages eh aes oe cee pny Mages: ee ese RTS ry aes eo 
Se eee aa Sue AR ee ve its, pene cy ey eae ane pene: er ae eo 
rae ea ae oir ree Ae ai bid eee j ; cane me Bh, eases: sada hamaha ys 
wea ae ta st Peer a ue a Gate ee C7 Aer ee en wae” tee 
omeic,. AC ne eee dot Se tee Ae Re eee id Cae J SERS ry ters actes patel use Ss peel be eR ES OLS oes: | cies 
Se me Rte eer ie Pe Se cas Back ee es ORGS Manage Bie sik Nese «yet ie yeh oes ee) ae gee sth) Hh ait on a a oe ae 
eS eee 4 He ent Pee Sse eee Ee A eee es - fats oe ee Sie eyes oe” 1 a eae ee mR POP Ue ee ce 
Pic ial seis ame es Se Goer ae ar ; uh Dee (oS ee re ise hes Re er. eh Re eee CGE ae aie A ee hee hal S8h St stern Gs ahs ne. i, Sus 
eee ee Soe ee 2 eee SS ee oj ane iain, 
SP ic es Sela iee  e a ger aan ae : be Se RS ee ae. oa pe ee ': hea ae avy Re ese PRO OneY 7 
Bere geal ee: ee eee eae a aie aa 9) ae Peerage eg 5 eae 3 
saad ated eres ie ees Sida: <a +> 7s rr eee Bae ee ee? erg a rye. i ae 
Pee ees aoe i See fi 
ee TE: a ee: we 
ee a fas i See yen 


AER Pee ae a he | RE I Pe NEE COR Reegey St e eee 


On top of its record-breaking circulation and advertising gains, 
Reader’s Digest now brings seven new basic benefits to advertisers: 


*% 4-color advertising for only 13.1% more than black & white 
% Half pages in U.S. Edition for the first time 

% 2-color advertising at the same cost as black & white 

*% All advertising placed adjacent to editorial matter 

% Bleed-page advertising—40% more space—at no extra cost 


% New 11,750,000 circulation rate base 


% Lower cost-per-thousand for 4 colors than any other 
major magazine offers for black & white 


x 
35 million readers each month! Three factors + 34 i. 
make advertising more effective in the Digest. It 3, 

has not only the largest magazine audience in the . JReaders 
world, but the best coverage of the top-income 2 yr 
groups. And it has a built-in believability unmatched » I Digest a 
by any other magazine and unapproached by any October 1958 = 
other medium. Put Reader’s Digest to work for you » ’ 

—all through 1959. Call MUrray Hill 4-7000. 


ki 


ADVERTISING REVENUE 


(Average per issue) 
$988,743 


— 
APR.-DEC. YEAR YEAR JAN.-JUNE 


1955 1956 1957 1958 =i People have faith mn 


$1,787,966 
$1,500,830 


$887,433 


So far in 1958, advertisers have invested 19% more ° e 
in Reader’s Digest than in the same period last e ader Di eC St 
year—proof of their successful use of the magazine. 


Largest magazine circulation in the U.S.— Over 11,750,000 cofres bought monthly 
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Tea Groups Plan 
New Center in N.Y. 


as Core of Drive 
LAKE PLacip, Oct. 8—A U. S.| 


Tea Center will be opened in 
New York next year to serve! 
as the focal point for the tea in- 
dustry’s $2,500,000 educational 
program to promote tea drink- | 
ing. It will be in a remodeled! 
building at 16 E. 56th St. 

Announcement of the project | 
was made here by Robert 
Smallwood, chairman of the! 
Tea Council and board chair- | 
man of Thomas J. Lipton Inc.,' 
at the annual convention ot the 
Tea Assn. of the U.S.A. 

The Tea Center, he said, will 
provide facilities for food in- 
dustry exhibits and seminars, 
product and cultural displays| 
from the tea producing nations | 
—India, Ceylon and Indonesia— | 
and facilities for educational | 
and social groups. } 

“In broad terms,” Mr. Small-| 
wood said, “the center will be 
a new, major tool for the pro- 
motion of tea in the U.S.” Both 
the Tea Council and the Tea 
Assn. of the U.S.A. will occupy 
space in the new center. 

Pointing out that the tea in- 
dustry is in the healthiest state 
ever, Mr. Smallwood said that 
more than 30 billion cups of the 
beverage are now consumed an- 
nually. 


a “In terms of grocery store 
volume,” he said, “sales this 
year are running 2% ahead of 
1957 and 20% ahead of 1951, 
when the first tea industry pro- 
motional program was started.” 
U.S. tea consumption this 
year, he said, would total 106,- 
000,000 lbs., with a retail value 
of $220,000,000. He forecast a 
6% rise in consumption for 1959. | 
The trend to tea bags is gain- 
ing steadily, he said. About 56% 
of this year’s volume is in bags, 
41% in loose tea and 3% in in- 
stant tea. 
P. C. Irwin Jr., Irwin-Harri- | 
sons-Whitney, New York, was| 
elected president of the Tea | 
Assn. to succeed Edward C.| 
Parker, of Tetley Tea Co. Also | 
elected were Philip I. Eisen-| 
menger, Standard Brands, New | 
York, vp; and Joseph F. Diziki, 
of Carter, Macy Co., New York, | 
treasurer. + | 
| 


Borden Promotes Hoth 
Borden Chemical Co., New 
York, has appointed L. George 
Hoth manager of advertising 
and merchandising. The ap- 
pointment follows consolidation 
of the company’s advertising 
and merchandising into one 
function. With the company 
since 1946, Mr. Hoth was for- 
merly merchandising manager 
of the consumer products de- 


|75 W. 45th St., New York 36, start-| fl 
S. ing with the March, 1959, issue. It} 
will have a 7x10” format. The con- 
| Bob Wettstein & Associates. Gralla 


Rochester optical maker, from| i PORTLAND MAINE NEWSPAPERS 
|Philadelphia & Reading Corp. a 


partment. 


Brooks Named Consultant 

Herman L. Brooks, manage- 
ment consultant and former | 
president of Coty Inc. and Coty | 
International Corp., has been | 
retained as a consultant by the | 
clock spectacular division of 
Self Winding Clock Co., New 
York. 


Solt Joins Goodrich-Gulf 
William L. Solt has been ap- 
pointed director of advertising 
of Goodrich-Gulf Chemicals, | 
Cleveland. He formerly was) 
sales promotion specialist at) 
B. F. Goodrich Tire Co., Akron. | 


Cashman to Black, Little 
Cashman & Massat, Newark, 
custom shoe manufacturer, has 
appointed Black, Little & Co., 
Newark, to handle its advertis- 


29 


‘Builder's Kitchen Guide’ Bows 


Builder’s Kitchen Guide, aj} 
twice-yearly publication for home - Be Ee ae - = = Pog is tha - Bee a ae ae a 


builders and architects, will be 
trolled circulation guarantee .. 7 P a" 
40,000. The two-time b&w page| 


rate is $650, with discounts on fur- 
the U. S. among ideal testing : testing cities in New England 
150,000 population; an ideal . cities regardless of popula- Ep regardless of size; thus the 
testing atmosphere for any 


Textron Buys Shuron Optical product. ently stable economy. area. (source: Salva, Management) 


Textron Inc., New York, has 100°, 
purchased Shuron Optical Co., 


published by Gralla Publications, 


nished inserts. Advertising sales 


manager is Doyle Peck; midwest- 5 


Portland is number one in 


Portland is number six in Portland is number two of all 


ern representative is Arthur Sainz, 
and West Coast representative, 


the U. S. among cities under 


also publishes Kitchen Business. 


tion; a fact due to a consist- ideal city in an ideal market 


coverage of city zone 94°), coverage ABC retail trade zone 


Peo 8 8€8€©=6=6=6=—©§«- PORTLAND PRESSHERALD &  EVENINGEXPRESS %& SUNDAYTELEGRAM 


The purchase brings to 17 the num- 
ber of companies Textron operates 
in fields not related to textiles. 


represented by Julius Mathews Special Agency 


8 MM. Model 98 Mauser modified to sporter 
with Bishop stock and Redfield sight. 


Bower... 


THE INDIANAPOLIS AREA* 


@ You can put more power behind your selling when you shoot for *THE 45-COUNTY TRADING AREA 
INDIANAPOLIS. Big enough to rank with the best and richest THAT'S BIGGER THAN YOU THINK! 
markets ... more than 2,000,000 people who buy more because they 


have more. Easiest to hit hard... . because The Star and The News Population: 2,117,100 
give you saturation coverage of the metropolitan area, plus 56.4% Income: $3,740,248,000 
coverage of the entire 45-county trading zone. Best of all, you are Retail Sales: $2,472,792,000 
blasting away at the 11th highest family retail sales figure* among Covlenes: 56.4% By 


all the cities over 600,000 ($4,620 average retail sales per family). 


f The Star and The News 
Call us—or write—and get ready to pul! the trigger! 


*Sales Management, Survey of Buying Power, 1958 


T , | STAR Morning & Sunday 


KELLY-SMITH COMPANY + NATIONAL REPRESENTATIVES 
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Now the sky’s the limit jf 
for Woman’s Day! 


Over 1,200 supermarkets added under new expansion policy 


For 20 years, Woman’s Day was sold only through the 
A&P. 

For 20 years, the owners of other supermarkets have wanted 
to sell the magazine. Now they can. 

For 20 years, Woman’s Day reached only a fraction of its 
potential audience. Now the sky’s the limit. 

Effective with the July issue, Woman’s Day was made 
available to all grocers, drug stores and newsstands, and 
many thousands jumped at the chance. 

Among them are over 1,200 supermarkets— independents 
and chains—which have snatched up the magazine. And 
more orders are pouring in with every mail. These super- 
markets aren’t just carrying Woman’s Day; they think so 
much of the magazine, they’re putting it on the cash register 
at the check-out counter, just like the A&P! 

To meet the additional demand created by this new distribu- 


tion policy, our print order for the July isswe was increased 
250,000 copies over June. For August, it was up 350,000 
copies. For September, up 400,000 copies. For October, up 
750,000. All in four months. and there’s more to come! 

Woman’s Day’s new distribution policy means a circulation 
bonus for advertisers buying on the present rate card. 

It’s the same high quality circulation as before, made up 
of 100% single-copy sales. They still have to go out to get 
Woman’s Day. Now they’re going out to get it in many 
more stores, in every Metropolitan Market in the West as 
well as in the East, in all 48 states! 

In planning your advertising schedule you will want to 
look into this major media development. 


Woman’s Day 
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FIRST 100 MARKETS 


with 56% population on the Illinois side 


Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 
without Duplication — Full 
ROP Color Available Daily! 


YOU’RE ONLY 


HALF-COVERED 


IN NEBRASKA 


This is Lincoln-Land—KOLN-TV's NCS 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 


Let’s face it. To do a TV job in Nebraska, 
you start with an Omaha station. After that, 
the only logical choice is KOLN-TV. 


NCS No. 3 shows that Lincoln-Land is a 
whopping big area. Even if you throw out 
everything except those counties where 
KOLN-TV is the DOMINANT station, 
KOLN.TV gives you almost as much buying 
power as all of Nebraska west of the area— 
$592 million as against $624 million! 


ae al 


So, Nebraska’s “other big market” is 
Lincoln-Land! Ask Avery-Knodel for the 
facts on KOLN-TV — the Official CBS 
Outlet for South Central Nebraska and 
Northern Kansas, 


KOLN-TV 


CHANNEL 10 * 316,000 WATTS * 1000-FT. TOWER 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 
Avery-Knodel, Inc., Exclusive Notional Representatives 


WMBD RADIO — PEORIA, 
WMBL IV¥ PEORIA, KUINOIS 


Advertising Age, October 13, 1958 


Getting Personal 


A February wedding is being planned by Susan Isay of the media 
department of Young & Rubicam, Chicago, and Irwin Siegel of the 
Katz Agency, advertising representative . . . Richard Nelson of 
the Cone Co., direct mail com- 
pany, and Jean Morrison of 
Penman Neil Advertising 
Agency, Seattle, have set Dec. 
13 as their wedding day... 

For the first time in Coast 
Guard League history, a for- 
mer national commander was 
reelected to that post. A for- 
mer Chicagoan, H. A. Shana- 
field, editor and manager of 
the Florists’ Telegraph Deliv- 
ery News, Detroit, who had 
served as national commander 
in 1954-’56, was returned to of- 
fice at the League’s 13th an- 
nual convention held in Bos- 
ton, Mass., recently ... 

J. Elroy McCaw, with wide- 
spread interests in _ radio 
and television—president of 
WINS, New York, and owner 
of KTVW-TV, Tacoma, Wash., 
was badly injured in a head- 
on automobile collision Sept. 
27. Mr. McCaw suffered frac- 
tures of both legs, scalp and 
face cuts, and broken ribs; a 
kneecap later was removed, 
and facial surgery was neces- 
sary. The accident occurred 
when an Air Force staff ser- 
geant crossed the center line 
of an arterial highway, 
bounced over a_ three-foot- 
wide traffic separator, and collided with the car Mr. McCaw was 
driving . 

George Weissman, marketing director of Philip Morris, is this 
year’s chairman of the tobacco industry campaign for the Federation 
of Jewish Philanthropies. He also heads the service unit of the 
Greater New York Fund. 

K&E president Bill Lewis, Madison Ave.’s compleat angler, has 
caught only two bluefish all summer long—maybe too busy catch- 
ing accounts...At a press party for Lamplighter gin, Sir Cedric 
Hardwicke was overheard observing: “There are more actors in the 
agency business than in all of Hollywood.” .. 


ti od 


STATUS QUO—It’s still leaning, 
Charles Pumpian found on his re- 
cent auto tour of Europe with his 
wife, Helen. Mr. Pumpian is vp in 
charge of media, Henri, Hurst & 
McDonald, Chicago. 


Townsend 


Joseph 


Floyd 


THE PAYOFF—Joe Floyd, president of Midcontinent Broadcasting Co., 

picks up the keys for the 1958 Mercury station wagon which KELO- 

TV, Sioux Falls, won in the Ed Sullivan tenth anniversary promo- 

tion contest. The presenter: Niles Joseph, Mercury zone manager. 

Promotion manager Jack Townsend not only won the top prize of 

the car for his station, but he collected a regional prize of $500 for 
himself. 


Mrs. Margaret Deasy Sweeney, exec vp of Standish-Johnson Co., 
Providence agency, has been awarded a citation by the Women’s 
Advertising Club of Providence in recognition of an honorary de- 
gree of master of science in business administration by Bryant Col- 
lege... 

A December wedding is planned by Joan Krasne, assistant to the 
managing editor of Seventeen, and Steve Stark, advertising director 
of the shopping bazaar section of Harper’s Bazaar... Michael 
Weatherly of D-F-S popped the question to Joan Steven. The wed- 
ding is set for late November... 

Joan Bennett, daughter of Harry Bennett, head of Joseph Katz 
Co.’s New York office, will be married Nov. 29 to Edward Kennedy, 
brother of Sen. John F. Kennedy and youngest son of Joseph P. 
Kennedy, former U. S. Ambassador to the Court of St. James... 
Patricia Durey and Theodore Haviland III, ad manager of Haviland 
& Co. and great-great-grandson of the company’s founder, were 
married Sept. 20 in Stamford, Conn... A winter wedding is set for 
Susan Lonsdale and Philip Iglehart of Time Inc.’s circulation agen- 
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Washington D. C. retailers gave 
The Washington Post and Times Herald 
a gain of 311,000 lines 


during the first two-thirds of 1958 


while the Star lost 419,000 lines 


and the News lost 29,000 lines 


Media Records 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles; Joshua B. Powers, 
Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal Winter Co., Florida Hotel 
and Resort adv. rep.—Miami Beach, Florida; Tom McGill, New England Hotel and Resort adv. rep.— West Roxbury, Massachusetts; Lou Robbins, New York 
and New Jersey Hotel and Resort adv. rep.—1 265 Broadway, N.Y., N.Y.; Puck , The Comic Weekly; Robert $, Farley—Financial Representative in New York. 
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7,169,908 cars sold in’55...5,955,248 in ’56...| 


Auto industry estimates for ’59 fluctuate from 4.5 to 6 million 
units. But of one thing you can be sure .. . 44% of all the con- 
sumer dollars spent on new cars in 1959 will come from house- 
holds that read an average issue of LIFE.* This is one reason 
why automobile advertisers continue to invest more dollars, buy 
more pages in LIFE than in any other magazine. 


Until LIFE, no magazine had ever sold six million 
copies in a single week. Now LIFE does it every week, 
a feat unique among general magazines. 


But LIFE is so sought after by reading Americans that 
an advertiser has a chance to reach additional millions 
of the big spending families in the U.S. every week. 


Here’s how it works. LIFE’s 6,000,000 copies find 
their way inte 15,320,000 households. And a recent 
Politz Study indicates that an average issue of LIFE is 
read by 32,000,000 people. 


Proof that LIFE offers an automobile advertiser his 
best market lies in the buying record of LIFE-reading 
households. And by actual measurement, LIFE house- 
holds account for 44% of all dollars spent on new cars 
in the U. S.* (And that’s just the readership of an 
average issue.) 


But car advertisers want continuity of sales impres- 


ONLY LIFE gives you so much 


sion, and LIFE delivers a quality audience in quantity. 


Over the course of 13 issues, LIFE is read in 
34,440,000 different households. (On the average, each 
of these households reads six issues out of 13.) And 
these households—70°% of all U.S. households—ac- 
count for over 80° of total U.S. new-car expenditures. 


So much for the statistical analysis. Beyond these 
market dimensions, LIFE offers these other special 
selling advantages to an automobile advertiser. 


A CHANCE 
TO SHOW THE BEAUTY OF YOUR CAR 


LIFE’s superb reproduction gives you the BEAUTY 
you want—beauty that does full justice to the careful 
styling of your product. In LIFE your car looks its 
best. The gleam of the finish... the texture of the 


fabric .. . the distinction of colors... the image-build- 
ing background —all this beauty comes through in 
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YOU SELL NEXT YEAR? 


LIFE as in no other advertising medium. 

With styling the most important factor in the mind 
of today’s buyer, the reproduction you get in LIFE 
becomes a key factor in your choice of media. 


A CHANCE 
TO CHANGE TACTICS AND STRATEGY 


LIFE gives you the FLEXIBILITY you want. Your 
budget is not locked into an irrevocable commitment 
months in advance. The needs of your market — not 
a medium—should dictate your spending. 


In LIFE you can launch or bolster a national sales 
campaign or change strategy in just a week’s time. 


For LIFE offers a special 7-day fast-closing for black- 
and-white and two-color advertisements. You can even 
close a four-color ad in as little as 22 days. 


Only LIFE offers these special services, which enable 
advertisers to meet the demands of modern marketing. 


You can intensify your advertising in the weeks 
when automobile buying peaks up and be assured of a 
maximum audience. 


A CHANCE 
TO BE SEEN IN GOOD COMPANY 


LIFE gives your product the RESPECT you want. 
People value LIFE’s editorial content, have confidence 


selling power... so swiftly, so 


in the magazine... pay to read it regularly. 


This confidence carries over to the advertising pages, 
adding an effective selling dimension to your message. 

And advertising in LIFE makes welcome reading. 
For here readers learn news of famous products of every 
conceivable sort, handsomely illustrated by some of 
America’s best artists and photographers. 


When you advertise in LIFE you are keeping com- 

pany with America’s finest companies. LIFE readers 
recognize—and freely concede—that the caliber of ad- 
vertising in LIFE over the years has had an important 
influence on how they live, what they buy and what 
they are going to buy. 
That’s the unique selling climate you share in the 
pages of LIFE. Bigness. Beauty. Flexibility. Respect. 
And a wealth of customers in the mood to buy. LIFE 
can give you all of these. 


*Source: LIFE’s Study of Consumer Expenditures, an analysis of $200 billion spent 
by U. S. households for consumer goods and services in 1956, 


9 Rockefeller Plaza, New York 20, N.Y. 
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every-week advertising from 


A&P, KROGER, 
NATIONAL & JEWEL 


... enables The Gary Post-Tribune to pub- 
lish more retail food advertising than any 
Chicago newspaper except the Daily News. 


chains want to sell everybody . 
55,300 Gary Post-Tribunes each Thursday. 


THE GARY POST-TRIBUNE 


Gary’s Only Daily and Sunday Newspaper 


These chains know food advertising. To meef competition, they 
need more coverage in a 211,357 population city (zone) than 2500 
Chicago Daily News’ or 10,000 Tribunes can offer. In Gary, the 
. . 80 they tell everybody with 


| Barlow Shifts to Detroit 
| L. Cc. (Jack) Barlow, vp and 
|director of media and marketing | 
|in the New York office of Brooke, | 
| Smith, French & Dorrance for} 
|the past three years, has been 
i\transferred to the Detroit office! 
jof the agency. Mr. Barlow, who | 
|; was with the agency in Detroit) 
|}for 15 years before moving to} 
|New York in 1955, will serve as 
|}account executive for Federal- 
| Mogul service division of Federal- | 
| Mogul-Bower Bearings Inc. Harry 
| Pengel, vp and media manager 
|in New York, will continue in that 
position and take over the duties 
|formerly handled by Mr. Barlow. 


‘Living’ Names Palmer A.M. 
Cort N. Palmer, formerly in the 

|public relations department of 

'Cunningham & Walsh, has joined 


| Living for Young Homemakers, | 
New York, as advertising man-| 
| ager, succeeding Albert Brownell, 
{who retains the magazine as a 
{client for his independent sales 
promotion consulting service. 


As convenient (and fast) as dropping an air mail letter in 
the box. Turn your shipment over to United at your door 
and forget about it. It will arrive at your customer’s door 
on time and appreciated. 


United’s pickup and delivery service is an extension of 
your shipping department. Takes the strain off traffic 
managers, keeps inventory low, frees warehouse space. 


This service, plus United’s radar dependability, 2000-com- 
munity reach and Reserved Air Freight make a solid case 
for calling United when you stamp cargo “Ship Best Way.” 


GET EXTRA DEPENDABILITY, EXTRA CARE-SHIP UNITED, THE RADAR LINE 


AIR LINES 


For service, information or free 
Air Freight booklet, call the near- 
est United Air Lines representative 
or write Cargo Sales Division, 
United Air Lines, 36 South Wabash 
Avenue, Chicago 3, IIl. 


| 
| 
| 
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Advertising Age, October 13, 1958 


Buffalo Thruway 
Sign Awakens 
Weary Drivers 


BuFFALO, Oct. 8—The first out- 
door sign erected near the New 
York state thruway in the Buffalo 
district has created a considerable 
stir in advertising and automobile 
circles here. 

An executive of Whitmier & Fer- 
ris Co., which erected the sign, 
pointed out it is perfectly legal. 
The sign is outside the 500’ limit, 
set back from the thruway about 
550’. 

The Whitmier & Ferris executive 
said that while this is the first 
sign along the thruway in the Buf- 
falo district, there are many out- 
door signs along the highway in 
other sections of the state. 


@ He added: “However, we don’t 


|intend to plaster the thruway with 
'signs. This is a particular situation 


here in which the sign is designed 
to benefit business in downtown 
Buffalo.” 

The sign advertises the Hotel 
Statler Hilton, Buffalo’s largest ho- 
tel. Whitmier & Ferris said that 


| hotel executives are pleased with 


results from the sign to date. 
The big sign is located at the 
408-mile mark, 11 miles east of the 


| Williamsville toll barrier. It is 22’ 


high, 80’ wide and stands in a level 
clearing. 

Some nighttime motorists said 
they have been “startled” by the 
huge lighted sign after driving 
miles through darkness seeing only 
headlights and tail lights. 


® Motorists are asking: Is it legal? 
The answer is, yes. 

The thruway authority has juris- 
diction only on all lands within 
500’ of the nearest edge of the 
pavement. It has no contro] over 
lands beyond that mark. 

No signs except those of the au- 
thority itself can be erected on land 


| owned outright by the authority. 


There was no indication as to 
whether additional signs would be 
erected along the thruway in the 
Buffalo district. + 


Nielsen Offers Broadcast 
Index Service in Canada 

A. C. Nielsen Co. of Canada Ltd., 
Toronto, has formed a broadcast 
division “to provide broadcast au- 
dience measurement services to 
fulfill Canadian needs.” The new 
division will be under the direction 
of G. W. Ralph, vp. Coverage will 
be completed in the Toronto area 
first, with Montreal and Vancou- 
ver following quickly. National re- 
porting will be accomplished as 
soon as possible. 

The first two subscribers to sign 
for the service are Canadian 
Broadcasting Corp. and Procter & 
Gamble Co. of Canada Ltd. 


Gaynor & Ducas Promotes Four 

Stephen D. Smoke and Kendall 
J. Mau, both formerly vps of 
Gaynor & Ducas, New York, have 
been appointed senior vps of the 
agency. Mr. Smoke had been vp 
of public relations in New York. 
Mr. Mau was vp of West Coast 
operations in Beverly Hills, Cal. 
Named vps’ of the agency are 
Herbert Harris, director of plans 
and research, and Robert F. 
Woolridge, senior account super- 
visor. All were named to the New 
York agency’s executive commit- 
tee. 


Arvey Names Roach 

Earl M. Roach has been appoint- 
ed creative director of Arvey 
Corp., Chicago producer of point of 
purchase displays. Mr. Roach, with 
the company for the past 25 years, 
was formerly a sales engineer. 
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IF YOU CAN'T USE DISPLAY WINDOW BY THE HALLE BROS. CO., CLEVELAND, OHIO 
It's tough to beat the selling power of the product itself. But 
A WIN DOW USE when you use Hammermill Opaque, its smooth, level printing 
surface faithfully reproduces colors and details to give that 
“in person’’ feeling. And Hammermill Opaque’s 
luxurious brighter white gives colors greater impact 
adds punch to black and white jobs, too — shows 


products at their best. 


Use Hammermill Opaque for greater realism, greater sales 
appeal — either letterpress or offset. When you use both sides, 
you'll appreciate the greater opacity of Hammermil! Opaque 
it simplifies your printing job. 

You can get the sparkling whiteness of Hammermil] Opaque 
in four finishes and a wide selection of substance weights. 


Lithographed on Hammermill Opaque, Substance 70, English finish 


MANUFACTURED BY 
HAMMERMILL PAPER COMPANY © ERIE, PENNSYLVANIA 
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NEW... A BRIGHTER, WHITER HAMMERMILL OPAQUE! 


Make Hammermill Opaque your show window in print . . . as we use this insert 
to show you how sharp and clear both black and white and color reproduce on 
this improved paper. Hammermill Opaque lives up to its name. Examine its 
superior opacity. It has what it takes to make printing sparkle. 

Printers: Use the new Hammermil] Opaque for your critical customers. Ask your 
Hammermill salesman for samples. Printing buyers: Ask for Hammermill Opaque 
when you want advertising with an extra lift to type and more life-like product 
illustrations, for printing pieces that sing as they sell. 


Printed by offset on Hammermill Opaque, Substance 70, English finish, 
on a 50x72 two-color press. Sheet size 40x52, 16 up. Speed 3,000 an hour. 


Hammermill Paper Company - Erie, Pennsylvania 
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AFA Sets Bureau 
of Ad Education; 
New Moves Seen 


WASHINGTON, Oct. 7—Direc- 
tors of the Advertising Federa- 
tion of America agreed last 
week to move into the field of 
education, with a Bureau of 
Advertising Education to help 
educators and professional ad- 
vertising people, and a special 
educational program on adver- 
tising directed at top business 
management. 

Actual functioning of the 
long-discussed Bureau of Edu- 
cation was apparently still sev- 
eral months away. But the 
board authorized the creation 
of the bureau and instructed 
AFA’s president and general 
manager, C. James Proud, to re- 
tain a professional educator to 
prepare recommendations for its 
staffing and operation. 

As described to directors dur- 
ing a two-day meeting, the bu- 
reau would serve as a point of 
dissemination for information 
useful to educators and others 
interested in knowing more 
about advertising. Mr. Proud 
emphasized that AFA is not 
contemplating any original re- 
search of its own. 


® In addition to serving as a 
source of information for edu- 
cators, the Bureau of Education 
is also expected to provide 
guidance for professional ad- 
vertising people, and to help in 
organizing an institute for man- 
agement, agencies and media 
which AFA expects to hold next 
year as the first of an annual 
series. 

The special educational pro- 
gram on advertising for top 
business management is to get 
under way this fall, Mr. Proud 


said, based on preliminary work | 


already completed by a com- 
mittee under the chairmanship 
of George W. Head, manager of 
advertising and sales promotion, 
National Cash Register Co. 

At a meeting of the executive 
committee yesterday, Mr. Head 
explained that material is to be 
prepared emphasizing the role 
advertising must play in broad- 
ening consumer markets. 


= Deploring the tendency of 
many companies to cut back 
their advertising expenditures 
in periods of adversity, he ex- 
plained the AFA material will 
seek to demonstrate that mod- 
ern self-service merchandising 
methods make it necessary for 
manufacturers to use more, 
rather than less, advertising. He 
said it is no accident that the 
top 100 advertisers increased 
their budgets by nearly 10% 
this year, while others cut back. 

The educational program for 
top management is to be pre- 
pared by a voluntary task force 
agency and by volunteer work- 
ers, Mr. Proud said. It will be 
distributed to AFA’s 130 local 
clubs and will be disseminated 
locally by the clubs through ad- 
vertising or through conferences 
with local industrial executives. 


s AFA’s board chairman, Rob- 
ert M. Feemster, noted that the 
board was meeting for the first 
time in AFA’s Washington 
quarters. He stressed that this 
was a long-overdue move, in 
view of the problems faced by 
advertising at the Federal Trade 
Commission, the Treasury De- 
partment and elsewhere. 

Last year, AFA moved into 
the legislative field with its 
Community Activities Program, 
designed to keep advertising 
clubs informed of legislative 
and political problems impor- 
tant to advertising. Subsequent- 
ly AFA has actively participat- 


ed in a number of controversies | 
involving advertising and the gov-| 
ernment. 


= In addition to giving a “go 
ahead” on the Bureau of Adver- 
tising Education, AFA moved to- 
ward a change in dues structure for 
“big city” ad clubs to finance the 
new activities. 

A plan, aimed at raising about 
$7,000 through a “moderate” in- 
crease in dues for big city clubs, 
had been recommended at the AFA 
convention in Dallas. It was un- 
animously endorsed by represen- 
tatives of 12 big city clubs who 
attended last week’s board of di- 
rectors meeting, Mr. Proud said, + 


Frye to Graham & Associates 
George A. Frye, formerly senior 
vp of Doyle, Kitchen & McCor- 
mick, New York, has joined Hugh 
H. Graham & Associates, New 
Britain, as vp and client service di- 


Leonard S. Dovidow, Publisher 
153 NORTH MICHIGAN AVENUE, 
CHICAGO 1 
NEW YORK 22: 405 Pork Avenve 
TROIT 2: 3-223 Genero! Motors Bidg. 
CLEVELAND 15: 604 Hanno Building 
LOS ANGELES 5: Bionchard-Nichols, Assoc., 
633 South Westmoreland Aven 


ve 
SAN FRANCISCO 4; Bianchard-Nichols, Assoc., 


33 Post Street 
MIAMI 32: J. Bernard Cashion, 
Chamber of Commerce Building 
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“I'll tell you how | feel. . . | only bought a one-way ticket from home this morning.” 


SUBURBIA TODAY, The Magazine of Pleasant Places, is a 
two-way advertising ticket. It will carry your product 

story into the suburban homes of preferred families. It 

will move your product to preferred display position at 

dealers who concentrate their own advertising in the local 
community newspapers that will carry SUBURBIA TODAY 
beginning January 1959. Tickets, please! 


include SUBURBIA TODAY now in your 1959 advertising 
schedules . . . first issue January, 1959. 


rector. 


———=- THE SMART A COLORGRAVURE MAGAZINE OF NEWSPAPERS IN SELECTED SUBURBAN COMMUNITIES. 


Station WHO puts the PLUS 
into merchandising! 


The emblem represents WHO Radio’s outstand- 
ing “Feature Drugs Merchandising Service”— 
comprehensive plus service offered, at no extra 
cost, to WHO advertisers whose products are 
sold in drug stores. 250 leading stores, accounting 
for 40% of drug volume in 76 of Iowa’s 99 


Affiliote 


dn Peters, Griffin, Woodward, Inc., National Representatives 


Each 13 weeks the ‘‘Feature 
Drugs” merchandising staff 
encourage 250 high volume 
drug stores to stock your 
WHO-advertised product! 


counties, take part in “Feature Drugs” service. 

WHO Radio’s “Feature Drugs” service works 
for you in four different ways—and you get 
the whole package when your gross expenditure 
on WHO Radio is $250 per week for 13 weeks, 
or $3250 within a 13-week period of time. 


Each 13 weeks trained 
‘Feature Drugs’’ merchan- 
disers get better display 
space for your products! 


7 THIS STORE SELECTED } 
for Courtesy... 
Dependability... Service §} 


GEADOUARTERS 


Feature prus> 


Each 13 weeks your counter 
displays are placed in 60 
WHO ‘‘Feature Drugs’’ 
stores! 


Monthly reports showing 
status of your product in the 
lowa market, and competi- 
tive activity! 


WHO's “Feature Drugs Merchandising Service” is producing BIG RESULTS 
for some of the nation’s finest drug manufacturers. It can do the same for 


you. Ask PGW today for more about WHO Radio and “Feature Drugs”! 


WHO Radio is part of Central Broadcasting Company, which also owns 
and operates WHO-TV, Des Moines; WOC-TV, Davenport 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 
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Calvert Launches 
First Canadian 


Brand of Whisky 


New Yor«, Oct. 7—Calvert Dis- 
tillers Co., a subsidiary of the 
House of Seagram, is introducing 
its new Canadian Ten whisky here 
this week with ads in New York 
dailies. 

Because supplies are limited, in- 
troduction of the new brand will 
be restricted to the New York mar- 
ket until about the first of the 
new year, the company said. 

The new Canadian whisky, sec- 
ond of that type among the Sea- 
gram brands—the other being 
Seagram’s V. O.—will retail at 
$6.30 a fifth. It is reported to be 
slightly fuller bodied than other 
Canadian blends. It is being in- 
troduced as having “the tang of 
the North” in its flavor, and that 
phrase is being used m all adver- 
tising and sales promotion. 


® The buff-colored label on the 
bottle carries the symbols of each 
of the ten provinces of the Do- 
minion, which explains the new 
brand’s name. For the holidays it 
will have a distinctive prewrap of 
crimson satin accented with a deep 
blue ribbon and pompom bow 
striped in gold, traditional Canadi- 
an colors. 

As previously reported (AA, 
Aug. 4) the new brand is the first 
Canadian whisky ever handled by 
Calvert. By introducing it here the 
company hopes to tap the biggest 
Canadian market in the country. 
Consumption of Canadian whisky 
last year in New York was about 
900,000 cases. The second largest 
U.S. market for Canadian is Cali- 


STATEMENT OF THE OWNERSHIP 
MANAGEMENT AND CIRCULATION 
REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 23, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND 
JULY 2, 1946 (Title 39, United States 
Code, Section 233). 

Of Advertis' Age, published wee! at 
Chicago, Ill., for Clee 1, 1958. died 

1, The names and addresses of the pub- 
lisher, editor, managing editor, and - 


ness managers are: 
Publisher, G. D. Crain, Jr., Chicago, 
Illinois. 

Editorial Director, S. R. Bernstein, Chi- 
cago, Illinois. 


. ing Bitter, J. J. Graham, Chi- 


Chicago, Illinois. 

2. The owner is: (if owned by a cor- 
poration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unincor- 
porated firm, its name and address, as 
well as that of each individual member, 
must be given. 

Adve blications, Inc., 200 East 
Illinois Street, Chicago 11, Llinois. 

G. D. Crain, Jr., 200 E. Illinois St., Chi- 
cago, Ill.; G. R. 


Il; O. L. Bruns . 8s. 

Illinois St., Chicago, Ill.; C. B. 

and D. A. Groomes, 200 E. Illinois St., 

Chicago, Ill.; M. E. Crain and E. F. Crain, 

200 E. Illinois St., Chicago, Ill.; Kenneth 

C. Crain, 238 East 23rd St., New York City; 

L. C. Crain, 238 East 23rd St., New York 

City; J. B. Miller and M. A. Miller, 409 

8. ond Ave., Maywood, Illinois; B. G. 

Rehm and H. M. Rehm, 4308 

Rd., St. Matthews, Ky.; G. L. Hamlin and 

E. K. Hamlin, Route 1, Vandalia, Mich- 
; Mary C. Sanders, 611 Barton Place, 

anston, Ill.; Jessie W. Crain, Box 2059, 
Carmel, California. 

3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are: None. 

4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the name of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiants full knowlege and 
belief as to the circumstances and con- 
ditions under which stockholders and 
security holders who do not appear upon 
the books of the com as trustees, 
hold stock and securities in a capacity 
other than that of a bona fide owner. 

5. The aversae number of copies of 

ublication sold or dis- 

b e mails or otherwise, 
to paid subscribers during the 12 months 
aes the date shown above was: 


Sworn to and subscribed before me this 
22nd day of September, 1958. 

LELAND W. HAGMAN 
(Seal) 


(My commission expires April 9, 1960.) 


fornia, which consumed 465,000 
cases in °57, and the third is 
IUinois with 422,000 cases. So in 
all probability, Canadian Ten will 
move into California about the 
first of the year. 

Doherty, Clifford, Steers & Shen- 
field is handling the advertising. # 


EWRR Promotes Metzger 
Roswell W. Metzger, chairman 
of the executive committee of Er- 
win Wasey, Ruthrauff & Ryan, has 
been named head of the agency’s 
entral division, which includes the 


Chicago office. He joined Ruth- 
rauff & Ryan 25 years ago and 
was promoted to vp in 1942. Mr. 
Metzger succeeds Frederick J. 
Wachter, general manager of the 
Chicago office since the merger of 
R&R and Erwin, Wasey & Co. one 
year ago, who will be assigned to 
new duties in EWRR’s New York 
office. 


F&SG&R Reassigns Three 
Fuller & Smith & Ross, New 
York, has named Fritz Hellman 


copy director, succeeding Gordon 


K. Zern, who has been appointed 
an account executive for Cool- 
Ray Inc., a new account. Mr. Hell- 
man joined F&S&R’s copy depart- 
ment in July, 1957, when the agen- 
cy merged with Robert W. Orr & 
Associates. F&S&R also has trans- 
ferred James L. Breslov from its 
Cleveland staff to the copy and 
creative staff in the Pittsburgh 
office. 


Pacesetter Names Brown 
Richard J. Brown has been ap- 
pointed vp in charge of marketing 
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of Pacesetter Homes, Chicago. Mr. 
Brown was formerly national sales 
promotion manager of U. S. Ply- 
wood Corp., New York. He is cur- 
rently serving as national presi- 
dent of the Sales Promotion Exec- 
utives Assn. 


Welch, McKenna Adds Two 
Welch McKenna, Denver, has 
been appointed to handle adver- 
tising for Magic Mountain, amuse- 
ment enterprise, and Power Equip- 
ment Co., construction equipment 
distributor, both Denver. 
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WNiciven. for example, shows that KMOX-TV 
of the broadcast day—morning, afternoon and night! 


~ Jocal live programming and the finest feature films 


It follows 


that month-in, month-out more and more 
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Advertising Age, October 13, 1958 


Beaumont, Heller Adds Three 
Beaumont, Heller & Sperling, 
Reading, Pa., has been appointed 
to handle advertising for three ac- 
counts. Two are new additions, 
: one is a former client. New ac- 
counts are Speakman Co., Wil- 
mington, Del., manufacturer of 
showers, plumbing fixture fittings 
and flush valves, which formerly 
placed advertising direct, and the 
contract manufacture division of 
Textile Machine Works, Reading. 
Bonney Forge & Tool Works, Al- 
lentown, Pa., has resumed its asso- 


ciation with Beaumont, Heller & 
Sperling. Aitkin-Kynett Co. has 
been handling Bonney Forge. 


Needham, Louis Increases 
Canadian Directors to Five 
Needham, Louis & Brorby of 
Canada Ltd., Toronto, has in- 
creased the number of directors 
from three to five. The new di- 
rectors are Paul C. Harper Jr., 
exec vp of the parent company, 
Needham, Louis & Brorby, Chi- 
cago, and Bruce McLean, vp of 
the agency in Chicago. The other 


directors are Maurice H. Need- 
ham, president; John A. Willough- 
by, managing director of the Ca- 
nadian subsidiary, and Max D. 
Anwyl, secretary. 


]&] Names Jack Hansen 

Johnson & Johnson, New Bruns- 
wick, N. J., has appointed Jack G. 
Hansen to the new post of assist- 
ant director of merchandising 
services. With the company since 
1949, Mr. Hansen was formerly 
central division sales representa- 
tive. 


Bear and Buss Agencies Merge 

Bear Advertising & Associates 
and R. H. Buss & Associates, Los 
Angeles agencies, have merged to 
form Buss, Bear & Associates. Of- 
fices are at 2352 W. Third St., Los 
Angeles. 


Hayes Jr. Joins Hayes Co. 

Charles Elwyn Hayes Jr., for- 
merly in the classified advertising 
department of the Chicago Trib- 
une, has joined his father in 
Charles Elwyn Hayes Co., Chicago 
agency. 


Western Electric 
Urges ‘No Gifts’ 
in Supplier Letter 


New York, Oct. 8—A swipe 
at the custom of business gifts has 
been made by Western Electric Co. 
—one of many companies con- 
demning the practice—in a letter 
to each of 33,000 suppliers and sub- 
contractors. 

In the letter, Western Electric 
emphasizes that “we award our 
business on the basis of merit with- 
out favoritism.” The practice of 
business gifts “is a bad practice— 
not only wasteful but improper in 
that it raises altogether unneces- 
sary questions with respect to the 
integrity of both donor and recip- 
ient.” 

Western Electric also says its 
policy on business entertainment is 
that it is “to be avoided by our 
people and only accepted on a re- 
ciprocal basis.” 

The letter is over the signature 
of G. F. Raymond, vp, purchasing 
and traffic division. It was sent out 
in September—well in advance of 
the Christmas season. 


GOLDFINE-ADAMS CASE 
CUTS BUSINESS GIFTS 

New York, Oct. 7—“The Gold- 
fine-Adams scandal and the reces- 
sion” have created a $12,000,000 
drop in the business gift market, 
according to the 7th annual study 
of the practice, appearing in the 
October issue of Premium Prac- 
tice. A drop of 4% to $288,000,000 
is forecast. Most gifts are pur- 
chased in October, November and 
early December; the average cost 
is between $10 and $15. This year 
lists will either be trimmed or less 
will be spent per gift, says the 
magazine. # 
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Post for 26 years. Herbert A. Ding- 
well, formerly with Executive 
Service Corp. and a 26-year veter- 
an of the Ladies’ Home Journal ad 
department, has joined Manpower 


| John Orr Young Executive 
Selection Service Opens 

John Orr Young & Associates, 
New York, has made a working 
agreement with Manpower Devel- 
opment Corp., New York, to set up 
lan “executive selection division” 
| for advertisers and agencies. The 
division will work on specific client 
| assignment only, to find top execu- 
| tive personnel, “most of whom are 
jalready receiving from $20,000 to 
| $100,000 per year.” The division 
| will not find jobs for individuals, 
|but will welcome letters and re- 
sumes from admen and women to 
keep on file. 
| The division will be under Mr. 
| Young’s supervision and will be di- 
rected by John Adams, exec vp of 
|Manpower Development. Before 
|joining Manpower two years ago, 
Mr. Adams was in the ad depart- 
ment of The Saturday Evening 


$3.331.600.000° 


This figure represents the gross value of manufactured 


division. 


Hill, Finney Join Gross 


products in Montreal—a city with over 5,000 Manufactur- . 
Peter Finney, a founder and exec 
ing firms employing more than 240,000 people. 
tising, Miami agency, has joined 
Charles Anthony Gross Advertising 
Agency, Miami, as vp and special 
assistant to the president. Mr. Fin- 
ney also has been associated with 
Leo Burnett Co., Kudner Agency 
and J. Walter Thompson Co. Gross 


The Montreal Star is the largest English daily in Canada’s 
largest city! 
* Latest figures available 


Che Montreal Star 


Pp tionally by O'Mara and Ormsbee Inc. 


and copy chief. Mr. Hill was copy 
director of Maxon Inc. until June 
1957. Before that he was a creative 
executive with Ross Roy Inc., and 
Klau-Van Pietersom-Dunlap. 


| 


| 
| 


THE EXAMINER 
GIVES YOU MORE 
FOR YOUR 
MONEY! 


Mrs. Robert L. Wood, Jr. chats with The Examiner's man-about-town 
in the foyer of San Francisco’s world-famed War Memorial Opera House. 


more pages of Women’s News 
and Features in The Examiner 


than in any other San Francisco newspaper 


The San Francisco Ps Xaminer 


REPRESENTED BY HEARST ADVERTISING SERVICE INC. 


4 i shee ane 


as associate manager of the new 


vp of the former Southern Adver-| | 


also has named Spencer Hill a vp| ® > 


CHARMER—The “Milk Girl” will be 
featured in 1959 advertising by the 
American Dairy Assn. 


Dairy Assn. Plans | 
to Spend $6,900,000 | 


in ‘59 Promotions 


Cxuicaco, Oct. 8—American Dairy 
Assn. plans to spend $6,900,000 in 
promotion in 1959, the ADA re- 
ports. This is up $300,000 from the 
$6,600,000 budget for 1958. Orig- 
inally, $6,900,000 was to have been 
spent this year (AA, Oct. 21, 1957) 
but the figure was later revised. 

Ad plans for 1959 include an 
added schedule of locally-edited 
Sunday magazines for milk ad- 
vertising, a continuation of spon- 
sorship of the “Perry Como 
Show,” and a continued use of 
newspapers, Magazines, trade i 
publications, publicity and some 
radio. 


= Milk print ads will feature | 
ADA’s “Milk Girl’ introduced last 
year. “The most popular, most 
read ad in the ‘Milk Makes En- 
ergy’ series last year featured the 
glowing, vivacious blonde painted 
by Edwin Georgi,” ADA says. 
“For 1959, Mr. Georgi will paint 
four ‘sisters’ who will project the i 
image of milk...” 
For the second consecutive 
year, the ADA has put its pro- 
motion plans in book form. The 
814x11%” 98-page book gives the 
proposed schedules for all ADA 
promotions and roughs of propos- 
ed ads. The book is distributed to 
key dairy and food trade people 
and food editors. 
Campbell-Mithun, 
the agency. + 


Chicago, is 


‘TV Guide,’ ‘Prevention,’ 
‘House & Garden’ Boost Rates 
House & Garden, Prevention and | 
TV Guide all have announced ad- 
vertising rate and circulation in- 
creases. House & Garden, New 
York, will boost its ad rate from 
$3,600 to $4,350 per b&w page, ef- 
fective with the February, 1959, is- 
sue. At the same time, circulation 
guarantee will be increased from 
550,000 to 575,000. Prevention, a 
monthly health publication, will in- 
crease its b&w page rate from $695 
to $870 with the March issue. Cir- 
culation guarantee will be in- 
creased from 140,000 to 175,000. 
TV Guide, Radnor, Pa., effective 
with its Oct. 4 issue, increased its 
rate for a b&w page from $10,600 
to $13,000. Guarantee was in- 
creased from 5,300,000 to 6,500,000. 


Lonergan to MacDonald-Cook 
Lonergan Corp., Elkhart, Ind., 
manufacturer of Pacemaker and 
Atlas house trailers, has appointed 
MacDonald-Cook Co., South Bend, 
to handle its advertising. Jacobson 
& Tonne, Chicago, formerly han- 
dled advertising for Pacemaker Co. 
and Atlas Mobile Homes, which 
have been combined under new 
ownership. MacDonald-Cook has 
resigned the advertising account of 
Schult Mobile Homes Corp., Elk- 
hart, but will handle its advertising 
until a new agency is selected. 
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How to woo a woman 


“Was there ever anything so precious? Soon he'll be on his feet—and on his own. And it is your 


part to stand by, watchful, and oh, so proud, as he struggles toward his goal—independence. 


“There are many ways to help him continue to enjoy his American birthright of freedom. One of 


the most important is to be on the watch for ideas that could take it away from him...” 


Ih this special women’s language, America’s independent toward more government control of business. And how 
electric light and power companies are talking to women it can threaten their children’s futures. 

in women’s magazines. The copy idea: to alert this im- Since 1941 we have been partners with ECAP in 
portant segment of the American public to the trend the Electric Companies’ Advertising Program. 


N. W. AYER & SON, INC. PHILADELPHIA - NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO - HOLLYWOOD - BOSTON - HONOLULU 
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For easy cleanup 
choose St. Bernard Latices 


ST RRPN AMD tetioee gove pon the propertion you Gant be 
ar pasa TT? tester 


H.B. Puller Co. «a2. TT ow 


ML names ) eae 


Serving industry for mere than 70 years 


MEET GEORGE—This St. Bernard 
spreads the word about St. Bernard 
latices for H. B. Fuller Co. George 
and his friend appear in a series 
running in paint journals. Olmsted 
& Foley, Minneapolis, is the agency. 


Tax-Hungry U.S. Is 
Silent on Cigaret 
Threat, Says Doctor 


St. CATHARINES, ONT., Oct. 7— 
Dr. Alton Ochsner, professor of 
surgery at Tulane University, 
charged last week that the U. S. 
government is delaying launching 
an anti-smoking campaign to curb 
lung cancer because it is afraid to 
lose tax revenue. He lashed out at 
the U. S. for “sacrificing the health 
of the nation for material gains.” 

“There are six tobacco compa- 
nies in the U. S., and they each 
pay the government $1,000,000 a 
day in taxes,” said Dr. Ochsner, a 
speaker at a Clinical Day, held 
here for 170 doctors from the Ni- 
agara Peninsula. 

Lung cancer, he added, has as- 
sumed “epidemic proportions” in 
the U. S. In 1930, 3.08 deaths per 
100,000 were due to lung cancer; 
the present figure is 42.16 per 
100,000, he said. 


® The chance of getting lung can- 
cer depends on the number of cig- 
arets smoked. “The more you 
smoke, the more chance there is 
you'll get it,” he declared. 

In the U. S. the per capita ex- 
penditure of money on cancer re- 
search is 22¢, he said. The per cap- 
ita expenditure on tobacco is $30. 

“Just think—we spend 136 
times as much money to contribute 
to lung cancer as to prevent it,” 
he said. 

He blamed cigaret manufactur- 


The most important 


people to whom you 
can tell your story 
are the 10,000 
Editors* of 
America's "home 


town newspapers." 


*They reach more than 
85,000,000 people (more 
than 50% of our popula- 
tion)...and they regularly 
read, consult,depend upon 


jers for misleading the public with 

|filters. He said tests have showed 
|filters are no help. “All they do is 
to help sell cigarets,” he said. # 


|General Mills, Dole Tie In 

For New Sales Promotion 
“You buy the biscuits, we'll buy 

|the pineapple,” is the slogan of a 

|new campaign for the refrigerated 

| foods division of General Mills, 


| Minneapolis, tying in with Hawai- | 


Hian Pineapple Ce. General Mills) 


To the long list of honors awarded 
to drama critic Jay Carmody of The 
Washington Star, 
United States delegate to Cannes 
Film Festival, 1958. 


will mail buyers the cost of a No. 1) |last year, “You buy the biscuits, 
(4-slice) can of Dole pineapple in| we'll buy the jam.” Knox Reeves 
return for the Dole label and blue | Advertising, Minneapolis, is the 
strings from four cans of Betty |General Mills agency. Foote, Cone 
Crocker biscuits. & Belding is the Dole agency. 
Two-color ads, built around a/| 

new baked dessert recipe, “Pine- | J. Ross Enterprises Bows 

apple Petal Ring,” J. Ross Enterprises Ltd., a pre-| 
the offer, will run in newspapers | mium and promotion company, has 
on food days, and Dole wil feature | been formed at 185 N. Wabash)! 
the recipe in consumer magazine| Ave., Chicago. It has as its main 
advertising. The promotion is sim- | product a paper recording called 


ilar to one held by General Mills| “See and Hear Records.” The re-| 
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|cord is reproduced on paper by a 


laminating process and can carry 
a printed message in b&w or four 
colors. 


2 Sparta Companies Merge 

Industrial Marketing Services 
Co., Sparta, N. J., has added Bolger 
Studios, also of Sparta, as an affil- 
iated company, to handle the ad- 
vertising, artwork and printing 
| supervision phases of its sales pro- 
motion and publicity services. 


To reporter Miriam Ottenberg of The 
Washington Star, special citation by 
law enforcement officers for “‘zealous 
reporting of crime and its correc- 
tion,” 1958. 


appointment as 


To garden editor Wilbur H. Young- 
man of The Washington Star, the 
ASTA award as the outstanding 
newspaper writer on gardens in the 
Nation, 1958. 


New home of The Washington Star 
now nearing completion 


To foreign correspondent Richard 
Frykland of The Washington Star, 
citation for interpretive reporting on 
foreign affairs by the Overseas Press 
Club, 1958. 


To Benjamin M. McKelway, editor of The 
Washington Star and president of the 
Associated Press, the presidency for 
1958 of journalism’s famed Gridiron Club. 


The stature of 
the latest 
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Avoid ‘Frenzied Agony’ of Speculative Sell 
With Better Displays, Berni Tells Designers 


New Yor«K, Oct. 7—“Let’s face 
it. You are addicted to speculative 
selling. You’ve used it for years as 
an effective sales tool, and no ar- 
gument will convince you to aban- 
don it,” Alan Berni, industrial de- 
signer, told the National Assn. of 
Permanent Display Producers here 
last week. 


“However,” he said, “I’m certain 
you can reduce the speculative el- 
ement if you would give the client 
what he needs and not just what 
he likes. How? By designing your 
display pieces according to the im- 
pact on the consumer, and not 
merely on the client. 

“The client’s personal prefer- 


ences,” he said, “often do not re- 
flect the true picture of consumer 
and retailer requirements. Your 
project is generally only one of 
many he is working on as a manu- 
facturer. As a result he is often too 
remote from a situation to evalu- 
ate it accurately. 

“Determining marketing needs is 
an additional service you can of- 
fer,” Mr. Berni said. “It would give 
you a decided edge in speculative 
skirmishing, and establish you as 


people whose guidance can be de- | 


pended on to produce results. 


S. C. Johnson & Son in 24,000 gro- 
cery stores showed that only 25% 
used display material. To profit to- 
day in the jungle of display compe- 
tition it is necessary to become bet- 
ter point of purchase authorities.” 

Today, Mr. Berni said, packaging 
must be “well integrated with the 
company’s advertising to give the 


To reporter George Beveridge of The 
Washington Star, the 1958 Pulitzer Prize 
for his series ‘‘ METRO, City of Tomorrow,” 
a study of complex urban development. 


A great city deserves a great newspaper. 


1958. 


To reporter John V. Horner of The 
Washington Star, the distinguished office 
of president of The National Press Club, 


Press Club, 1958. 


The Washington Star is reflected in 
honors accorded the newspaper and its staff 


In Washington it is The Star, which has won unmatched 


national prestige through 105 years of service 


to the people of the 


Nation’s Capital. 


WASHINGTON, D.C. 


eR THE WASHINGTON STAR 


To women’s editor Lee Walsh of The 
Washington Star, the distinguished office 
of president of The Women’s National 


| and focus attention on the product. 
s “A survey made recently byj|Its sales message must be both 
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product immediate consumer rec- 
ognition. It must have eye appeal 


terse and complete. It must be rug- 
ged to withstand rough handling. 
And above all it must be compact 
and easy to handle, because shelf 
space is limited and valuable. 
“Design displays for the consum- 
er,” he urged. “But make them 
serve the needs of the retailer. The 
only objective of display fixtures 
is to sell goods. The key is re- 
search. Check with retailers on how 
to make your units more function- 
al; solicit the reaction of salesmen; 
question consumers. 


= “It’s up to you as designers,” he 
declared, “whether you will be for- 
ever doomed to the frenzied agony 
of speculative price bickering, or 
whether you will render a service 
that will be demanded because it 
will sell more goods.” # 


fhe ONLY 


“National Publication 


‘devoted ‘exclusively . 


y * erican 
Srlaiintteaied 


bey RS 
provides... 


@ The latest authoritative 
} information regarding the 
problems encountered by 

travel agents in their work 
~ on plans for travel outside 
the United States. 


@ A fresh editorial impact 

treatment that helps agents 

develop more foreign travel 

business for you . . . a special- 

ized publication that serves 

and sells what you sell— 

travel abroad. Readers who are 

thinking only of foreign travel 

f when they read the American 
International Travel; thus giving 

your advertising exceptionally 

high interest ...a PLUS at 

no extra cost. 


@ The only publication that 
covers only world-wide travel 
... does not devote any of 

its editorial material to 
coverage of travel within the 
UNITED STATES. 


@ Complete coverage of all 
known travel agents in the 
United States. Canadian 
travel agents will eventually 
be covered. 


@ Initial circulation will be 
3,000 minimum. First issue .. . 
December, 1958; published 
late November. 


7 * erican 
Sadan Renal Pe om 


Published by 
ERNEST H. ABERNETHY 
PUBLISHING COMPANY, INC. 
75 Third Street, N. W. 


Atlanta 8, Georgia (U.S.A.) 
(Established 1925) 


Publishers of 8 business and 
trade publications 
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In L.A. More Dailies | 
Sold Than There Are | 
Homes, Critic Told | 


New Yorx, Oct. 7—Gordon B. 
McLendon may or may not be right | 
in his views about radio franchises | 
held by newspaper publishers (AA, | 
Sept. 29), but he’s wrong about| 
newspaper circulation in Los An- 
geles. 

That's the tenor of a letter writ- 
ten to Mr. McLendon by Lawrence 
Roehsler, research director of Mo- 
loney, Regan & Schmitt, which rep- 
resents the Los Angeles Herald- 
Express. 

“Your statement about newspa- 
per reading in Los Angeles leads us 
to believe that you have been 
poorly advised on at least this 
phrase of your remarks,” Mr. 
Roehsler wrote in part. “There are | 
more daily newspapers purchased | 
in Los Angeles County than there | 
are homes, and there is no reason 
to believe that Los Angeles differs | 
from the rest of the U.S., where 
it is generally assumed that news- 
papers are read in practically every 
literate home. Certainly there are 
no figures that indicate any ap-| 
preciable number of literate homes | 
in which newspapers are not read. 


s “Perhaps the intent was to hang 
the 46% figure on the word ‘sub- 
scription.’ But even this maneuver 
would not provide support for your 
statement. There are four large 
metropolitan dailies, 22 suburban 
dailies and 76 weekly newspapers 
published in Los Angeles, and 
when the circulation of all of these 
is added up, the total is most im- 
pressive indeed. 

“We welcome debates with all 
competing media, and when so en- 
gaged are extremely careful to use 
acceptable figures regarding media 
other than our own. We sometimes 
have difficulty in obtaining this 
information, but will be delighted 
to save you this problem by offer- 
ing to provide you with the full 
services of our research depart- 
ment at any time for consultation 
and advice.” + 


Toro Sets Spring Drive 
for Power Mower Line 

Toro Mfg. Corp., Minneapolis, | 
will break an early spring con- | 
sumer campaign for its line of | 
power mowers via ads in U. S. and | 
Canadian consumer publications. | 

The company will push the line, 
which includes Whirlwind, Sport-| 
lawn and Power Handle mowers | 
and yard equipment, with pages 
and spreads in color and b&w in 
Fortune, Life, Newsweek, The Sat- 
urday Evening Post, Sports Illus- 
trated, Sunset Magazine and Time. 
In Canada, the company will use 
pages and spreads in La Patrie, 
Maclean’s and the Canadian edi- 
tion of Time. The $500,000 drive 
will run from February through 
April. 

Batten, Barton, Durstine & Os- 
born is the agency. 


New Booklet Gives Farm Data 

The average tractor-using farm- 
er owns two or three tractors, a 
mail survey of subscribers to Na- 
tional Live Stock Producer shows. 
The average was 2.4 tractors per 
farm, as computed from 718 ques- 
tionnaires returned—a 29% return. 
Survey results, which covered 
number of various types of live- 
stock and other data on both ani- 
mals and equipment, are summa- 
rized in a 24-page booklet issued 
by the publication and offered 
from its headquarters at 139 N. 
Clark St., Chicago. 


WMGM Boosts McCauley 
Jerome K. McCauley has been 
promoted to the post of assistant 
sales director of WMGM, New 
York. He has been an account 
executive with the radio station 


for four years. 
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television. The company has 
scheduled commercials on “Chey- 
enne” and “Jubilee U.S.A.” (ABC- 
TV); “Perry Mason” and “Play- 
house 90” (CBS-TV), and NBC 
News (NBC-TV). William Esty Co. 
| is the agency. 


| Richard H. Freeman, formerly with! imported German beer at an econ- | 
House & Home, a Time Inc. pub- Better Homes & Gardens, who has| omy price”; it is more expensive | 

lication, has reassigned aeen of| Joined House & Home’s Chicago| than U. S. premium beers but less) 

: | sales staff. costly than other German imports. 


its sales personnel: John C. Austin | Maa : 
from coor ad manager to ad/| Consumer advertising will begin 
|early in 1959. 


manager, John C. Cogan from Stern, Walters Adds One 
Cleveland manager to western ad| Frederick P. Winner Ltd., Bal- 
manager and Bradley A. Burnside! timore, U. S. importer of Schult- | National Carbon Opens Push 
from the Chicago sales staff to|heiss beer made in West Berlin, has| National Carbon Co., a division 
Chicago manager. Meanwhile, two| appointed Stern, Walters & Sim-|of Union Carbide Corp., has 
new appointments are John E.| mons, Chicago, to handle its adver-| launched an October ad campaign 
Date Jr., formerly with Mechanical|tising, pr, merchandising and pro-|for Prestone anti-freeze using 
Engineering, who has joined House| motion. Promotion of the beer to! small-space ads in 500 daily news- 
& Home’s Cleveland sales staff, and|the trade this fall will push “an| papers, radio spots and network 


‘House & Home’ Names Five 


| Phillips Promotes Ryan 

Richard C. Ryan, an account ex- 
ecutive with Phillips Advertising, 
Tulsa, since May, 1957, has been 
promoted to exec vp and agency 
manager. 


MAKE THIS MAP TEST... 


552-county market 
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market-by-market for all FAMILY WEEKLY cities. Call him in today. 
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Ronson Settles Suit 


Ronson Products of Canada, 
Ottawa, has settled a $5,000,000 
damage suit it brought against Bel- 
go-Canadian Mfg. Co., Montreal. 
Settlement price was $3,000, and 
Belgo-Canadian also agreed not to 
manufacture, import or sell light- 
ers substantially similar to Ronson 
lighters. The suit was brought in 
1956. Ronson claimed unfair com- 
petition resulted from Belgo-Ca- 
nadian’s importation and sale of 
low-price Japanese lighters, which 


Ronson claimed were “slavish im- 
itations” of Ronson products. 


Five Buy Research Services 
The Market Research Corp. of 
America, New York, has added five 
new accounts for its national con- 
sumer panel reports. Borden Co., 
A. E. Staley Mfg. Co. and the Na- 
tional Cranberry Assn. are new 
clients; Pet Milk Co. returns after 
a lapse of two years; and General 
Foods Corp. has bought the serv- 
ice for two additional products of 


its Jell-O division. The panel is 
composed of 6,000 families, which 
make weekly reports of their pur- 


| chases. 


Chatra Press Joins AAAN 


Members of the Affiliated Ad- 
vertising Agencies Network now 
have a servicing agency on the 
Asian continent with the election 
to membership of the Chatra Press 
Ltd. (Advertising), Bangkok, 
Thailand. Chatra Press, largest lo- 
cal agency in Thailand with a staff 


of 40, handles local, national and 
international accounts, and 
member of the Asian Advertising 
Assn. Chatrasobhon Svasti, agency 


manager, will represent Chatra in| 


AAAN operations. 


Singer Joins Miami Agency 

Harry Singer has been named 
head of a new marketing and mer- 
chandising division of Friedlander, 
Roland & Bodee, Miami. He for- 
merly was advertising manager of 
the New York Daily Mirror. 


see what the “az227ly Weekly 


adds to your coverage picture for 1959 


d merchandising support. FAMILY WEEKLY readers live : 
within easy shopping distance of the heart of the market | 


FAMILY WEEKLY MAGAZINE, Inc. 


153 NORTH MICHIGAN AVENUE, CHICAGO 1 
Leonard $. Davidow. President and Publisher 


Advertising in FAMILY WEEKLY gets top exposure in 
4,451,698 homes where in most cases it is the only Sunday 
magazine received. An average of NINE out of ten families 
in 177 cities—and an average of 60% or more of all 
families in 552 counties (where its coverage is 20% or more) 
—read FAMILY WEEKLY each week. 


NEW YORK 22: 405 Pork Avenve * DETROIT 2: 3-223 General Motors Bldg. * CLEVELAND 15: 604 Hanna Building 
LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 


SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 33 Post Street « MIAMI 32: J. Bernard Cashion, Chamber of Commerce Building 


4¢ 


Worthington Co., 


is a) 


Regional Wholesaler, 
Starts Trade Push 


CLEVELAND, Oct. 7—Geo. Worth- 
ington Co., regional hardware 
wholesaler with headquarters here, 
will inaugurate a trade publication 
program in November. Worthing- 
ton, founded in 1829, has never be- 
fore used publication advertising 
except for occasional anniversary 
or special event ads. 

“The new campaign is designed 
to acquaint retail hardware dealers 
with the broad extent of Worthing- 
ton operations and to influence 
them to make increased use of our 
143 field representatives,” accord- 
ing to W. D. Campbell, vp and di- 
rector of sales. “The decision to use 
publication advertising for this 
purpose is the result of a compre- 
hensive survey which conclusively 
proved it is the most effective 
available medium,” Mr. Campbell 
said. 


® The first ad, headed “What’s 
New?” will appear in Hardware 
Age and Hardware Retailer in 
November. It will explain how 
Worthington’s merchandise buyers 
seek out and promote new prod- 
ucts. The company stocks and dis- 
tributes more than 40,000 indi- 
vidual hardware products, Mr. 
Campbell stated. 

Palm & Patterson, Cleveland, is 
the agency. # 


Pair Inc., Researcher, Opens 

Pair Inc., a new market research 
company that will “pair” scienti- 
fic minds and computers to broad- 
en the scope of marketing studies, 
has opened offices at 9615 Brighton 
Way, Beverly Hills, Cal. Founders 
of the company are Dr. Max 
Sheanin, who is president and di- 
rector of psychological research; 
Dr. Arthur Lerner, board chair- 
man; Dr. Stuart W. Hyde, vp and 
communications director, and 
Frank J. Bates, vp and merchan- 
dising research director. 


Angostura Sets Ist TV Drive 
Angostura-Wupperman Corp., 
Elmhurst, N. Y., will enter tv for 
the first time Oct. 20 with an 
eight-week spot campaign in four 
major markets. The drive will use 
minutes and 20-second announce- 


|ments in New York, Los Angeles, 
| San Francisco and Chicago. Foote, 
|Cone & Belding is the agency. 


If You're In Electronics, Communications 


Manufacture 


Electronic purchases by the military have 
reached a whopping $3.9 billion. Smaller 
producers of electronic speciality items 
are in a stronger position for they deal 
more and more directly with the prime 
contractor. Uncle Sam is issuing more 
direct contracts and is broadening his 
base of suppliers in the electronics field. 

10,000 primary defense buyers and sub- 
contractors need the facts about the elec- 
tronics, communications and photographic 
gear you sell. They read SIGNAL, the 
official publication of the Armed Forces 
Communications and Electronics Associa- 
tion. You have 12 opportunities a year to 
sell them in SIGNAL. Get the low page 
rates and the details from 


SIGNAL 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 West 45th St, New Yerk 36, &. Y. 
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Education Aid Book Out the development of selective coop- | Business Paper Ad 


“Hand in Hand,” a book tracing | |erative educational programs, has| 


|been published by Gordon & Co., s . : the evelgnty 
Medford, Mass. ($10). It is edited Voluine Rises; Still aw) O / 


DO YOU WANT THE ACCOUNT? | by Alfred L. Dowden and authored | ‘Trails 57, ‘IM’ Says | deh: 
. . . Reach for BRAD-VERN’S! j}by a committee of engineers and | : 
Over 10,000 reconstructed ad schedules educators, with Prof. Eugene! CHICAGO, Oct. 7—Sharply re-| 
In "58 BLUE BOOK of Business Pauper Ad- Wheelock Boehne, administrator | versing what has been a consistent | 
vertisers, 50,000 more available to sub- || of the cooperative course in elec- | downward trend in monthly adver- | 


— -~ H. Van Diver, Sr., Woolford, ma. || trical engineering at Massachusetts | tising volume, the nation’s business 
Phone: Cambridge 171 or 2980 | Institute of Technology, as advis-| publications—except for those in| -— 
jer. |the product news group—posted a) He makes decisions. 


healthy upturn in totals reached | fe acts, And when he does 
|during September, compared with | somebody makes a sale. 

| those recorded in August. Over-all | soli him where 
volume, however, still trails last | he'll see yOu... 


:. Ow “ : year’s figures. udited b 
* Fu : é : Totals at the end of Septem- _ in publications a y 
“changes its name Rie ber, 1958, show a drop of 11.3% 


142,490 pages) from the volume 


7 reached at the end of the first nine 
months of 1957. Total pages for the 
month of September were 12.1% 


(5,505) below the same month last, + 


7 popes tet --yrrodroon —~ 
En ineer! | oo ee year. These figures represent the | s22.lrwWunces nes a coam sus snnures you 
Pa pie aes combined volume Of MOTE thaM | Wine directes te ne man who mares or influences 


HE IS—A_ teaser 
campaign, start- 
ing with a “Who 
is HE” ad, cul- 
minates in this 
“answer” in a 
promotion by the 
Canadian Circu- 
lations Audit 
Board. The small- 
budget ($2,200) 
campaign runs 
weekly in Mar- 
keting and in ev- 
ery other issue of 
Canadian Adver- 
tising. 


c 320 business publications reported| *°"""*"""""" 
AN INDUSTRIAL PUBLISHING CORPORATION : eae monthly in Industrial Marketing. What do you want him 
ans HURON ROAD © CLEVELAND 15, OHIO | Product news publications, con-| '% buy from you? 


_— 


tinuing the slide started last June,|September, compared with Sep- 


SOUTH BEND, INDIANA | hit an all-year low. They are down tember, '57. The group recorded a 
WwW © BT- T : ; is 11.4% from the volume achieved | 0.7% (215 page) decrease from the 
DOMINANT ATION lin’ September, 1957. For the year) year-to-date volume reported at 
2 ; ee |to date, this group has dropped | the end of September, 1957. = 
— PRIMARY COVERAGE— only 4.8% (1,083 units) from last 
752,580 TV VIEWERS IN hae he as ~ Ree eee Canners’ Sales Study Out 
: i. xport publications show al : . 
PROSPEROUS MICHIANA 16.5%  (86-page) decrease from | A year to year consistency in 


retail sales of canned goods has 
| their September, 1957, volume. The | been noted in A seancodle Patterns 


' classification’s year-to-date per-| 1957,” a 44- i nr ate 

: -page study of sales 

; : joustage dip for °58 is 6.7% —a 789-| published by the National Canners 

Here Ss How cs wee OSS. | Assn. The report also noted a uni- 

| \= As a group, industrial publica-| Month, with differences in most 

WSBT-TV DELIVERS ates bee Rare anne cag byte im bans not exceeding 3%. Copies of 
4 coat: ai a eee be ride *” the study are available from the 

pag y' per | association, 1133 20th St., N. W., 


: . | centage dip of 13.6%, representing 
the South Bend-Elkhart es 'a 35,270- the toes. | Washington. 


| Publications in the trade group 


TV A di : ‘dropped 8.8% (532 pages) in Sep-| Gayer Joins Cambridge Agency 

U 1ience |tember and were down 10.1% Marilyn Gayer, formerly with 

eas (5,133 pages) from the 1957 nine- | Badger & Browning & Parcher, 

aenan | month total of 50,546 pages. | Boston, has joined the media-traf- 

- | Class publications were down fic department of Eddy-Rucker- 
a TOP RATED 50 TV PROGRAMS IN Ee 1. 1% (44 pages) for the month of Nickels Co., Cambridge, Mass. 


SOUTH BEND—ELKHART MARKET 


ieiwwessuc::. 4. |. Mit-42,927- Families 


STATION A * The Top 7 programs 


me sce with AVERAGE INCOME 
of 515,461" , 


with the HOLLISTER GROUP * 
\& EVANSTON 


GLENCOE 


STATION B 
4 PROGRAMS 


ae og ARB Ratings—June 17-23 


No other station or combination of stations comes 
close to WSBT-TV in the number of top-rated shows 


carried. Further proof of this overwhelming viewer os | : « 2,900 (vewsy REVIEW! 
preference is the fact that WSBT-TV's 10 P.M. news | | NORTHBROOK (ser)| 150 ae 
broadcast is one of the highest-rated local or national - | *3,210 Published every Thurs. ai | 
newscasts in the Nation! .. . You're paying for audi- es e 3 1651 
ence—get it with WSBT-TV. Ask your Raymer man for |e OCCUPIED DWELLING WINNETKA \\ Sits. 
: ‘ ; : | Unit Figures . </ ° sit 
details or write to this station. : ren ents xX »: - 
x |: See ieee (MORTHFIELD| Cura®™ Sa | 
*15 counties in Northern Indiana and “Getrag toed 08. 0008 
Southern Michigan. UHF set count, 209,050 | 
—3.6 persons per family. mi 4 
@ 3,790 ; } 
‘ GLENVIEW 
‘ 
= RATES (Per Line) " | 
seuvil EVANSTON REVIEW................. 
. | , Sees for 
BEN D, ,. 5) | |) eee a . 
IND. 1 { Gee OE 58.8 8s eee eee \ a 
GLENVIEW ANNOUNCEMENTS h os 
-Aetopoaedes NORTHBROOK STAR... ; 
Lloyd Hollister, Inc. = 
HOLLISTER GROUP (5 PAPERS) wee sas Geaiedl Avo, Us 
ALL 6 PAPERS ee Te, ee Wilmette, tl. . ; 
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| T you sell 


NG PRODUCTS . = sell BCI's 


37.5 billion BIG building market 


Look around you . . . make your own personal survey of today’s BIG building 
activity—the schools, hospitals, office buildings, churches, industrial plants, 
shopping centers, etc., that are springing up on all sides. . . 

in excess of $37.5 billion annually. 


These projects comprise BUILDING CONSTRUCTION ILLUSTRATED'’s 
whopping—and expanding—BIG building market for building products, tools and 
equipment . . . ranging from anti-freezes to air compressors . . . reinforcers to roof 
decks . . . wheelbarrows to window walls . . . flashings to fork lifts. 


Sell your (or your client's) products and equipment to the BIG building teams— 
architects, engineers and contractors—responsible for these projects, through BCI— 

to which they turn consistently for on-the-job information as regards new methods, 
techniques and products essential to the profitable construction of today’s BIG building: 


BCI’s coverage of this BIG building market is so singularly different with its 
exclusive editorial coverage of important BIG building that it is the one magazine in 
America that gives you bigger purchasing power for less money—without thousands 
of waste circulation . . . the only book that specifically covers BIG building 
construction from drawing board to completed structure. 


BUILDING 
CONSTRUCTION 


Mlustrated \rx:oxey sono) 


the Methods Magazine of Industrial, Commercial, 
Institutional and Governmental Building. 


5 South Wabash Ave. e Chicago 3 

Published by Industrial Publications Inc., also publishers of 
Practical Builder, Building Supply News, Brick & Clay Record 
and other leading building industry publications. 


FREE MARKET DATA FOLDER 
Industrial Publications, Inc. 
5 S. Wabash Ave., Chicago 3, Ill. 


Please send new 28 page market data brochure describ- 
ing BUILDING CONSTRUCTION ILLUSTRATED's $37,5 
billion building market. 


MEE tg ater 
Company... 
Address 
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Archbold, O., Becomes ‘Chinatown’ to | 
eT aca | Help LaChoy Mark Completion of Expansion | 


: ARCHBOLD, O., Oct. 7—This vil- | sion program. 
SANTA CLAUS CUTOUTS lage of 2,200 population became| Townsfolk and out-of-town 
“Chinatown, U.S.A.” for a day, as| guests got into the act with coolie 
ML eee ya teeta | LaChoy food products division of hats, sunshades and Chinese cos- 
Re eel Oi Qeee Ok tae, 2 Beatrice Foods Co. last month cel- tumes. An open house at the La- 
: s ms | ebrated the completion of a three-|Choy plant drew more than 6,000 

|year multi-million dollar expan-| visitors. 
The day was official by procla- 
mation of Ohio’s Governor C. Wil- 
liam O’Neill (“I...do hereby des- 


y al ae ad . Pesinss <g . NS YV EN * om . ra 
= 4 |ignate the village of Archbold as 
You, too, Can get We, merchandising ; ‘Chinatown, U.S.A.’...in recog- Moore Muldoon Karnes Boyd 
. * 


M nition of LaChoy food products! |. seuy arneo—Food chain executives joined LaChoy Food Prod- 


oe 


...”) and by a decree by Arch- ret 
BE § ies Seseahs Douslabaae ucts officials in “Chinatown, U.S.A.” festivities. Shown here are 


William G. Karnes, president of Beatrice Foods Co., Chicago; Ed- 
s Signs on all routes entering the| ward M. Muldoon, LaChoy general manager; Paul Moore, manager of 


8 Effective merchandising of any product sparks a specific village were changed to “China-| merchandising, Kroger Co., Toledo, and Robert Boyd, vp-merchan- 
: challenge at The Muncie Star and Muncie Evening Press. | town, USA.” for the day, and dising, Fisher Bros. Co., Cleveland. 

We always strive to give all advertisers a new and different _ | Street banners proclaimed the oc- 
merchandising angle to assure the success of each particular i [Saat See Sireotan: varetars to the 
“er . : pi peng . ' | plant. Store fronts were appropri- 

advertising campaign. Try the MONEY-MAKING MUNCIE ° | ately decorated. 
MARKET for positive results. : The local newspaper, the Arch- 
3 * | bold Buckeye, published a special 
; : é 26-page edition, the largest in its 
ib nitheee 53-year history, in honor of the 
hk * MUNCIE EVENING PRESS |event. Radio stations also boosted 

2s ote | the celebration. 
MUNCIE, INDIANA 4 | LaChoy passed out more than 
Notional Representatives: Kelly-Smith Company ’ | 30,000 souvenirs, including orchids, 

oe 


chopsticks, scuffs, scarves, recipe 
booklets, giant balloons, coolie hats 
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McDaniel P. Taylor T. Taylor 
ADDED CHARM—Archbold residents happily helped LaChoy Food Prod- 
=| ucts in its “Chinatown, U.S.A.” celebration. Shown here are Pamela 
| and Tamara Taylor, twin daughters of Vin Taylor, co-editor of the 
Archbold Buckeye, and Gail McDaniel. 


ue 
—_ 


et ee 


att 
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ita — jumbo pencils. The company | 
me |served chop suey and tea at its William Madill Named VP 

® |open house, plus the old standbys Thompson-Koch, New York, has 
of ice cream, doughnuts, coffee,|appointed William W. Madill vp 
milk and soft drinks. and account supervisor for all 
products of the agency. Formerly 
s “The turnout was more than/| product advertising manager at 
double our expectations,” said Ed-| Economics Laboratory, Mr. Madill 
ward M. Muldoon, LaChoy general! joined the agency last year as an 
manager. + account executive. 


BOATING IS BIG BUSINESS 


5 ywooMmy2 
|. BOATING INDUSTRY 


roe 
Stee? 


T. A. YELLOWLEES 


Canadian Regional Vice-President 
N.LA.A 


“Business Papers...important Influence 
on Purchasing” 

T. A. Yellowlees believes “. . . we must read our business paper 

editorial and advertising content to keep ahead . . . because 


to-day, product planning and productivity are both working to 
change our times with such rapidity . . .” 


For nearly 30 years, 

THE BoatinG INpustry (For The Trade Only) has been 
reaching the widest and most lucrative market for any product 
that has to do with pleasure and small commercial boating. 


This is the statement by the Canadian Regional Vice-President of : 
the National Industrial Advertisers Association. He added, in his : | THE Boatine INbustry is the only 
role as Manager Advertising and Sales Promotion, Canadian Gen- ; ; BPA-audited and circulation-controlled trade 
eral Electric Motor and Control Department, “I believe business " | publication devoted to all segments of the market —inboard 

q and outboard—distributors, jobbers, dealers, boat 


papers are an important influence on purchasing in most industries 


tifedinn cue caine”, builders, yard and —— — so a architects 
eT — . and govern . 
shes Hie (raed CE <4 es: on. a8. eo aoa oe ’ Baye Ba! government purchasing agents 
. Hi. TETRA Bit wea She FE That’s one reason why THE BoatTinG INpusTRY can boast more 


4 sath advertising pages than any other publication in the field. 


d 4 : ° re) 4 Write for the 16 page statistical folder on 
i BUSINESS NEWSPAPER ASSOCIATION OF CANADA ie Seenig eran snd He: gone. 
s 137 Wellington St. W., Toronto, Ont. , —_ 
i * «+. circulation independently audited . . . editorial to highest i + | GD 
; : ethical standards, 
+4 2 ° : 
a TT oT | ING INDUSTRY 
ues bee jet $oh it hee bs) ‘ | 
\ ie Oa Teen aaa) jap | FOR THE TRADE ONLY 
ene Bu iaipetneass fT CRT oi b5 gt tatenmi teh Liha} Yee TR HS Heat : ; ‘Sees 
ean SE ay a Rie rede a2 Sod ad egtate sate e UPS EA eee Bi rae Asls Sh vest Ge sis. EP EHS ST. JOSEPH, MICHIGAN 


Mae ay ef Oy ay, ete nl bd 
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Best Seller in AKRON because: 


It is a formidable coalition 


of magazine prestige and color, 


newspaper penetration 


and selectivity 


the EXTRA dimension — 
of great newspapers... : 


LOCALLY EDITED GRAVURE MAGAZINES 


Akron Beacon Journal . Denver Post Louisville Courier-Journal Phoenix Arizona Republic 
Atlanta Journal and Constitution Houston Chronicle Newark News St. Louis Globe Democrat 
Columbus Dispatch Indianapolis Star Times Picayune, Dixie Roto Toledo Blade 


12 of the best of the 52 Home Edited, Gravure Magazines by which you can reach any part or ali of the nation. 
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THERE'S A NEW WAY 
TO SELL CAMERAS TODAY... 


POLAROID CORP. and agency, Doyle Dane 
Bernbach, Inc., use superb photography to sell 
cameras. In itselj/, nota revolutionary concept 
.-. ut photo-fast message and product-in-action 
(taking, developing and printing pictures in sec- 
onds) makes the difference . ... and sells 
Polaroid® Land Cameras! 


, 
PG acl / 


YOU ARE LOOKING a: an enlargement of an actual 60-second Polaroid” and the over-all delicacy of tone. Today's Polaron Land Camera not only gives 
Land picture. It was taken with the remarkable new panchromatic Polaroid you finished pictures in 00 se —but pictures of astonishing quahty 
Land Film. Notice the critical sharpness, especially around the clown's chin, You can own « Polaroid Land Camers for as little as $72.75, or $1.50 a week. 
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There’s a new way to sell cameras, food products, 
aluminum and many other things today. Now, too, a new way 
to sell your product to the Chemical Process Industries... 


{ ‘lomorrow 
in today’s CPI selling! 


a Everybody’s talking about the “net profit squeeze” .. . Po tater sent 
ee you'll be hearing more. Pay heed — because you can do 
the most to help “unsqueeze” them. 


After all, showing customers how to cut costs is your 
dish . . . and now the pressure’s on, this is your chance 
to really stand out from the crowd. For never have 
economy and performance been so important . . . never 
have product “benefits” meant so much. But be sure 
you do your hard selling where the pay-off comes high 
... up with CPI-Management! 


The new way to sell the Chemical Process Industries 
today is to concentrate your “communications” on the 
men who concentrate on cost-cutting. Many men are 
concerned with machines and materials — but “manage- 
ment,” remember, is always synonymous with “money.” 
That means spending money to save money in every 
major function of the business . . . both “technical and 


non-technical” . . . in production and plant operations, | : 
design and construction, research and development, sales CP M anagement 
and purchasing — right up to top administration, in 


And CPI-Management has its synonym in a business 


magazine, too — CHEMICAL WEEK. It mirrors the realis- A McGraw-Hill Publication 


tic management attitude — the fast news “clip,” the high McGraw-Hill Butlding . 
: To . ” : ee 

weekly f requency, the wide range of “intelligence.” It New York 38, 6 Y. o 

moves so fast, it starts reporting right on the front cover. ‘ 

Everything about CHemicaL WEEK makes sense for you (ABC-ABP) 


and your advertising . . . it’s the one extra push your 
program needs to put the TOUCH OF TOMORROW in 
today’s CPI selling. 
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Fresh Touch Is 
Needed in Movie 
Ads, Says Wald 


Los ANGELES, Oct. 7—In the mo- 
tion picture industry the big threat 
of the future is not assembly-line 
production, but assembly-line sell- 
ing, producer Jerry Wald asserted | 
here last week, on the occasion of | 
his 25th anniversary in motion pic- 
ture making. 

Mr. Wald, now an independent 
producer, releasing through 20th 
Century-Fox, is current president 
of the Motion Picture Industry 
Council. 

The promotion of automobiles, | 
telephones, soaps and other prod-| 
ucts has been continually improved | 
over the past 25 years, but the mo- 
tion picture industry has stood) 
still in its merchandising tech-| 
niques, he said. 

“While other merchandisers are 
continually devising and trying 
new ad approaches, we tend to} 
stick to the orthodox, and that ap- 
proach is fast losing its effective-/ 
ness,” he said. “In time. people 
develop a resistanee to certain 
selling methods, 10 matter how ef- 
fective they may have been orig- | 
inally.” 


® Pointing to the use of the the- 


ater trailer—the “Coming next, 
week” pitch—Mr. Wald said, “In 
form or content this has not 


changed in three decades. It is just 
possible a new concept here might 
be tremendously effective. The 
same thing carries over into movie 
ad spots on television.” 

Mr. Wald thinks the industry 
should explore the potential of ad- 
vertising media aimed at small but 
influential population segments. 
Specifically, he said, these seg- 
ments are school teachers, civic of- 
ficials and social and cultural 
leaders, whose approval of a pic- 
ture “means more hard cash at the 
box office.” 

He reported he is now sending 
out approximately 1,000 letters a 
week to such people. It is always, 
he said, obvious that to be effective, 
these letters must be backed up 
with ads to cinch the sale. 

“However, the specialized ad 
media get little or no attention in 
most Hollywood movie ad cam- 
paigns,” he added. 


s Mr. Wald said there is another 
field the Broadway stage has tak- 
en over, but which Hollywood is 
now beginning to consider. This, 
he said, is the use of an ad symbol 
which is direct, simple, unmistak- 
able and easily recognizable to| 
identify a production. He cited the 
Peter Arno drawing of the girl in 
pajama tops for “Pajama Game,” 
and the cartoon of Marty in a tele- 
phone booth, which appeared in all 
ads for “Marty.” 


Gateway to 
the MOON 


We dominate at 
Cape Canaveral 
[Moon Missile 
Base| in Brevard 
and in four other 


CAPE 
CANAVERAL 


Florida counties 
where we outsell 
Miami, Jax and 


Tampa papers 5 
to 1, 


Canaveral _ABC 
spends 124 million City Zone 
$ a year. 171,168 


Orlando Sentinel-Star 


ASK BRANHAM™ 


Advertising Age, October 13, 1958 


Mr. Wald revealed he is trying; hopes for a fresh, imaginative, and | in the theatrical trade publications, ; be convinced. 


his hand at a number of new ap- 
proaches. Some have been used on 


|his current releases, which include 


“Peyton Place,” “Long Hot Sum- 
mer,” “An Affair to Remember,” 
“No Down Payment,” and “Kiss 
Them For Me.” He said he has 


_ been working with the art depart- | 
|ment at the University of Califor-/| plus at the box office, he said. 


nia at Los Angeles, where he is 
sponsoring a competition for ads 
to be used in promoting his new- 


est release, “Sound of Fury.” He| 


|new approach, he said. to create excitement among the Ads in these campaigns, he said, 
In his opinion, the selling of a| people who are responsible for|were built to break away from 
movie should begin when the book | selling movies. Mr. Wald has had | “orthodoxy.” Formats tried in- 
for its story is purchased, although some problems in getting support|cluded top and bottom strips on 
this could be two years before the | for this idea. Currently he is em-| spreads; ads on the bottom half of 
movie is released. If a book can be | broiled in a dispute with 20th Cen-| spreads; a series of small ads run- 
promoted and publicized onto the|tury-Fox as to who will pay the|ning throughout a publication; a 
“best-seller” list, this results in a/ bills for $187,000 of such advertis-|series of ads, each complete, but 
ing he has done for pictures re- | containing an over-all sell when 

leased through the studio. Mr./read in sequence. 
®s Pre-selling of the movie should| Wald feels such advertising is Mr. Wald admits the mere shape 
begin when production starts. This | properly a sales and distribution | of an ad does not lead to any “tre- 
phase of the campaign is basically | expense, but the studio remains to|mendous break-through.” But he 
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feels it is at least a start toward in- l 
creasing advertising effectiveness. | 
In the meantime, he said, “I am| 
open to any possible suggestions for 
improving the effectiveness of mo- 
tion picture advertising.” + 


Spanish Almanac Planned 

El Diario de Nueva York, Span- 
ish-language daily, will publish a 
400-page almanac in Spanish this 
fall. Stanley Ross, editor and asso- 
ciate publisher, said the almanac 


Almanac,” except that the empha- l Pacific Area Travel 


sis will be on Latin American af- 
fairs and the Spanish-speaking 
community in the U. S. Some 30,- 
000 copies will be distributed in the 
U. S. It will retail for $1.25. 


Equity Annuity Names Gamble 

Equity Annuity Agency, Wash- 
ington, the military agency exclu- 
sively for Equity Annuity Life In- 
surance Co., has named Robert M. 


‘Boosted in First 

= 
‘Consumer Campaign 
| vertising campaign aimed at pro- 
moting the Pacific, both to con- 
sumers and to travel agents, gets 
under way with a full-page, four- 
color ad in the November issue of 


SAN FRANcIsco, Oct. 7—An ad-| 


| by the Pacific Area Travel Assn. 
| (AA, March 17), with headquar- 
ters here. The ad will encompass 
the whole Pacific area and include 
a stylized map showing all coun- 
| tries belonging to PATA, as the} 

association is known. It’s the asso- 
| ciation’s first consumer promotion. 


lowed by a two-thirds page ad in| 


= The November ad will be fol- |’ 
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Sunset 


Gamble Jr. Inc., Washington, to | Sunset Magazine. 


will be patterned after the “World |handle its advertising. The campaign will be handled Magazine and The New 


IDEAS OF 474 ADVERTISERS, 239 AGENCIES! 


HERE 


YOURS FREE—IF YOU BUY MEDIA, WRITE COPY, 
DIRECT A BUSINESS ADVERTISING ACCOUNT, OR 
PLAN SALES STRATEGY FOR THE EXECUTIVE MARKET 


The 1958 edition of the famous Wall Street Journal ‘Advertising Composite” is 
off the press. It can start helping you immediately. 

In addition to actual reproductions of the advertisements—a wealth of copy and 
design techniques — which are bringing concrete response from America’s foremost 
executive audience, you'll find: 


A 116-Page Illustrated Compilation 
of Some of the Best Advertising 
m= Being Done in the Business Field! 


Suggestions on how to cover Advice on how you can retain 


all or part of the national busi- 


i 


your national advertising—despite rapidly- 


firm day-to-day control over 
ness market ... with minimum waste and 
maximum speed, impact and economy. changing price, product and marketing sit- 


uations. 


Representative comments 


2 Practical proof on how your ( 
frore-ixtipartial advertisers re- 


advertising can dominate in 


a 


ee Dip neencnt tlh gps heals + pane on actual advertising results 
have a giant budget. ... and much othef Vvatuable information. 
ee 


To Get Your Copy: Call your nearest Wall Street Journal advertising office— 
one in each of 20 principal cities or write: 

THE WALL STREET JOURNAL 

44 Broad Street, New York 4, N. Y. 

Please send me a copy of your 1958 Advertising Composite. 


NAME POSITION 
COMPANY 
ADDRESS CITY ZONE STATE 
ee 


two colors in both Holiday and| ae 
Saturday Review in December and Tries . 


Ageless World of lafinite Variety 


T 
& 


PACIFIC TRAVEL—The Pacific Area 
Travel Assn. will use this ad in 
| Sunset to kick off its 1958-59 cam- 
| paign. Campbell-Ewald, San Fran- 
cisco, is the agency. 


Yorker in January. 

| In February, a “junior” page 
will be used in Holiday as a 
“spearhead advertisement” for 
| 1959 and will be followed by two- 
| thirds page ads in all four maga- 


zines. In May a full-page four- 
l caliae ad will run in The New 
Yorker. 


The program will be announced 
| to the trade with two full-page ads 
in October or November issues of 
ASTA Travel News, Travel Agent, 
Travel Trade, Travel Items and Pa- 
| cific Travel News. This will be fol- 
|lowed by a consistent trade-level 
campaign throughout the rest of 
1958 and into 1959. 

Sales promotion materials will 
| be made available to travel agents 
| so they may tie in with the promo- 
| tion. Included will be a large four- 
|color map of the area; small “trip 
|planning” maps bound in tablets, 
|newspaper mats and _ suggested 
|layout, radio and tv scripts, press 
| kits and travel folders. + 


| National Vulcanized Ups Brown 

William H. Brown, advertising 
manager of National Vulcanized 
Fibre Co., Wilmington, Del., has 
been named manager of the com- 
pany’s new marketing department. 
|In addition to advertising, product 
| publicity, sates promotion and pub- 
| lic relations functions, the market- 
jing department will include all 
| phases of market research, market 
analysis and market development. 


\ rid 
\rie 


LEADERSHIP 


The Buffalo Courier-Express 
leads in overall advertising 
linage in 16 local and 20 
national classifications—and 
in 8 others combining space 
of both types. 

ROP Color available both daily 
and Sunday 

Member: Metro Sunday Comics 
and Sunday Magazine Net- 
works 


Buffalo Courier-Express 


Western New York's Only Morning 
and Sunday Newspaper 
Representatives 
ScoLaro, Meeker & ScoTr 
Pacific Coast : 
Dorie & HAWLEY 
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froro flip-overs to films 


/ from copy planning to production 
one call for all! © EXHIBITS & DISPLAYS 


from creation to production 


© POINT-OF-SALE MATERIAL 


visual communications specialists 


We are Masters of all Visual Communication 
Techniques, fully staffed with creative consultants 
and with complete facilities 
(all within one shop) 
to do any job for you 
in the visual selling field! 


call us... for results 


CREATIVE ART STUDIO - SILKSCREEN 
TYPE & LETTERPRESS - BOOK BINDING 
CHARTS & MAPS - EXHIBITS & DISPLAYS 


304 east 45th street, 
New York 17,N. Y 
MUrray Hill 3-8215 


Gillen Joins Hazel Bishop 

| Robert J. Gillen Jr. has joined 
Hazel Bishop Inc., New York, as 
station relations manager, coordi- 
nator of advertising and merchan- 
dising. He was with J. M. Mathes 
Inc. on the Northam Warren and 
| Economic Laboratories accounts. 


Crossett Names Fitzgerald 

| Fitzgerald Advertising Agency, 
New Orleans, has been appointed 
to handle advertising for Crossett 
Lumber Co., a division of the Cros- 
sett Co., Crossett, Ark., effective 
Jan. 1. Fitzgerald also handles the 
Crossett Chemical Co. division. 


Sartorius Returns to Topics 

Robert B. Sartorius has _ re- 
turned from a leave of absence to 
a post as special staff assistant to 
|management at Topics Publishing 
|Co., New York. 


'$250 Pen Set Tops 


Parker's Yule Line 


| 

JANESVILLE, WIs., Oct. 7—A $250 
item is included in the line to be 
|promoted by Parker Pen Co. for 
| Christmas. The plush gift is a sol- 
|id gold pen and pencil set “pack- 
|aged” in a sterling silver cigaret 
| case. 
| Also in the luxury class—but 
/comparatively minor-league—is 
|Parker’s gold Minim ball point 
| pen which sells for a mere $25. 
|Items in the pen company’s desk 
set line run from $7.50 to $32.50. 


|@ Parker has never before re- 
|leased such a profusion of gift 
| products at one time, according to 
John G. Mack, assistant vp in 
charge of domestic sales. 

The line includes new feminine 
| ball point pens—the Princess line 


a 
te) 


y 


The above could very well be the conversation 
between two government clerks. They’d be 
discussing the handling of responses to a new 
Food Guide to Better Eating offered by the 
U. S. Dept. of Agriculture. The offer was nation- 
wide, but 40% of the response came from 
Michigan. WJR was the only station tn the 
Dotrvit-Great Lakes area to carry the offer—so 
WJR was given credit for the results. Proof that 
folks not only listen to WJR, but act on what 
they hear. And here’s the real clincher. WJR made 


ie ae a 


WIR 


ll take the Michigan mail, 


you take the rest of the country! 


the om: e» 4 Sunday at 6:30 in the morning! 


Wouldn’t you like the sinyic 


radio station that 


almost matched ¢ie rest of the country in pulling 
power ¢O give your product a running start on 
competition? It can be arranged. Just call your 
nearest Henry I. Christal representative. He will 


show you that this is just one 


example of WJR’s 


influence. Better yet, he’ll show you why WJR is 
the No. 1 station in the Detroit-Great Lakes area 
—the country’s fifth richest market. 


DETROIT 


000 WATTS CBS 


Radio Programs with Adult Appeal 


Alfred Politz Research, 


73 


Inc. discovered that WJR has more 


listeners in the age groups controlling 80% of the purchasing 


power than the next six Detroit radio stations combined! 


— 2 
eg til eee ee 
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PLUSH—Parker Pen Co. will use this 
color page to promote its new Mi- 
nim for Christmas. 


—which don’t have clips. 

It includes the new Minim pens, 

| which are only %” longer than 
| the ink cartridge, and a new ball 
|point pen called the VIP which 
| sells for $5 to $12.50. 
Another new item is Parker’s 
| line of ceramic desk pen sets with 
‘complementary ash trays and 
planters. 

Ad plans include Look, Dec. 9, 
|for the Princess Jotter. For the 
|new Minim, Parker will use a col- 
lor page in The New Yorker, Nov. 
29, and in December issues of 
| Harper’s Bazaar, Sunset Magazine 
|and Vogue. 

Parker will use tv spots and 
Reader’s Digest to promote the Jot- 
ter, color pages in RD and The Sat- 
urday Evening Post for the Parker 
61. 

Tatham-Laird, Chicago, 
agency. = 


is the 


Goodman Joins Mannequin 
Stanley Goodman, formerly vp 
of Daniel & Charles, has joined 
Mannequin Shoes, New York, a di- 
vision of General Shoe Corp., as 
|vp in charge of sales, advertising 
| and public relations, effective Nov. 
| 1. He succeeds Alan Ornstein, sales 
manager, who has been advanced 
/to merchandise manager. Mr. 
|Goodman also becomes a member 
‘of the board of directors. eo 
| French Names Seisel Co. 
| French & Co., New York antique 
dealer, has appointed Harold J. 
Seisel Co. to handle its advertising. 
The company previously advertised 
direct. 


)BRIGHT...BRIGHTER...BRIGHTEST ! 


Colors... 
- 
color jobs ever 
on P.0.P. material . . . conducted thorough 
© “Color Card” Brochure: swatches and technical data. 


the choice for 

run in the United 

comparison studies and then selected BOLD 
@ Design Article: expert advice on art and copy techniques. 


® 

Ie 

: Fluorescent 

Screen Process 

2 of the 

biggest 

fluorescent 

States and Canada! 

Two of the world’s largest oil companies . . . 

spending hundreds of thousands of dollars 

over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 

© Newsletter: cost and use trends in the fluorescent field, 

CONSULT YOUR SILK SCREEN PRINTER 

Specify BOLD “For all your bright ideas” 
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ALCOA sells the owner-executive 


in Nation’s Business 


Aluminum Company of America advertises the use of Gilmore-Nolan’s 
Green Alumizol® paint not only to help Alcoa, but to benefit the manu- 
facturers of aluminum paint and their dealers all over America. To tell 
the advantages of colored aluminum paint for protection, long wear, 
beauty, this famous company uses full color, full page ads in Nation’s 
Business . . . the magazine that is edited for the owner-executive. The vast 
majority of Nation’s Business subscribers are opinion leaders in their 
companies and opinion leaders in their communities. 

To sell new ideas—to get action—for building and maintenance mate- 
rials, data processing, transportation, communications, insurance, or any 
other product or service, it pays to reach the owner-executives. These men 
are important and influential as employers, civic planners, local leaders, 


A good example of the Nation's Business owner- 
executive reader is given in the news clipping on the 
right. When Kendallville, Ind. (population 6119), 
built a new 500,000-gallon water tank last spring, 
city engineers planned as a matter of routine to pro- 
tect the structure with aluminum paint—in the 
traditional silver color. 


One of Kendallville’s leading citizens, Ralph King, 
Jr., chairman of the City Council's Board of Works, 
spoke up and broke the tradition. He told Board 
members about an ad which impressed him in 
Nation's Business, an ad featuring Alcoa Pigment in 
green aluminum paint to make water tanks more 


[City Breaks Tradition; 


KENDALLVILLE, IND., NEWS-SUN 
Circ. D. 3,467 


MAY 20 1958 


Will Paint New Water 
Tower A Restful Green 


Kendallville is breaking a tra- 
dition, 

Like many other cities with new 
water towers, Kendallville was 
faced with following the pattern 
of painting the new 500,000 gallon 
tank on Krueger street the tra- 
ditional silver aluminum color, 
This was true until Ralph King, 
Jr.. chairman ot the council's 
board of works, happen to read of 
a new development in the tank 
painting field ‘n “Nation's Busi- 
ness” magazine. 

Mayor Andrew Milnar, working 
with Councilman King and others, 
have obtained engineering approv- 
al to have the new tank painted 
with a new tinted aluminum paint 
in a restful green harmonizing co- 
lor, to blend in with the country- 
side rather than setting it up as 
a “sore thumb” appearing mon- 
ster. 

The new tinted aluminum paint 
has been approved by the New 
York City Authority for use on all 
elevated structures in the City of 
New York. The Pittsburgh-Des 
Moines Steel Co., who erected the 
tank here, has also approved the 
new color design. 

Work is expected to begin in 
two or three weeks on the paint- 
ing of the tank, expected to take 
three weeks to accomplish. 


. . . 1 
spearheads of industrial and community growth. Sell these men of double MORE THAN 750,000 CIRCULATION, ABC 
influence who have a voice in policymaking and purchasing, both on the attractive in the community. The result of this 19% executives of business-members of the National Cham- 
job and off the job! reader action was a $4500 sale! ber of Commerce and 90% other business and industrial leaders. 


ACTION IN BUSINESS (and in the community) results when you advertise in NATION’S BUSINESS 
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“BUSINESS ADVERTISING 
GETS NEWS TO MARKET 
IN A HURRYI” 


¥ Ola e ne eer magi YAY A 


‘*New lighting developments are always interesting news to our 
customers and prospects,” reports Ralph Humbert, Marketing 
Manager, Large Lamp Department of General Electric. ‘‘Adver- 
tising in leading business publications makes it possible for us to 
broadcast the news in a hurry. This is why we consider business 
advertising to be a vital component in our total marketing program. 


“A case in point: We used business publications to announce 
our new General Electric Power-Groove Fluorescent lamps, and we 
continue to advertise in these same publications because of their 
sales power. Business advertising works right along with our selling 
force . . . paving the way for sales.” 


IF WHAT YOU MAKE OR SELL is bought by business 
and industry, you can “‘mechanize” your selling by concentrating 
your advertising in the McGraw-Hill publications serving your 
markets. This will result in pinpointing the greatest number of your 
prime prospects at lowest cost. You talk their language while they’re 
in a business mood . . . give your salesmen more time to make 
specific proposals and close sales. 


McGRAW-HILL PUBLICATIONS 


AR McGraw-Hill Publishing Company, Incorporated js 
330 West 42nd Street, New York 36, N.Y. ®. 


6 STEPS TO 
SUCCESSFUL 
SELLING 
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| Stenographer Sues Goodrich 
Over ‘Smileage’ Ad Theme 

A 70-year old Milwaukee public 
stenographer has filed a $75,000 
suit against B. F. Goodrich Co., 
Akron, in federal court in Milwau- 
kee over Goodrich’s use of the term 
“smileage” in its advertising. Mrs. 
Sadie B. Ginzburger claimed in the 


Gives Graphic Picture of Your Operations 


The BOARDMASTER Visual Con- 
trol tells you at a Glance how to 
save time and money—prevent r-ix- 
ups and confusion. All facts at 
“eye level.” 

Over 300,000 organizations use 
this simple, flexible tool to get 
things done. Ideal for sales, in- 
ventory, productions, scheduling, 
etc. Type or write on cards, snap 
in grooves. Made of metal. 


Full price 5Q™ with cards 


24-page Iilustrated 
FREE | 200k .er wo. v-300 
Without Obligation 
Write or Call Wisconsin 71-8444 
GRAPHIC SYSTEMS, 55 W. 42nd ST., NEW YORK 36, N. Y. 


four Salesman for More Than 700,000 


(suit that she coined the term and 
had told Goodrich in June, 1954, 
that she had an idea she thought 
the company could use. Goodrich 


asked her to disclose it, she said,| 
and then company officials wrote | 


her that the term was “ingenious” 
and that they might be interested 
in it for future use. 

Mrs. Ginzburger complained that 


the company did not compensate | 


her when it started using the term 
in its advertising last June. A 
|Goodrich patent attorney declared 
| that the term had been used in sev- 


/eral ad campaigns since World War | 


/I and was in the public domain. 


| Lorillard Names Charnas 


Daniel E. Charnas, formerly as- | 


Advertising Age, October 13, 1958 


Learn All Marketing Functions, Not Just 
Yours, Ziegenhagen Urges New Englanders 


Boston, Oct. 7—“The industrial 
advertising manager today must 
not only master his own specialty 
and run his department effective- 
ly, he must also rise above his spe- | 
cialty and develop a_ practical 
grasp of the other marketing func- 
tions with which he must integrate. 

“We must guard against becom- 
ing functional managers only, and 
become marketing men as well, 
pulling together with the market- 


ing team toward those common ob- | 
jectives that serve the customer | 


and the company best.” 
Only in this way, M. E. Ziegen- 


Participation in marketing means 
new creative dimensions. It gives 
us new and almost unlimited room 
for creative activity.” 

Before starting with the “how” 
‘of an advertising campaign, Mr. 
|Ziegenhagen recommended first 
| getting the benefit of factual in- 
|formation, “facts on the over-all 
|competitive standing of the line, 
| facts on price, shipment, service, 
market potential, production ca- 
pacity and profitability. These 
facts,” he said, “will have a re- 
|markable influence on everything 
you do in the advertising depart- 


| sistant media director of Lennen|hagen, advertising and sales pro-|ment. They will make you think 


|& Newell, 


and before that media| motion manager of the Worthing- | in terms of ‘if’ 


and ‘how much’ 


supervisor in the advertising de-|ton Corp., New York, told the New before getting into the mechanics 
| partment of Procter & Gamble, has| England chapter of National In- | of ‘how’.” + 


| joined P. Lorillard Co., New York, 
maker of Kent, Old Gold and New- 
port cigarets, as media director. 
He will serve under Manuel Yellen, 
| Lorillard vp and director of adver- 
_tising. Lennen & Newell is Loril- 
lard’s agency. 
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Put your salesman where he can make the most 
calls at less cost. Buy WSJS-television’s 713,062 
TV sets in 75 Piedmont Counties in 

North Carolina and Virginia. 


WINSTON-SALEM 


why ee 


Greensboro 


Winston-Salem 
for { 
High Point 


AFFILIATE 


Call Headley-Reed 


| dustrial Advertisers Assn. here last | 
week, can the role of the industrial 
advertising manager be made 
“more effective, influential and 
worth while.” 

With the increasing importance | 
of marketing, Mr. Ziegenhagen |! 
said, “I feel that the industrial ad- 
vertising manager will either be 
pulled in closer to the center of 
|management decisions, or he will 
|be pushed further out and away 
| from it. 
| “Whether it is in or out will de- 
pend on how the individual man- 
jager thinks, 
jnow and in the period directly 
ahead. 


|= “The less creative man,” Mr. 
|Ziegenhagen said, “sees all the 


|fragments of knowledge around | 


|him, and usually goes right on 
| seeing them as separate fragments. 
| The creative man, however, works 
|to see these fragments as a part 
|of a whole. He digs for relation- 
|ships. He spots similarities. And 
then he combines them to produce 
| helpful ideas. 

“This creative process is the core 
|of our jobs as creative advertising 
|and sales promotion men. It is also 
| the core of the best marketing op- 
| portunities today and tomorrow. 
| “Full and active participation in 
| marketing teamwork,” he said, 
|“‘will bring more effective direc- 
|tion to our promotional programs 

—direction that will make our cre- 


ativity more effective and useful. | 


organizes and acts| 


|Bulova Watch Details 

| Fall Media Schedules 

| Bulova Watch Co., Flushing, 
|N.Y., has announced the details for 
| its fall media schedules. In addition 
to its previously announced co- 
sponsorship of “Dragnet,” “M- 
Squad” and “The Ed Wynn Show,” 
Bulova has bought additional tv 
time on Garroway’s “Today,” “The 
Jack Paar Show” and “NBC-TV 
Newscast” with Chet Huntley and 
Dave Brinkley. 

Print media will include Ebony, 
Life, Look and The Saturday Eve- 
ning Post. A Christmas mat service, 
displays, direct mail, dealer tv 
and radio services and other sales 
promotion will be offered also. 


Wooton Heads Ad Promotion 

Malcolm B. Wooton Jr. has been 
named advertising promotion man- 
ager of Popular Homecraft, Chi- 
cago. He was formerly assistant 
advertising director of Guns, 
Shooting Goods Retailer, Boat & 
Motor Dealer and Arts & Activi- 
ties. Popular Homecraft also has 
named Irwin J. Lilla production 
manager. 


Stevens Promoted to VP 

George C. Stevens has been pro- 
moted to vp in charge of sales of 
_Transcontinent Television Corp., 
|New York. He has been general 
sales manager. 


‘“‘WORLD’S BEST 


FOR FREE INSPECTION 


Phone Mr. Harold L. Wyman 
WaAtkins 4-6400 OR 


ATTACH THIS AD TO YOUR COMPANY LETTERHEAD AND RETURN 
NOW. No obligation. When you decide to order the 1958 edition, you will 
receive the 1959 edition without further cost! 


PROSPECT LIST”’ 


POOR’S 1958 and 1959 REGISTER 
of DIRECTORS and EXECUTIVES... 


» Plus Hee Geographical Index @ 
ALL FOR THE PRICE OF ONE 


The incomparable Poor’s Register is your key to SELL THE 
MEN WHO MAKE THE “BUY’’ DECISIONS—THE MEN 
WHO RUN AMERICA’S BUSINESS. 


The 1958 edition gives 23,000 corporate 
listings of nationally known companies. 
(3,000 more corporations are being added 
in the 1959 Register.) Shows titles and 
duties of all leading officers and directors, 
technical personnel, traffic managers, pur- 
chasing agents. (218,500 of them in 1958 
Register—247,000 in the 1959 Register.) 
Includes complete case histories of 73,649 
top-flight executives throughout the coun- 
try with their home addresses, educa- 
tional background, year and place of 
birth, interlocking connections. 

Also includes a breakdown of 208 classi- 
fications of industry . «. a products index 
of over 2,500 commodity and service items. 
All information is kept up-to-date through 
supplements. The first and most complete 
National Directory of Executive Per- 
sonnel. Begun in 1928—revised yearly 
ever since. 

The 1959 edition, completely revised, will 
contain many thousands more listings, 
approximate gross annual sales figures for 
a high percentage of companies listed— 
plus new Geographical Index of major 
companies by states and principal cities. 


STANDARD & POOR’S CORPORATION 


World's Largest Statistical and Investment Advisory Organization, Established 1860 
345 Hudson Street, New York 14, N. Y. 4-748 
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THAT’ S WHY 


THE HOUSTON CHRONICLE 
publishes 


— “as 


THIS‘S: DRARMATIQNMIARNNER ee. 714 _ ae PULLING sane BECAUSE 2 
THE NEWSPAPER IN WHICH READERS INVEST THEIR OWN MONEY TO SELL. RENT 


OR TRADE, IS THE SAME NEWSPAPER THEY RELY ON WHEN DOING THEIR 
SHOPPING. 


va ee 


ae “JOHN we JONES, ra 
_ R. W. MCCARTHY, Advertising Director 
ML. GIBBONS, General Adyerteing ther 
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This headline, dear reader, carries no 
implication of excess, or egghead. The 
“we” is not personal but statistical. The 
eggs are merely an index, but significant. 

According to the US Department of 
Agriculture, Americans in 1958 are eating 
44 more eggs per capita than the 1935-39 
av.; also 23 Ibs more of meat, 18 lbs more 
of poultry; plus more cheese, ice cream, 
canned and frozen fruits and vegetables. 

Expected ’58 per capita consumption 
of food is 11 % higher—for 42 million more 
people! And the food is produced by 
1,500,000 fewer farms! 

With the vastly increased market and 
fewer farms, good farmers make money 
even when prices are down. This year farm 
income is up an estimated 19% over 1957 
for the first three quarters of the year. 
Business in farm trading areas has been 
exceptionally buoyant. Farm machinery 
manufacturers have had record sales and 
many are behind demand. The best US 
farmers are anybody’s best prospects for 
more business this year. 

Finding the best farmers is no problem. 
SUCCESSFUL Farminc has rounded up the 
cream of the volume producers of field 
crops and livestock, in a compact package 
of 1,300,000 circulation. Evidence: SF 
farmers in 1957 sold 62% of the hogs, 
47% of the cattle and calves, and have 
40% of the laying hens — are the major 
suppliers of the most wanted food prod- 
ucts. Their estimated average farm cash 


income last year was $10,870 — will be 
higher this year. 

SF families are in the market for modern 
kitchens, more bathrooms, enlarged and 
remodeled houses, central heating, new 
furniture and furnishings, all appliances, 
cars, hi-fi sets, boarding schools, Florida 
vacations, trips to 
Europe, and insurance. 

As a medium for 
selling, SuccESsFUL 
FARMING is tops this 
year. And in its first 11 
1958 issues, 111 new 
advertisers made their bid for more business 
from this choice class market. 


No other major medium approaches 
SUCCESSFUL FARMING in its effectiveness, 
and economy. This magazine for more 
than fifty years has helped the country’s 
best farm families earn more, and live 
better. Every issue makes real contributions 
to their business and their living standards. 
And this magazine enjoys a degree of 
confidence and respect that gets better 
reception and response for your advertising. 

For better business, go where business 
is better! Any SF office can show you. 


Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s 


$1.1 billion for other machinery and equipment, 


(2) big buying power—estimated average 1957 
cash farm income of SF farm families, $10,870 


(3) influence, based on 57 years of service. 


Successful Farming ...Des Moines, New York, Chicago, Detroit, Philadelphia, | 


In agriculture, annual depreciation makes 
a replacement market of $3.9 billion! 
Farmers’ 1957 capital expenditures were: 


$1.4 billion for tractors, trucks, cars, 


$1.6 billion for homes, service buildings, etc. 
Plus $16 billions by farm operators for living expenses | 
— $4 billion food, $256 million furniture! 
Successful Farming with 1,300,000 
of the nation’s best farmers delivers 


(1) rich market, where general media are weak 


Cleveland, Atlanta, San Francisco, Los Angeles, St. Louis, Minneapolis. 


living and tomorrow’s plans. 


Depreciation... big deal! 


Call any SF office for details! 
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THE NATIONAL NEWSPAPER OF MARKETING 


Technical Gains, 
Population Rise 
to Help Farming © 


Food and Fiber Needs 
Will Rise by a Fifth 
in Next Ten Years 


By True D. Morse | 


Under Secretary, U. 8. Department of 
Agriculture, and President, Commodity 
Credit Corp. 

Growing population and rising) 
living standards here and abroad 
coupled with a strong national 
economy will continue to expand 
markets for the products of the 


PRINCIPAL MACHINES ON FARMS 
1940 AND 1958 


TRACTORS 


1940 1.5 MIL. 


1958 GPS GB GS O47 mi. 


| 


Rural ‘Boomlet' .. . 


Farmer Rebounds in ‘58 
to Thwart Recession 


AUTOMOBILES 


1940 SE 4.1 MIL, 
1958 GS S.3 Mi. 


Recei Rise 11 jeach month showing a gain over 
eceipts Rise % as \the corresponding month of 1957, 


Every Month Shows farmers’ receipts from marketing 


+. Det Good for eight months were up nearly 
Gain; Prices | 11% from a year ago. 


| 
| 


TRUCKS 


1940 1.0 MIL. 


By Stanley E. Cohen |@ In the shifting pattern of con- 
WASHINGTON, Oct. 10—Accord-|sumer spending, the farmer has 
jing to classic economic theory the|come out on top this year. With 


| Prosperity of the farmer and the|consumers trimming their spend- 


| prosperity of the industrial work-|ing for autos and other “big tick- 
1958 Sige ge Sige 3.0 MIL. jer are linked together. Fortunate-|et” durables, they diverted more 


\ly for the national economy, it|to food and fiber, which more 
in 


MILKING MACHINES hasn’t worked out that way 


than offset any loss farmers might 


1958. jhave incurred from reduced buy- 
nation’s farms and ranches. 1940 175 THOUS. | While industrial workers and|ing by persons whose buying 
For such reasons, the long-range | - |business men have been fighting|power suffered from the reces- 
outlook for agriculture as a whole | 1958 > DD WD 4125 THOUS loff a recession, most rural areas |sion. 
\ is good, and there will also be an Be ’ jare enjoying a “boomlet.” Crops! Farmers have not only sold 
: expansion of the industries serving and livestock have been moving|more, but sales have included 
' agriculture. COMBINES Ito market at good prices, and in/larger quantities of food in its 
' The individual producer and his unusually large quantities. With | (Continued on Page 84) 
family will share in this favorable) 949 190 THOUS. 


economy largely 
to the extent that | 
the producer (1) | 
adopts modern| 
technology to in-! 
crease efficiency 
and (2) adjusts| 
production to the 
changing market 
demands re-| 
sulting from ris- 
ing living stand- | 


‘Rural Distribution Improves .. . 


MECH. CORN PICKERS 
110 THOUS. 


en ae, rt ON THOUS. 


1940 
1958 


Expenditures Up for 


Living Standard of Farmer Rises 50% 
Since 1945; This Year Sees Upswing 


were already up almost 50% from 


F j ; ‘ 1945, according to measurement 
Seen Oh Ahanee ards. | UuPpsuRGE—The spectacular increases in use of farm equipment since Furniture, Prepared standards used by the Depart- 
The nation’s; World War II finds the 1958 farmer completely overshadowing his Foods, Medical Care ment of Agriculture. But the 


food and fiber needs will be ex-| 
panded possibly by a fifth in the} 
next 10 years, and by as much as) 
a half in the next two decades. 
| 
i 
® There are now about 175,000,-| 
000 people in the United States, a 
third more than in 1940. By 1975 
we may have around 230,000,000 
people—55,000,000 more mouths, 
to feed. 
With rising incomes and a bet- 
ter knowledge of nutrition, we eat/ 
almost the same amount of food in| 
pounds and calories, but we de- 
mand a better and more varied 
diet, with more livestock products, 
more fruit and vegetables, instead 
of cereals, potatoes and the heavier 
foods. 
We are consuming annually 
about 110 pounds more livestock | 


products per person than in the|sales problem: to find and train a,Must sell today’s farmer with |, 


last half of the ’30s. 
Average per capita use of red 


(Continued on Page 101) 


1940 counterpart in amount of machinery he owns. Equipment 


spending has recovered from temporary setoack by '56 drought. | WASHINGTON, Oct. 9—The great 


|transformation of rural living 
habits which has been under way 
since World War II seems to have 
|picked up substantial new mo- 
mentum in 1958. 

At the beginning of the year, 
ice of living of farm families 


U. S. Steel Drive 
| for Steel Use on 


farmer is of higher caliber—he’s 
a business man with a bigger and| F¢@pm Paying Off 
/more mechanized farm and more | 

complex needs, and the dealer has| PITTSBURGH, Oct. 9—A long term 
|to come up to the same level and|program by U.S. Steel Corp. to 
|speak the same language. For ex-| develop the farm market for fac- 


| ample— |tory-built steel buildings has be- 
Cuicaco, Oct. 8—Manufacturers gun paying off in recent months. 
who sell to farmers have a new | @ The The program, which has in- 


Needed: High-Caliber Dealers... 
Farm Progress Brings 
New Sales Problems 


Product Complexity, 
Mechanization Mean 
Tougher Customers 


By Merle Kingman 


farm machinery dealer 


higher caliber of dealers than ever Sophisticated sales arguments that| ,qvertising, has seen sales of fac- 
before. : P [avetve Aegean factors, depre-| tory-built farm buildings pick up 
The reason is simple: Today’s|Ciation, tax laws, etc., similar to! },is«1y in the summer and fall. The 


those used by the industrial sales- 
» -year- m got under 
man who sells machinery to the | 28 age olan Pas . 


olved research, promotion and| 


‘deep-rooted social and economic 
forces behind the farm revolution 
are far from played out; and sta- 
tistics for 1958 are expected to 
|show progress in excess of 1957 or 
1956 


|@ Farmers this year have had 
;}more money to spend on their 
|homes and their families, and it 
has been easier for them to spend 
lit. Like the farm, the distribu- 
tion network serving rural areas 
has also been modernized, so that 
the farmer today is encouraged to 
use consumer credit and other 
\services formerly available only 
'in the city. 

Moreover, the farmer is getting 
|a better break on his purchases. 
Rural distributors have been ty- 
jing in with nationwide efforts to 
'stimulate consumer buying. To a 
|degree never before attempted, 
they are offering the farmer spe- 
jcial promotional benefits which 
enable him to obtain big-ticket 


way in 1940 with research that equipment at attractive savings. 
B . RB: S d 2 | factory. (Continued on Page 81) Some experts have used the 
Farmer Becoming Big Spender in erie secs seater is tinaing that 
|his product and the ways to use| 
. / \it efficiently are far more complex | . 
Equipment; Here's Where Money Goes than they ware oniy's tew'vean| How the Farm-City Gap Has Closed 
! ago, and so the educational job he Average Expenditures Per Person 
WASHINGTON, Oct. 8—At a time|anization is immensely practical. must do on the farmer is consid- ate 
when most “industries” have been|Labor costs him $2.5 billion a|erably more difficult. ieee vm bacon? 
trimming their expenditures for year. By investing $3 billion an-|» The seed dealer, as well as the. te thy Vere a toa 
new plant and equipment, farmers nually in labor saving machines|feeq dealer, in the past ten years Total $204 $678 $726 $1,525 30 48 
are in a buying mood. |and equipment, he has been able/has largely abandoned his old|| ooq @ Beverages ........ 62 210 2230« 478304? 
In contrast with the city, which | to feed, clothe and supply 30,000,- | practice of waiting for the farmer ieaatinds ti tieeel 7% 42 197 153 422 21 
has concerned itself with the dan-|000 more customers with 30% less|tg come to the dealer store and oii @ Seanad tice - rl ie A 
; ; j . 9 ersonal Care .. 
gers of recession during the mont nae labor than he required only|has begun making sales calls at eametalt a2 pod re on i 
12 months, farmers are enjoying| 15 years ago. the farms in the same way that pet al newoscs | . ra pes a a 
svemue  seseperny: Their. apti- jindustrial salesmen call at the |  pecreation & Education ......... es 2° @ 8 23 «50 
mism is reflected in their purchas- | @ Where eo uses . sixth of | plants. Sih os 8 19 21 52 42 «40 
Hy ij ree in a ricu ure, an - . i | re See ee Serer eee 7 _§ 
po clam ee Sect Maeue ag be using as|® Joseph I . Pettit, supervisor Source: U.S. Department of Agriculture and the Bureau of Labor Statistics 
The farmer’s interest in mech-' (Continued on Page 82) (Continued on Page 94) 
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os Advertising Age, October 13, 1958 
group, where spending per person | 
was five times as much as it was| ° . 
Seaman OF FARM OPERATORS | in’the nation’s last prewar year. How Farm Family Spending Changed 
$ E CiL TIES |@ Farmers were putting slightly bts ag 
% ; |larger percentages of their family 100.0 100.0 
a 5 budget into transportation, med- Tene Pain em arititiatn cette epitts nnn nctnteennccccnttipersodepsacontncnethsprcnse = os 
80 ical care and recreation than they Food & Beverages pennpnsecnccceccccspcebovcccncnsenseseceneDbocbucrestete covcesceessoesoe ve poet 
did in 1941, and a slightly smaller Housing ciilasinduiasailiandimemenauiniscennkeecudiesgsinaneiareiangiaediherencustensaneprnonnes 4 . 
5 - share into clothing. With nearly Dwelling Upkeep seonnsennnngncgonnnnncnnngnnntantnnnnnnnnennivnnnnnngnnnnengeentee , a 
60 ta _ ff |2,000,000 farms buying sets be- Household Operation reveccncneneenonsoecenenennnnsnnncecenessnnnnnngeecennnnne 10.6 10.5 
Y tween 1950 and 1956, tv was a House Furnishings & Equipment 8.1 7.9 
é Y 4 major factor taking more of the Clothing & Personal Care 19.8 hes 
40 cen ce Y BA: J ‘recreation dollar. The automo- Clothing ok, eidoh cndadllitinisedse cde dtenophnnadiaabaenouienantiontignercaveecscthenibedeeh 16.5 14.8 
Y bile—and 87% of U.S. farms had Personal Care dc tinintadhiminitthig te ap adeiantabetpeeeetacetmenesiniiiessouteti 2.4 2.5 
ba Z 4 a car or truck which was used for Transportation debebiishniirim sain seas saphdanseunsia tacoma vmipbbannieeresiinet versa 13.3 13.6 
20|-——+ Y family _transportation—averaged || Medical Core an.rrervn svntnmennennrnnnnnnnenanannnnnenannnnin 7.3 87 
Y) 13% of the family budget, almost Recreation, Reading, Education ...........ccccccesseeseeseenensrenseensennensees 5.0 5.9 
Y the same as clothing. OD siaichitahib tousninsngbiniianesbiciiniagiatacignetiniinsousssesnnes vntennecvsteaseten 4.2 2.9 
a 7, Although clothing represented Average Total Expenditure (1955 Dollars) .......c.ccccsseeeerseeeees $1,716 $2,759 
Mechanical Automobile Running water Television Telephone Home a slightly smaller percentage of 
eoigevetar © RURAL ~FARm HOUSEMOLOS WITH SPECIFIED FaCKiTiEs rooner the average farm budget than it 
U. &. OEPARTMENT OF somicuLTURE WEG. 4409-57 (10) AGRICULTURAL MARKETING SERVICE | did = 1941, farm people were not 113 to 119. |erage of 140. 
|neglecting their personal appear- 


GOING MODERN—The tremendous advance of farmer as a market for 
appliances, autos, etc., shows in this comparison, 1956 vs. 1940. 


word “rurbanized” to describe the 
change in farm living and buying 
habits which has been under way 
in recent years. To an increasing 
degree, they say, the same kind of 
people live on one side of the city- 
limit sign as the other. They in- 
creasingly have the same types of 
ambitions, similar social and eco- 
nomic opportunities, comparable 
ways of life and even similar 
disappointments and frustrations. 

A multitude of factors had com- 
bined at the end of World War II 
to change the farming world. 
Among the more fundamental 


spend at least two thirds as much. 
And with farmers flocking to ob- 
tain pre-paid medical protection, 
farm expenditures per person for 
medical care now represent at 
least three fourths as much as 
urban per person expenditures, 
compared with only 47% in 1941. 


# In dollars of equal buying pow- 
jer, farm families were spending 


|They grew only two fifths of their 


learlier survey, and they spent 
were schools and highways. At|three times as much for food con- 
the consolidated schools, farm | sumed outside the home. 

children received city-caliber ed-| Farm expenditures for baked 
ucation and rubbed _ shoulders|goods, cereals, prepared meats, 
with city children. Thanks to the|soups and other prepared or par- 
highway, the farm family no long- jtially prepared foods were up 
er needed to rely on the nearby | sharply. In terms of such items as 
town for shopping, recreation,|ice cream, soft drinks, lunch 
personal services or even church|meats and margarine, the farm 


‘food, compared with 60% in the! 


ance. Instead of business suits |hind other sections of the country, 
/and dresses, farmers stretched government studies 
\their clothing dollars by switch-|that some of the most spectacular 
_ ing to sportsclothes, and other | progress has been taking place 
informal wear. The percentage |jin areas like the Mississippi Delta, 
of the clothing budget spent for and the southeast hilly sections of 
cleaning and care of garments has Mississippi, where indexes some- 
| doubled since 1941. times are up as much as 100% 
| On the basis of such factors as|since 1950, reflecting the arrival 
jeducation, farm ownership and/of central station power for the 
ownership of selected durable first time. 

goods, the Department of Agricul- 

|ture found that the “level of liv-|, Among states, the highest lev- 
jing” for farm people swept/ejs of living are found in Califor- 


advanced another five points. ‘spectively between 1950 and 1954. 


In California, 96% of the farms 
s For the nation as a whole, the!were electrified by 1954, 77% had 
'1956 “level of living” figure was|telephones, 86% had automo- 
based on a finding that virtually|biles, and value of products sold 
all farm homes were electrified|per farm avcraged $18,370. New 
and equipped with mechanical re-| Jersey had 99% of its farms elec- 
frigerators. At least three fourths trified, 88% with telephones, 
had passenger automobiles, close|84% with autos, and an average 
to two thirds had running water,|of products traded of $10,670 per 
half had telephones, two fifths|farm. Iowa, in third place, was 
had home freezers, and even in|98% electrified, 87% with phones, 


While the south still lagged be-| 


demonstrate | 


Within states there were also 
wide variations in level of living. 
In California, for example, the 
level ranged from 264 in the Im- 
perial Valley to 153 in the north- 
ern and eastern hinterland. The 
wealthy irrigated short-staple 
cotton areas of south-central and 
southwestern Arizona were high 
for the nation, with a level of 
314; but southeastern Arizona had 
only 147. Part of southern Florida 
iscored 178, while the northeast- 
ern portion shared the less-than- 
'100 typical of the adjoining areas 


two thirds more for current con-|from an index of 79 in 1940 to 140 nia, New Jersey and Iowa, with |of the “Deep South.” 
sumption in 1955 than in 1941,|in 1954. By 1956, the index had| gains of 92%, 90% and 88% re-| 


® Accordingly, it is hardly sur- 
‘prising that individual studies 
show wide variations in the satu- 
ration of individual counties as 
well as states, so far as major 
items of household equipment are 
jconcerned. In one southern area, 
‘two adjacent REA cooperatives 
conducted surveys. One showed 
jelectric range saturation of al- 
imost 80%, the other only 25%. 
Freezer saturation in some rural 


affiliation. Rural villages lost | and city family weekly shopping |1956, more than half had tv sets. 92% with autos, and average areas runs as high as 50%, while 
population, and many farmers’ list were almost alike. Levels of living varied widely value traded was $9,537 per farm.|in others it may be considerably 


even found it convenient to live) 
in urbanized areas and commute|much on housing and household 
like factory workers. loperation as they did in 1941, less 

Add to this the technological |of the housing dollar was required 
change which came with electrici-|for the kitchen. Expenditures for 
ty and scientific farming methods.| appliances and equipment were 


While farmers spent twice as 


throughout the country, of course. By 1954, all but three states— 
While the index went from 140 to) Mississippi, Alabama, and Ar- 
145 between 1954 and 1956, the| kamsas—had levels of living 
farm living level in the Northeast | which were at least equal to the 
was advancing from 167 to 169.|national average of 1945, and 


In the West, it went from 163 tojonly one state outside the south— 


less than half that figure. As re- 
cently as 1956, for example, 
there were counties in North Car- 
olina where only a third of the 
farms had electric pumps, and 
jothers where three fourths had 


Modern methods and machinery) well above 1941, but the big/167, in the North Central from /Missouri, with 135—had a level of| them. One North Carolina county 
called for the kind of people who|change was in the furniture|161 to 165, and in the South from!living below the 1954 national av- had electric water heaters on 
could command large sums of 
money, often as much as $50,000) 
per farm, an average of $18,000 
per farm worker for agriculture . 
as-a whole. The country hick of Wh t th A F F ] S d 
a generation or two ago gave way a e verage arm aml y pen S 
to a new breed of able technicians 
and business men who want the : . 
same good standard of living for Region-by -Region Breakdown 
eas§ families that urban people NORTH SOUTH WEST 
East West East West 
= In the initial upsurge of farm North- North North South South South 
living standards just after World U. S. East Central Central Atlantic Central Central Mountain Pacific 
‘War II, central station electric 
service reached virtually every ee ee: RATES 4,760,050 376,995 790,816 895,960 833,330 782,452 659,538 180,780 240,179 
farm in the land, and rural people Ie IU cceosiccssicdapescassosompicnseesentdond $3,303.01 $3,963.73 $3,581.48 $3,261.71 $2,773.61 $2,622.29 $3,183.66 $4,299.68 $5,135.12 
hastened to acquire labor-saving EIN SIT LR aOR RT 832.66 1,012.84 915.81 776.65 747.28 687.59 827.42 940.60 1,187.04 
appliances and equipment. More Food and Non-Alcoholic Beverages ........ 715.33 891.29 797.19 674.74 634.90 575.17 695.49 818.97 1,033.18 
recently the change in farm Food Away from Home oo... 717.33 121.55 118.62 101.91 112.38 112.42 131.93 121.63 153.86 
ee ree ie ee 868.27 1,132.74 960.85 965.94 626.92 656.71 674.43 1,321.51 1,501.69 
et, so that today the differences | 351.28 522.68 351.70 428.37 220.06 244.44 209.37 663.05 751.66 
between farm and urban shopping | House Furnishings and Equipment ........ 214.73 213.45 237.24 204.88 181.69 207.03 200.22 269.27 317.92 
lists are rapidly disappearing. Household Operation .................:c0ccccccees 302.26 396.61 371.91 332.69 225.17 204.24 264.84 389.19 432.11 
As far back as 1955, a special | RS ls alls cas kdahisroninkoeashanadescenprovccivens 427.45 444.99 444.77 397.01 394.68 396.69 443.92 527.01 550.18 
survey by the Department of Ag- II MEIN, BAR. TINE inn dscoscecasnesiss sgporsseitivc’ 142.32 160.95 140.45 130.28 128.37 132.18 152.03 171.61 196.88 
riculture and Bureau of the Cen- I, MMM RUMI whet piteddbnosessveccusessnssevecbnres 42.89 40.85 49.52 37.68 43.23 43.44 37.36 55.78 46.24 
sus pinpointed the fact that farm Men, Boys 16 and Up oun... ececcceecceeeeeee 144.31 156.69 153.47 135.45 126.05 133.24 148.75 174.85 192.03 
people now buy much the same I ANI MII ahaa ictathiteesctassesintsdonts meet 42.17 37.93 49.59 40.59 42.37 37.05 40.42 55.16 41.36 
household equipment and cloth- Children Under 2 6.92 6.56 7.98 8.462 5.57 4.61 5.89 9.49 10.67 
ing that city people buy, and even Materials, Services ...........ssesssesssessneeeneens 48.84 42.01 43.76 44.39 49.09 46.17 59.46 60.12 63.00 
really” engine atece for two Transportation (family share) ............csec0s0en 377.76 466.39 419.70 305.50 325.24 298.72 415.63 435.91 662.02 
While the average farm family RR TON TING acc cccivesccrcccesessesonsvenesions 166.95 214.37 176.88 113.82 144.29 134.97 207.73 189.88 311.49 
P SEs SUMNEE BINED ceeseccecccencssonsiscdensiovens 193.79 224.64 223.59 180.57 166.57 153.17 195.53 226.38 294.15 
still qpends caly half as much for Other Travel, T 17 27.38 19.23 Wi 14.38 19 3 
consumption purposes as the av- RNY TION, -cenitininscestevéservochioinnss .02 4 p , 4. 10.58 12.37 65 56.38 
erage urban family, figures are Medical Care 240.17 243.01 246.18 235.55 239.42 186.03 243.49 299.10 358.72 
deceptive. Farmers ordinarily pay | Personal Care 69.81 73.57 74.32 62.78 62.17 59.58 81.73 78.00 96.26 
no. rent for their homes, and they Tobacco, Alcoholic Bev. ........c.cscecesessereereeeee 65.37 91.64 63.85 58.44 64.80 55.55 59.70 75.19 97.14 
still use large quantities of farm- NI rralilatenacectenitin ser rsccnsnescovckssnevibss 123.32 134.17 152.17 134.86 84.17 85.82 113.65 185.69 205.83 
grown food. In terms of compara- Reading, Education ........c.scessessssesssereeerees 43.58 55.10 46.79 48.03 32.93 29.56 41.66 64.90 70.19 
ble items, such as medical care Other Goods, Services 58.90 55.22 66.00 60.81 46.15 39.60 66.38 90.79 96.76 
and clothing, farm expenditures Personal Insurance 85.76 136.26 83.28 93.73 53.61 50.48 89.71 137.07 161.87 
per person have climbed rapidly. Cash Gifts, Contribs. 109.96 117.80 107.76 122.41 96.24 75.96 125.93 143.92 147.42 
bo Py pg gaye yu Source: U.S. Department of Agriculture, Bureau of Census 
clothing as city people, now they | 
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CONFIDENCE 


‘ 


Millions of families buy farm magazines because farm magazines 
consistently give them values they cannot obtain elsewhere. Their 
confidence in farm magazines has never been abused. And the con- 
fidence of these self-elected readers, confidence that is earned not 
merely claimed, is one of the extra values that the farm magazines 
deliver. Reader confidence is the very foundation of successful adver- 
tising. That is why more than half of the 100 largest advertisers— 
in other magazines, network television and supplements—are now 
employing one or more of the five major farm magazines. May we 
express our thanks to Advertising Age, which has earned the confi- 
dence and the respect of marketing people, for turning its editorial spot- 


light on the biggest marketing opportunity of 1959—the farm market. 


Most of the best farm families depend on 
Graham Paterson, Publisher Richard J. Babcock, President 
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3 In the annual Midwest Farm Paper Unit survey of 
dealers’ sales expectations, 91.9% of the dealers see 
1959 business better than or as good as 1958. 

The results show that 58.2°% of sales in five general 
classifications are to farm families— proof that farmers 
are your Midwest dealers’ biggest and best customers! 
In the other two classifications, farm implements and 
feed, naturally, all sales are to farmers. 

The survey was conducted by mail. Lists were ob- 
tained from recognized commercial sources, covering 
all parts of the 8-state Midwest Unit territory. 35,372 
letters were mailed Sept. 12, 1958; 10,596, 30.0% of 
all dealers answered within the one-week deadline for 
tabulating results. 


10,596 Unit States 
Midwest farm sales 
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APPLIANCE 
FA RM E R s) Selling 53.7 % to Farm Families 
ARE YOUR 945 Replies + 23.2% 
UNIT STATES 47.9% BETTER — 
DEALERS’ oben — 
siccest | Re 
CUSTOMERS! | apaabuaeagadbel 
@g6 BETTER THAN 
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SOS PS SS Ra See ys a 


AUTOMOBILE 
AND TRUCK 


Selling 52.4% to Farm Families - 
1,876 Replies + 30.2% 


1,792 Replies + 32.1% 


58.3% BETTER © 


92.6% 


AS GOOD OR 
| = THAN | 


60.3% BETTER | 


93.8% 
AS GOOD OR 
BETTER THAN 


Dealers were asked: 1. What »ercentage of your 
sales do you make to (a) farm iamilies? (b) families 
living in town? 2. Do you expect your 1959 sales to 
farm families to be (a) better than 1958? (b) same as 
1958? (c) less than 1958? 

Dealers’ optimism is your opor- 
tunity to get them to stock up now, 
to be ready when your advertising 
breaks in Midwest Unit Farm 
Papers, reaching 9 out of 10 of the 
Unit States farm families 
and preferred, better than 
3 to 1, over any other pub- 
lication, 


Ey STATES © 
oF AMERICA 
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dealers see great 


splurge coming In’ 


FURNITURE HARDWARE | FARM LUMBER 


Selling 50.7% to Farm Families Selling 68.6% to Farm Families 
4 Selling 59.3% to Farm Familie 
908 Replies » 25.7% 1,975 Replies + 31.1% IMPLEM E NT : 13% rn 38.2% f 


: 1,754 Replies + 31.5% 
— 57.5% BETTER © — 47.1% BETTER © 49.2% BETTER | 
2 iti : 48.3% BETTER | ee -* 


93.5% 22:2" Bh a7.4% 92.2% 


- | AS GOOD OR 3 
AS GOOD OR BETTER THAN AS GOOD OR | AS GOOD OR 
~ BETTER THAN ' | _ BETTER THAN —_— THAN 


? 
GET FAST ACTION! ‘J/se Midwest Unit Farm Papers local prestige » Deep 
and complete one-medium penetration of the market ® Convenient short 
closing dates » Practical state-by-state dealer listing » Special point-of-sale 
merchandising tie-ins ® One order, one plate at the economy Unit rate. 


MIDWEST UNIT Zoom Apo 


ADVERTISE MOST WHERE FARMING !S BIG BUSINESS...AND GOOD LIVING appress: Midwest Farm 


Paper Unit, Sales offices at: 
35 E.Wacker Drive, Chicago 
»-.- 250 Park Avenue,NewYork 


= WALLACES' FARME ‘ARMER Se 17, N.Y....110 Sutter Street, 


rz, J, ee 

— g . Be ———— OMe stoad —_ 
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Avenue, Los Angeles 4 
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barely 19% of its farms, another;come from off-the-farm sources.;mate that $15.75 billion is spent 
had them in 52%. Freezer satura-|In a matter of ten years, accord-|by 4,760,000 farm families for REALIZED NET FARM INCOME 
tion ranged from as low as 14%|ing to government statistics, in- family living purposes alone, and Dollars Per Farm, 1957 
in one county, to more than 44% come from off-the-farm seurces another $24 billion for farm oper- | 
in several others. /more than doubled, so that it now | ation and equipment. 
Agriculture’s technological rev-|accounts for about a fourth of the For, in addition to receipts 
olution led to a great increase in|money received by families on from farming, the government 
farm spending power. With elec-|medium and large farms. About| investigators found _ that farm 
tricity and machinery, gross in- half of all farm operators have | families were receiving at least 
come per farm worker increased some off-the-farm employment,|/$8 billion in spendable income | 
about 2% times on the cattle|and a fourth of all farm wives are from sources other than farm op- 
ranches of the Northwest plains/in the labor force. erations. 
in the past 25 years, over three| 
times on the dairy farms of the/)s Recent government studies point) ms At least $3.2 billion was re- 
Northeast and more than four)up the fact that farm buying|ceived by farmers from off-the- | 
times in the cash-grain corn belt} power is far greater than widely|farm employment, and another | 
and Black Prairie cotton farms. circulated figures on farm income $1.3 billion from off-the-farm in- 
| imply. ‘vestments or self employment. [I] Under 1,500 
s At the same time, the drudgery Instead of $11 billion, which|Another billion came from rental 
of farm work was eliminated, and has been net farm income after|of farm real estate, or from divi- | BB 2.500 3.499 
the workday was cut to the point farm operating costs are eliminat-|dends, interest, trust funds or| amp 3.500 peel 
where the farmer and his family ed, the Department of Agriculture| royalties. Nearly $1.5 billion rep- é 
were free to supplement their in-|and Bureau of the Census esti-|resented income _ received by U.S. DEPARTMENT OF AGRICULTURE NEG. 6443-58(8) AGRICULTURAL MARKETING SERVICE 


1,500.2,499 


members of the family from non- 

|farm sources, and there was near- 

ly a half billion in such forms as 

social security, retirement or vet- : 

erans pensions. : 

By mid-1958, according to offi- . 
2 


icial estimates, fully a half mil- 
llion farmers were receiving social 
lsecurity benefits. The impact of 
| this new source of farm income is 
likely to be far greater than the 
idollar amount would imply, the 
|Agriculture Department special- 
lists say, because “fewer parents 
lwill be encroaching on the needs 
iof young families, and levels of 
living will be maintained for 
farmers over 65 who receive 
| payments.” 


i. These varied sources of income 
have become a stabilizing force 
underwriting rural demand for 
goods and services. In a recent 
discussion of rural buying habits, 
la group of experts from the De- 
partment of Agriculture agreed 
jthat a regular paycheck “gives 
families confidence to use funds 
that they have available for large- 
litem expenditures. They feel 
}more sure that their ongoing 


oes 3 tf: ie ae 


|needs for food and other non- 
|durable goods can be met.” 

| One of the reasons there is so 
jmuch vitality in the farm market 
is that the modern farm market 
jis s® young. 


ae 


|# Only a quarter of a century ago, 
lless than 11% of the nation’s 
ifarms were electrified and as 
jrecently as 1950, only 177.2%. 
Now the conveniences of city liv- 
‘ Sho SS oe ee maiing are available to virtually 
: CSA tt Ett pda mm \every rural home, for over 95% 

KKK of all farms have central station 


2 


| service. 

“For all intents and purposes,” 
says the Rural Electrification 
|Administration, “there is hardly a 
\farm in America that can’t have 
central station power if it wants i 
7" y 


jsubscribers since World War II, 
the 1,080 REA borrowers alone 
were serving at least 4,500,000 
rural homes at the beginning of 


= By adding about 2,750,000 new : 
: 


Only WCCO Radio delivers... MORE LISTENERS in the rural Northwest than all “ el gg errmnae —— .7 " 
‘ ; lis-St. ‘ ined! sumption per farm up from 
other Minneapolis-St. Paul stations mamens t kwh in 1946 to 284 kwh in 1957, 
MORE MARKET .... 231,900 farm families throughout 114 basic area ’ more than 60% of the new REA 
counties of Minnesota, Wisconsin, Iowa, and South Dakota who enjoy loans are for “heavying up” the 
a gross annual income of $1.7 billion. lines to handle the increased pow- Bs 
MORE ACCEPTANCE through the helping hand of vital farm, weather, pe - cove ges a for a 2 
d and market information provided by Maynard Speece and Jim Hill on 50 eae ee ee < 
7 P a Oy : : , used on the farm or in the farm d 
programs every week. Only Twin Cities station with a complete farm service home. i 
3 ; department. Call or write for full facts. Once electricity is available the : 
farmer is in a position to acquire : 
mM. labor-saving household appliances. : 


From 1945 to 1955, the satura- 


tion of electric refrigerators in ce 
homes in the TVA area increased ag 
- from 62 to 95%, washing ma- 
sey " . chines from 32% to 75%, electric 
aN *Nothing sells like acceptance eee R a d i  @ ) stoves from 25% to 62% and elec- ‘ 


; or 
MINNEAPOLIS e ST. PAUL — heaters from 12% to ‘ 
The Northwest's Only 50,000-Watt 1-A Clear Channel Station 
tee Represented by CBS Radio Spot Sales = In Indiana, according to a sur- 
t Nielsen Station Index, July-Aug., 1958 / Station Total, 6:00 AM-Midnight, 7-day week. vey by the Indiana Statewide 
Audience in vast Northwest beyond Twin Cities Metro Area Rural Electric Cooperative Inc., 
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Dray toe oe 


The Progressive Farmer 


OPEN LETTER 
to Advertisers and their Agencies 


This is a rate announcement which we believe you will welcome! 


The Progressive Farmer is gratified to announce that there will be 
no increase in its advertising rates in the first half of 1959. And it is 
our hope that no increase will be necessary at any time next year. 


The Progressive Farmer has never been governed by “what the 
traffic will bear” in establishing space rates, and we are certain 
it never will be. It has been our custom in the past to raise rates 
only on the basis of absolute necessity, dictated by rising costs or 
substantial increases in circulation. 


ata 


Currently, we are faced with sharp boosts in postal rates—some 
already in effect, and others becoming effective in January, 1959 
and later. These higher costs are being partially offset by a 100% 
increase in our basic subscription price. We have also developed 
new efficiency procedures in our production departments which 
have resulted in multiple benefits of lower costs, and faster and 
better printing. 


As we hold the line on advertising rates, we also pledge con- 
tinued healthy circulation growth and general improvement in 
the appearance of The Progressive Farmer and in its unique 
service to subscriber families. 


May I point out that the strong upsurge in Southern farm income 
today, coupled with steady growth in our circulation, assures you 
of greater value than ever from your advertising dollars invested 
in The Progressive Farmer! 


Yours sincerely, 


“oe a 


Vice President and 
Advertising Manager 
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‘MISSOURI 
-RURALIST 


peor FARM PAPER FOR 


Intensive Coverage of 


Commercial Farms 


Edited 100% for Missouri 


Agriculture 


95.2% of Readers Live on Farms 
A “Top Third” Farm Income State 
Issued Semi-Monthly in State Farm 


Paper Format 


The Dominant Selling Force in 


Missouri Agriculture 
‘er-Capper Publication 


Stau 
SALES orrices: bn Ayo Chieago, Cleveland, Topeka 


MISSOURI _ 


usage of electricity by co-op 
members increased 36% between 
1952 and 1957. Some _ counties, 
like Jay county, formerly an “av- 
erage” user of electricity, boosted 
consumption by as much as 59% 
in five years. There were other 
counties with increases of 55% 
and 53%. 
| In an effort to estimate future 
lelectric requirements of the REA 
co-ops, the REA headquarters 
here uses a projection which as- 
sumes that farmers will put $34 
billion into appliances and equip- 
ment in the next 20 years, or $5,- 
300 per farm. In anticipation of 
this expansion, REA-financed 
systems are planning to double 
their capacity by 1965 and triple 
lit by 1975. 

If REA estimates stand up, over 
a billion dollars will be spent for 
lighting and wiring farm homes 
in the next five years alone. More 
than $535,000,000 would be spent 
for refrigerators, $472,000,000 for 
itv sets, $439,000,000 for washing 
'machines, $394,000,000 for plumb- 
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jing facilities and $213,000,000 for 


electric ranges. Total annual 
spending for farm and farmstead 
electrical equipment is assumed 
to range around $825,000,000 a 
year. 


s REA cooperatives have played 
a significant role this year in 
pepping up rural merchandising 
activity and encouraging the pur- 
chase of big-ticket electrical 
equipment. Early this year, 
when the recession nipped sales 
of consumer durables, REA 
headquarters here received in- 
structions from the White House 
to go all out in an effort to boost 
consumer buying of appliances 
and other equipment. 

Under the Presidential direc- 
tives, REA was instructed to 
help local co-ops set up strong 
merchandising programs. As an 
off-shoot of the White House re- 
quest, electrical co-ops are con- 
ducting statewide promotions this 
fall, using a variety of premium 
offers to induce farmers to buy 
extra household equipment now. 

As a special aid in building 
more sales of big-ticket items, the 
President ordered REA to make 
funds available to the co-ops 
which can be used to stimulate 
purchases on credit. Under the 
REA-backed method, co-ops get 
government money at 2%. They 
are able to extend credit to mem- 


|bers at 4% on the unpaid balance, 
|\with payments scheduled on a 
;monthly, quarterly or annual ba- 


| sis, according to the agricultural 
|economy of the area. 


® Ranges, laundry equipment 
and small appliances are getting 
|particularly strong promotional 
|support this fall, according to in- 
| formation received by REA here. 


The Greatest Success Story... 


of Radio's resurgence is the astonishing growth in local radio billings 
during the last two years...to wit: 1955, $272 Millions—1957, $372 
millions ...an increase of $100 millions or 37.% 


...and do you know that you can enjoy the tremendous advantages 
of local radio by utilizing KEYSTONE BROADCASTING SYSTEM which 
offers you local radio IMPACT over a network of more than 1,041 
stations or any portion of that network that suits your special needs. 


We'll be glad to tell you the whole exciting story! 
Send for our New Station List... write 


Send for our new station list 


|Freezers would be another “pri- 


|ority” item for promotion, but in 
many areas dealers have report- 


led that 1958 sales have outpaced 
}production so badly that inven- 
| tories of the 12- to 15-foot freezers 


|suitable for farm use would not 
support extensive promotion. 
| In keeping with the organized 
leffort to step up appliance sales 
|in farm areas this fall, distribu- 
|tors and REA co-ops are using a 
|variety of merchandising ideas 
| which have been “worked out” in 
|many urban areas, but which are 
| still fresh in farm regions. 

One idea is the “Bonus Buck.” 
|The farmer gets “script” which is 
jredeemed by the co-op if he 
|spends it to buy a specified appli- 
!ance from the co-op or from local 
distributors. Other plans involve a 
variety of premium arrangements. 
Many co-ops are offering to give a 
|small appliance free to members 
| who buy a specified major appli- 
/ance. In Illinois, rural people who 
| buy a washer and a dryer are being 
| offered three small appliances free. 
In Georgia, co-ops are offering free 
installation or cash _ installation 
‘allowances with the purchase of 
|major appliances. North Carolina 
\farmers can even have free elec- 
tricity with the purchase of an 
electric range. = 


Baker Labs Names McCann; 
Appoints Rielly A.M. 

McCann-Erickson, Cleveland, 
has been appointed to handle ad- 
| vertising for Baker Laboratories, 
Cleveland, maker of infant feeding 
products. Baker is strengthening 
its marketing organization with an 
expanded ad department headed 
by Edward J. Rielly, formerly with 
Griswold-Eshleman Co. and Do- 
beckmun Co. 

McCann-Erickson has also been 


CHICAGO NEW YORK LOS ANGELES 
LL W. Washington 527 Madison Ave. 
STate 2-8900 Eldorado 5-3720 


SAN FRANCISCO 
3142 Wilshire Bivd. 57 Post St. 
OUnkirk 3-2910 SUtter 1-7440 


= eastern Ohio dairy chain. 
© TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it's Kas 


pepsin : BROADCASTING SYSTEM i Mischka Production Unit Bows 


@ MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
\ Mischka Co., Burlington, Wis., 


coverage for less than some “spot” costs. 
© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best technical publisher, has established 
a full production office in Cleve- 


time and place are chosen for you. 
land. 


named to handle tv advertising for 
Lawson Milk Co., Akron, north- 


THe vorce Of HOMETOWN AHO BUBRAL AMERICA 
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CITIES & SERVICE 3 swzpr-wiess 


FARM TESTED PETROLEUM PRODUCTS 


JOHN DEERE 


SPARK PLUGS 


America's Top-Bracket Farm Merchandisers 
Prefer Weekly Star Farmer! 


Above is a list of some of the products advertised in current issues of Weekly Star 
Farmer. They are big sellers in Missouri and Kansas. Dealers who handle them enjoy 
the benefit of widespread consumer acceptance. 


Quantity sales are the result of quantity circulation. In Missouri and Kansas, Weekly 
Star Farmer reaches thousands more farm homes than any other farm publication—and 
it sells the most goods to farmers. 


In line with its circulation leadership, Weekly Star Farmer prints more classified ad- 
vertisements than the two leading state farm papers combined. There is no sounder test 
of publication influence than the way farmers spend their own advertising dollars. Same 
with implement dealers. They place more advertising in Weekly Star Farmer than any- 
where else. 


If you sell the rural market, you can make faster sales and quicker profits with 
Weekly Star Farmer. It is the No. 1 farm buy in prosperous Missouri and Kansas. It 
lays down mass coverage where. farmers are making more money, raising more live- 
stock, growing more crops, buying more equipment. 


Ask for circulation survey showing exact number of Weekly Star Farmer readers in 
Missouri and Kansas. 


LINAGE UP 


Weekly Star Farmer is the only 
localized farm paper circulating in 
Missouri and Kansas to show a 


SANTA FE 
FRIGIDAIRE 


STANDARD OIL 


_ AMERICAN CYANAMID 


AUREOMYACIN 


-” MINNEAPOLIS-MOLINE 


AMERICAN ROCK SALT 
AMMO-PHOS FERTILIZER © 


CECOFRAME 
STEEL BUILDINGS 


- NUTRENA FEEDS 
INSTON CIGARETTES 
FLEISHMAN’S YEAST 
_ SANI-FLUSH 
SHEFFIELD FENC 


~ FARMHAND 
ARM EQUIPME 


R. WATKINS FEE 
D-X GAS AND Olt 
UBRIPLATE GREASES 

BF, GOODRICH ~ 
MASTER-MIX FEEDS 
FORD TRACTORS 


eekly Star Farmer 
eds A America's Largest Farm Weekly 


linage gain for the first 6 months Sarg 
of 1958. 


Read by Nearly 400,000 Farm Families in America’s top farm market. 


aaa = 
P a x \ oS. te . 
as eer , £ hog ee Z ow = ve . yi 
sa AA LIST Sas 
q P is A > ws 2. #2 alent a ete Se ae eee bys nae : 4 
* $ i > soe — C ae _ JOHN DEERE ae 7 
: A PPLLOT T, cternsnene a _ DU PONT CERESAN m 
x ae a ae ~ DEKALB SEED CORN e 
f o J “ep. a ; : oe" lis & 
| > Baie Saal Br QUAKER OATS a 
ae 2 nes © Lage . aor Repeat Sic hee 
a me ff ‘Ac sae! eS Vl oe A terntenn cis eae iz 
, a od ae 4 S Z Tage ake ee es ae ay 
atumoen ome, 4 PHILLIPS FERTILIZER. ee 
Spe ge: ye eal ragg i ee ee er 
| bee — er ee — ee i 
. eee oo RS ee. i & 
| | - = ~~ PRINCE ALBERT. ae Be, 
3 Bi aay a fF \  DODGECARS = 
. 7. 2 — s oars Be: Ss ALEY i ae 
£@. BFGoodrich a + Bie ontt ans ao. T FEEDS : — 
; eae — \ Sveat/ er es Toa SB a Scie cena 7 ee VEL Ps Sete s 
| ade eWaNcJ4 AMERICAS =} ao : 
¢ gn ans cer rorrice [| V\SQUEEN SILO COVERS alt es 
re oN. plese ee i Me —_ aoe 
a a —  <_- a . 
: Re al sinew unui co re ‘a oe 
° ; See : : sie i. ri 5 
F Bae : ee _ 
oo bea a Vas 
eel is, : 
: eee : Bite eo = Pee 
= oo%.> cae Sees ele ee 
eo aS ; ioe ne 
| eee S. TRS Pa 
EE ees: Biase Gets Bc 
- on» WAY-WAY FEEDS - 
— cae ae ep: 
j boiniialtiietes * ee oe ae 
ae ae Ks 
| as Spent ace fe as 
~ ws as 
ee : ae 4 
* | 
‘cali ron pee P re 
: ghee a ene: © wipe 
: pale a. ae 
| : 0 carne ea a earlon ceases: piysener 
ee CHEMICAL ae 
ae 
__DANNEN FEEDS — ; | 
| .  ALLIS-CHALMERS “ 
| Oa. . 
: evs 2 Reena et om 
BS a, QUIRES: ae 
: ae: DE SOTO CARS Paes ia 
— SWEET LASSY FEEDS > te 
a eps ha dnaeae oe 
— eee om 
| _. [NEW HOLLAND Ae 
' mee us BS eae seria 
ae FARM EQUIPMENT ie 
a oe I oe, ee a 
2 } Fa Hie 4) Be = CHEVROLET ‘ oe : cole 
: nae on ee Pee rs ra wi at 
oh ee eae aI 
am BUTTERNUT COFFEE oe 
aaa far BP): : 
tee : Bed ol) bes een at A Cai me a ee ; : 
ic 2S een ore As eel gent Bei paces 
fe Paani ae san ec eed dies 
i e : 
: ie : - 
-_ : 
' = oo 
a #8 ‘ oe 
' = ae 
ee Es ‘ela 
Fe a 
a e a 
i" 1 se eh 
— ve 
— e i 
ee = Ee ae 
; Re RO 
* ’ st st 
ts i om? 
Se Ray Se hcg ee gee Ce ok RPT a, MT ve ee ag el (ee ee cree Bie) Megoo cya 


74 


Best Year Since ‘52... 


Region by Region, 
Farm Record Excells 


souri; but in South Dakota and replacing 


Nature Gives Farmers 
a Break in ‘58; Crops 
And Income Increase 


WASHINGTON, Oct. 
consumer demand: that’s. the 
cheerful news from virtually ev- 
ery part of the country this year 
as farmers go into the critical 
weeks of what looks like the best 
year for rural America since 1952. 

Nature could still upset the 
forecasts, for in the South, the 
cotton and tobacco growers cringe 
with each storm warning, and in 
the Midwest an early frost could 
nip feed grains which have ma- 
tured somewhat later than usual. 
But revenues from both livestock 
and crops through two thirds of 
this year are far ahead of 1957, 
and only widespread disasters of 
greatest magnitude could prevent 
farmers from finishing the year 
with net incomes well above the 
$11 billion level which has pre-| 


vailed during several recent) 
years. 
= Seldom have _ farmers been | 


blessed with more ideal growing | 
conditions. In the South, cotton 
yields are so high that the crop is} 
10% larger despite more stringent | 
acreage allotments. On the plains| 
of the Midwest, grain crops are | 
approaching the record levels of| 
1948, despite immobilization of at | 
least 28,000,000 acres by the soil | 
banks. On the ranges of the West, 
pastureage is ideal for feeder cat- 
tle and sheep, while in the corn) 
belt, the moderate price of feed 
grain, and the high price for fin- | 
ished animals is unusually profit- | 
able for the farmers who fatten | 
cattle and hogs. 

Truck crops are good in the) 
Northeast, in Florida and on the) 
West Coast; potato prospects are) 
unusually good in Maine; and the 
fruit harvest is lush in the great) 
apple producing areas of Wash-| 
ington, New York and Virginia. 

The upswing in farm income 
was already developing in 1957, 
as a growing population, and more 
discriminating national diet called 
for larger quantities of livestock 
and livestock products, the most 
profitable items the farmer has to 
offer. 

Revenues from crops had also 
been on the upswing during the 
first two thirds of 1957. But dis- 
astrous droughts and rains which 
struck the dairy and truck farms 
of the Northeast, the cotton and 
tobacco areas of the South and) 
the grain belts of the Midwest cut 
into fall harvests and held net 
farm income to 1956 levels. 


s Often, of course, these broad | 
national trends tend to obscure 
success or failure stories with a 
special twist for each product, or 


indeed each community. And 
even in highly specialized farm- 
ing areas, frequently the gain 


from one crop will tend to offset 
reverses from another. 

Hurricanes which cut the cot- 
ton crops of the Delta by 35 to 
50% last year, worked to the ad- 
vantage of the fabulously produc- 
tive, irrigated cotton farms of 
California and the Southwest. 
Rains which flooded a broad belt, 
through southern Missouri, south-| 
ern Illinois and the southern two 
thirds of Indiana were welcome 
in western Iowa, where drought 
had extinguished the feed grain 
crops in 1955 and 1956. Wheat 
crops were unusually poor in IIli-| 
nois, Kansas, Oklahoma and Mis-_| 


nues from broilers, cattle and 
hogs partially offset the losses in 
cotton. Increased receipts from 
livestock often offset the setback 
‘in grains for farmers in states like 
Iowa, Indiana, North Dakota, Ne- 
braska, Oklahoma and Kansas. 
Georgia’s receipts from broilers, 
the largest of any state in the na- 
tion, soared once again, partially 
: the damage incurred 
elsewhere in the northern plains from disappointments with cot- 
rainfall was just right, and wheat/ton, tobacco and peanuts. Maine’s 
ran 20 bushels to the acre, com- receipts from dairy products and 


|pared with 10 bushels in 1956. broilers, now twice as great as its 


9—Good | 
weather, good prices and strong! 


The drought which plagued most 
of Massachusetts, all of Connecti- 
cut, New Jersey, Delaware, the 
eastern third of Pennsylvania and the potato growers. 
much of Maryland enabled dairy New Mexico and Arizona gains in 
farms adjoining the dry belt to cattle, wheat and sorghum, more 
get the best prices since 1952; and 
the impact of this drought raised 
dairy prices as far west as Wis- 
consin and Minnesota. 

In Mississippi and Arkansas, out crops or delayed harvesting, 
where rains were so heavy cotton|the 12 north central states—from 


revenue from potatoes, softened 
the blow from the 1957 frost 
which had nipped the prospects of 


‘cotton. 


continued to produce over half 
the nation’s food grains, two 


thirds of its feed crops and over| 


three fourths of its oil bearing 
crops. From the treasury of their 
fields, these states fatten and fin- 
ish livestock, producing almost 
two thirds of our meat, more than 
two fifths of the dairy products 
and even a third of the poultry. 
Eight of these 12 states—lIowa, 
Illinois, Minnesota, Indiana, Wis- 


consin, Missouri, Ohio and Ne-| 


braska—were among the _ ten 
states with highest revenue from 
farm marketing in 1957, and six 
of them—Iowa, Illinois, Minneso- 
ta, Indiana, Wisconsin and Mis- 


In Texas, souri—had revenues in excess of | 


$1 billion each. Within the region 
were seven of the top ten in cat- 


|(Kentucky made tenth place), 
seven of the top ten in dairy prod- 


# Even with rains which washed ucts, and three of the ranking | farming 


| states in poultry and eggs. 


| From the fields of Illinois, 
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thirds of the nation’s corn; from 
|North Dakota, Kansas, Montana, 
Illinois and Nebraska nearly half 
its wheat, and from Iowa, IIli- 
nois, Minnesota and South Dako- 
ta, a half of its oats. lowa, Min- 
nesota, Indiana, Missouri, Ohio 
and Illinois raised three fourths 
of the soybean crop; and the Da- 
kotas and Minnesota virtually all 
the flaxseed. 


s While the middle Atlantic and 
New England states contain fewer 
“champions,” dairy, poultry rais- 
ing and truck farming are ap- 
proached scientifically and with 
impressive results. With concen- 
trations of urban markets waiting 
to be served, a great milkshed 
through central New 


| sprawls 


than offset reduced revenue from tle, nine of the top ten in hogs| York, northern Pennsylvania, and 


| 
/even western Vermont, Massachu- 


jsetts and Connecticut; poultry 
spreads from Maine 
|through Delaware and Maryland, 
and fruit and vegetable growing 


had to be harvested by hand in- Ohio west to the Dakotas, and|Iowa, Minnesota, Indiana, Ohio, | is practiced intensively. New York 


Choose the media 
farmers prefer 


stead of machine, improved reve-|south to Kansas and Missouri— | Nebraska and Missouri came two | and Pennsylvania remained second 


Your ads sell harder in 


Survey after survey shows farmers prefer their own State or 
Local Farm Paper by a wide margin. By any measure of pref- 
erence—readership, loyalty, acceptance, response—State and 
Local Farm Papers top all other farm media! 

This is a natural and understandable preference. Because 
of big differences in climate, crops, and customs, only a State 
or Local Farm Paper can give the bulk of its readers the de- 
tailed help they need to farm more successfully and live more 
happily. And this localized editing also adds punch to your 
advertising. You can vary your sales story state by state... 
blanket all America by using 30 State and Local Farm Papers. 
You can talk price, list dealers—make your ads sell harder. 

No wonder, your advertising has stronger appeal and surer 


sell when it goes calling with 
State and Local Farm Paper! 


this trusted farm friend—the 


Get all the facts and figures . . . find 
out how little it costs to use the media 
farmers prefer. Write State and Local 
Farm Paper Committee, Room 1600, 
28 East Jackson Blvd., Chicago 4, Ill. 
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and fourth among dairy states last; Along the South Atlantic sea- $58,000,000 and $51,000,000 re- 
year. Pennsylvania, New Jersey board, new interests—broilers, CASH RECEIPTS FROM FARM MARKETINGS spectively. Like other tobacco and 


and New York were second, fourth dairy products and even cattle— 
and seventh respectively among | brought in nearly $1.5 billion last, 
egg producers. Delaware moved |year, rivaling the $1.9 billion from 
from third to second among broil-|the traditional crops—tobacco, | 
er producers, while Maryland and/grains, cotton, and (in Florida) 
Maine remained seventh and tenth.|citrus fruit and vegetables. In a| 
It is a region of small, versatile| region which already accounted | 
farms, with such specialties as/|for a fifth of the nation’s poultry, 
Maine’s_ potatoes, Connecticut’s receipts from meat animals, dairy 
fine tobaccos, and the truck farms) products and poultry advanced by 
of New Jersey. New York and/$125,000,000. Revenues from crops 
Pennsylvania potato crops were |fell $400,000,000, nearly half of it 
exceeded only by those of Maine, from tobacco, which normally is at | 
California and Idaho last year.|least 40% of the cash crop of| 
New York’s apples were second|South Atlantic fields and two. 
only to Washington’s, and made thirds of the entire national crop. | 
up a tenth of the national total.| Another third reflected set-backs | 
New Jersey and Pennsylvania/in cotton in Georgia and the Caro- 
were among the important apple|linas, while much of the _ re- |showing in eggs despite the some- 
producers. New Jersey’s peach|mainder was from frost which what lower prices which prevailed 
crop was up substantially, and/clipped into the tomato and or-| |during much of the year. 
bigger than Georgia’s. New York |ange crops in Florida. | CO De Pentee nt OF aceicucruee neo. 467-8812) acnicucrurat mancetine service} | Georgia, North Carolina and 
displaced Texas as third among | Because of its difficulties with| income from agriculture. Nearly ;}enue was from livestock and live-| Virginia continued to produce 
truck crop states last year, and tobacco and cotton, North Caro-/|half of its farm income is still to- stock products. It more than held|/more than two thirds of the na- 
New Jersey won fifth place de- lina was edged out of the list of|bacco and cotton (it remains first its own in broilers and eggs,|tion’s peanuts; Virginia remained 
spite a drought which cut its crop ten top farm states in 1957, de-j|in the nation in tobacco), but last where it is fourth and tenth|among the leaders in apples, tur- 
by nearly 20%. spite a healthy $875,000,000 total year more than a third of its rev-' among states, with receipts of keys and tobacco. Despite frosts 
i . r vee ‘and excessive rains which dam- 
‘aged citrus and tomatoes, Florida 
jremained first in oranges and sec- 
ond in truck crops. Its receipts 
from livestock and livestock prod- 
ucts reached $170,000,000, up more 
than $20,000,000 from 1956. 
| Even with acreage allotments, 
‘south central states produced over 
$1 billion of cotton, more than 
five eighths of the 1957 crop, and 
$296,000,000 of tobacco, a third of 
the total crop, including almost 
|all of the burley tobacco. In Ken- 
|tucky, where tobacco accounts for 
ws |$223,000,000 out of $283,000,000 
|received from crops, cutbacks in 
2 | acreage allotments _ stimulated 
sane 28 ie new interest in cattle and hogs; 
; ee and the sheep population in the 
Bluegrass increased, although still 
' peowing 14 below 1951 highs. In Texas, Missis- 
a Meee Co * sippi, Arkansas and Alabama cot- 
: ton is still more than half of the 
/cash crop; but here again the 1957 


-otton states, it sought new in- 
AND GOVERNMENT PAYMENTS sive dela * ean de At 


come through diversification, 
1957 as Percentage of 1956 building its income on hogs from 
| $38,000,000 to $51,000,000, and 
from dairy products from $58,- 
000,000 to $63,000,000. 


|@ More than half of Georgia's 
| $660,000,000 farm income last 
|year was from livestock and live- 
stock products. Fruit, nut, tobac- 
‘co and soybean receipts were 
‘down 25% and cotton even more. 
|But in broilers, where Georgia is 
|first in the nation, receipts surged 
es bore from $129,000,000 to $150,000,000. 
ZA95.99 There were increases, too, in dai- 
EE] Under 95 \ry products and hogs, and a good 


U.S. TOTAL 100% 
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GET TOP 
COVERAGE 


In the pages of 
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LIVE STOCK 
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SEND FOR A 
FREE COPY OF 
“TOP COVERAGE”’ 
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results showed important increases 
in revenues from broilers, eggs and 
cattle. 

Over a third of the region's $2.4 
billion from livestock products 
originated in Texas, another 
$294,000,000 in Oklahoma. In cot- 
ton states like Alabama, Arkan- 
sas, and Louisiana, receipts from 
cattle were up 25%, averaging 
$65,000,000 in each state; and in 
Mississippi, cattle went from $54,- 


000,000 in 1956 to $80,000,000 in| 


ONLY LAND 
IMPROVEMENT 


covers the §1 billion conservation 
and tershed construction market. 


wa 
See BPR&D, Sec. 41 


IRRIGATION DEALER 
& WELL DRILLER 
10,000 who sell irrigation equip- 
ment. See BPR&D, Sec. 41. 
IRRIGATION FARMER 


10,000 irrigators. See CM&PFarm- 
PR&D, . 10. 


Agricultural Press 
4710 N. 16th St. Phoenix, Ariz. 


1957. ] 

Aside from cotton, the fields of 
jsouth central states produced al- 
\most two thirds of the nation’s | 
\rice (with the crop split almost) 
jequally in Texas, Arkansas and 
|Louisiana). Oklahoma was sixth 
among states in wheat; Louisiana 
grossed almost $35,000,000 from 
sugar cane; and Texas, Alabama 
and Oklahoma pocketed a fourth | 
'of the receipts from peanuts. 

Grazing dominates areas of the | 
Mountain states encompassing | 
Colorado, Montana, New Mexico, 
Arizona, Idaho and Wyoming. In) 
ithe past two years plentiful rains | 
have brought fine pastureage, | 
profitable for sheep and cattle 
ranchers. Water was plentiful, too, 
ifor the irrigated fields of New 
|Mexico, Arizona, west Texas and | 
|southern California, with their, 
miraculous yields of cotton, grains 
and vegetables. Wheat, sugar beets | 
jand potatoes abound in Idaho, | 
|} while the highly diversified agri- 
|culture of the Pacific Coast states 
—including California, the nation’s 
| top farm state—yield a golden har- 


FARM OUTPUT 
% OF 1947.49 T 
; | 
| oun 
120}-— Livestock & products —~ -* 
be Total farm 
+ \ a we" A output - 
r ad —_— | 
110 ae | 
100+ 7 
| ™ Crops 4 
90 | it ee | a I L 1 
1947 1950 1953 1956 1959 
vest of fruits, vegetables, food) production of dairy products, cat- 


grains and livestock products in 
infinite variety and lavish quantity. 
Washington and Oregon are big 


producers of wheat, high in the 


- Agricultura 


las Américas 


" 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de 


The Magazine of Modern Farming for Latin America 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. 
farmers—are making big sales in the booming farm markets of Mexico, Central and 
South America. They rely on Agricultura, because it delivers the leading audited 
on-the-farm circulation . . . stresses U. S. products . . . demonstrates the latest and 
best in farming methods. 


las Americas 


tle and eggs, and famous for ap- 
ples (they are third and fifth re- 
spectively in total production of 
fruits and tree nuts). 


|@ California’s strength is enor- 
mous, covering the whole range of 
livestock, fruits, vegetables and 
even some field crops. Despite se- 
vere setbacks in tomatoes, in field 
crops like barley, and important 
fruits like oranges, peaches, straw- 
berries and pears and a particular- 
ly bad year in nuts and despite the 
fact that second place Iowa im- 
proved its receipts by $133,000,000, 
California still held first place in 
agriculture in 1957 by nearly $550,- 
000,000. 

Illinois, Texas, Minnesota and 
Indiana remained third, fourth, 
fifth and sixth. A $31,000,000 in- 
crease in receipts from dairy 
products, cattle and hogs enabled 
Wisconsin to move from eighth to 
seventh place, while Missouri and 
Ohio followed in eighth and ninth. 
|Nebraska moved into tenth, as 
|North Ca: ‘na nursed losses from 
|tobacco and cotton. 


|@ The top ten, 


accounting for 


ANNOUNCING... a VE W 
international 


farm magazine 


First Issue ..........January, 1959 
Closing Date ....November 1, 1958 


WORLD FARMING will be an “agricultural extension service 
in print”. Its articles, special features and departments will 


furnish practical counsel on 


all aspects of management and 


operation of a commercial farm, ranch or plantation overseas. 
Produced by the publishers of Agricultura de las Américas, 


it will stress modern farming 
tions to farm problems. 


methods and demonstrate solu- 


10,000 World-Wide Farm Market Audience 


Circulation is cencentrated in areas of the free world which 


offer best sales opportunities 


for U. S. manufacturers—Asia, 


Africa, Oceania. The 10,000 qualified circulation is confined 
strictly to individuals with an active farm interest. On the 
farm coverage is limited to commercial level farmers, ranchers 
and planters who are individually recommended as good cus- 
tomers by dealers and distributors serving agriculture. Circu- 


Write for 


Complete Facts 


World Farming 


lation also includes importers, distributors and dealers of farm 


equipment and farm supplies, 


government agricultural offi- 


cials, extension service, experiment stations, etc. 


New Export Advertising Dimension 


With its farm coverage built on 


“best customer” lists, WORLD 


FARMING will deliver merchandising impact never before 
possible in overseas farm markets. Now manufacturers of 
farm-use products can deliver their sales message with on- 
the-target readership among those who buy, sell or influence 
farm purchasing all over the world. 


Published by 


AGRICULTURA de las AMERICAS 


1014 Wyandotte St. 


, Kansas City 5, Mo. 


Advertising Age, October 13, 1958 


|roughly half the nation’s farm re- 
/ceipts in 1957 and 1956, were: 


1957 


California ...... .$2,732,629,000 
SiR ECE ARES 2,184,316,000 
I cerctapisceiens 1,961,249,000 
I  cdesthcnitanmaes 1,734,765 ,000 
Minnesota . 1,329,663,000 
“Pee 1,054,882,000 
Wisconsin .......... 1,052,659,000 
pT, ener 1,009,124,000 
| UNREST SSE 993,229,000 
Nebraska ............. 921,537,000 
1956 
NODES Scpewcpces $2,817,292,000 
| abet anime 2,051,248,000 
Alea 1,952,115,000 
EE cS ccausanbe 1,858,142,000 
Minnesota .......... 1,265,802,000 
BENOIIEE  Gascdecascaxeo 1,073,131,000 
j,i 1,033,003,000 
Wisconsin .......... 1,021,915,000 
ee ee ce 1,009,363,000 
North Carolina  1,003,156,000 
Just behind the top ten were 
North Carolina ($875,809,000), 
and New York ($830,464,000), and 
also over $500,000,000: Pennsyl- 
vania ($752,439,000); Michigan 
($705,706,000); Kansas ($684,348,- 
000); Georgia ($631,019,000) ; 
Florida ($629,358,000); Kentucky 
($568,026,000) ; North Dakota 
($561,558,000); Washington ($551,- 


381,000); Arkansas ($549,298,000) ; 
‘and South Dakota ($530,666,000). 


® California’s success in retaining 
so large a lead in 1957 reflected 
its success in building additional 
jreceipts in dairy products and 
cattle, as well as a number of its 
vegetable and fruit crops. Its 
$300,000,000 cotton crop was sec- 
ond only to Texas, overshadowing 
such famous cotton states as Mis- 
sissippi and Arkansas. It was the 
only important cotton producer to 
do better in 1957 than in 1956. 

As the nation’s number one ag- 
ricultural state, California per- 
sonified diversification. About 
three fifths of its revenues are 
from crops, including a vegetable 
crop ($428,862,000) which equals 
almost a third of the national total, 
and a fruit and nut crop worth 
more than $600,000,000 out of a 
total national crop of $1.4 billion 
in 1957. It’s first in barley, fourth 
in rice, and an important producer 
of hay. Its $1 billion livestock to- 
tal recalls the fact that it is third 
in dairy products ($355,994,000), 
fifth in cattle ($343,682,000), first 
in eggs ($138,283,000), first in 
turkeys ($58,905,000) and second 
in sheep and wool ($57,988,000). 


| 
|= Hogs and cattle are the back- 
bone of Iowa’s agriculture, rep- 
resenting between them two 
thirds of the state’s 1957 farm in- 
come. It was first in hogs ($732,- 
396,000) and first in cattle ($731,- 
422,000), eighth in dairy products 
($172,247,000) and third in eggs 
($108,466,000), first in sheep 
($28,996,000), and third in turkeys 
($23,792,000). With its corn crop 
off by a third in 1957, Iowa was 
still second in corn ($168,550,000), 
second in soybeans ($123,103,000), 
and first in oats ($25,164,000). 
Illinois crops follow the same 
pattern as Iowa, with somewhat 
better balance between livestock 
and crops. It was second to Iowa 
in cattle ($466,319,000), and hogs 
($445,910,000), ninth in dairy 
products ($170,753,000), and sixth 
in eggs. Its corn ($345,810,000) 
and soybean crops ($249,536,000) 
are first in the nation, overshad- 
owing Iowa, while its oats are 
second ($25,010,000). Last year’s 
Illinois wheat crop ($67,499,000) 
was seventh for the nation, even 
though it was only half the crop 
Illinois normally produces. 
Droughts continued to cut into 
cotton yields in Texas, clipping by 
20% a crop which normally pro- 
duces nearly a third of the state’s 
farm receipts. But diversified 
Texas farming came close to its 
1956 results. Texas remained tops 
in cotton ($475,356,000), first in 
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A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 


gravure printing and sharp, ; . \ : 
localized editing. (THIS is Me ie oo: Bn ones = own this I, 00 
more fully illustrated in the X |  &§ ’ wee i pontoon ACTOR for just... 53 
booklet offered below along wer F a * 
with other localized selling 3 : 

techniques.) The use of local  \re . 

prices, terms or down pay- : \\ he oie as 28 balance 
ments is just one phase of ; Y yp BF. —— oS. in small 
STRAIGHT-LINE Adver- WN pee ae ed sv 8 monthly 
tising. Nothing helps close a . ee . ' ~~ ce” payments! 
sale like the point-of-sale oe a —_— 

facts that tell a farmer how 

he may buy. We can strip in 

your Pennsylvania prices and 

selling data. No bother about 

plate changes because of our 

gravure printing. Here is 

sharp, new advertising im- 

pact without straining your 

budget! 


Use STR AIGHT-LINE Advertising 


to sell more 


STRAIGHT-LINE Editing gives you the background of who talk regularly with your local state management — 
“service readership’’ — Edited by Pennsylvanians distributors, field agents, branches, plants or local offices. 


for Pennsylvania farm conditions and problems. All 
articles are timely and fresh, reach readers twice each 
month with up-to-date farm know-how. Sparks and 
serves the interests of Pennsylvania farmers in more 
efficient farming. 


STRAIGHT-LINECoverage provides your direct chan- 
nel to an active market — through PENNSYLVANIA 
FARMER your advertising gets preferred attention in 
9 out of 10 Pennsylvania farm homes. And, when 
Pennsylvania farmers are well sold, they can buy! 
Income is big and steady — year round. Pennsylvania 
is a top-third state in farm income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 


Send for this booklet — a full story on ‘‘STRAIGHT-LINE Advertising.” 


A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. We 
will arrange for an action photo of your product in use in 
Pennsylvania, with brief testimonial if desired. The pic- 
ture can be stripped into your advertisement quickly at 
no extra cost. 


Plus No. 3 — Local Prices or Terms or Down Payments. 
(Described at top of this ad.) 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Pennsylvania distribu- 
tors, dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. At little or no 
cost, we can insert the name of your Pennsylvania sales 
office for fast selling action. 


Greatest Agricultural 


This new brochure may give you just the right idea for a welcome lift in your advertising Show in the East 
and sales in rural Pennsylvania. You’ll want to have this valuable reference on the real 1959 
advantages of our gravure printing flexibility — which makes possible STRAIGHT-LINE PENNSYLVANIA 


Advertising. Here is new penetration with localized advertising, test campaigns, full color. 


All at great savings. Write! 


Harrisburg, Pennsylvania 


FARM SHOW 


Harrisburg — 
January 12-16, 1959 
Previewed in the 
Janvary 10, 1959 Issue 
Closing Date Dec. 15, 1958 


PENNSYLVANIA FARMER 


STRAIGHT-LINE Advertising Service available also in The OHIO FARMER and MICHIGAN FARMER 
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METROPOLITAN CEDAR RAPIDS 


(LINN COUNTY) 
nd 


She Gedur Rupids Gazette 


Circulation Over 63,000 Daiiy, 65,000 Sunday 
FULL ROP COLOR SEVEN DAYS A WEEK 
Represented by THE ALLEN-KLAPP Company 


sorghum grain ($155,058,000) , 
first in rice ($59,170,000). As 
grazing conditions flourished, it 


| held fourth in cattle ($426,298,- 
/000), 10th in dairy products 
| ($140,155,000), sixth in broilers 
| ($57,168,000), ninth in eggs ($55,- 
'718,000), fifth in turkeys ($18,- 
388,000) and sixth in sheep ($17,- 
392,000). 


® Almost everywhere last year 
and again this year, receipts from 
livestock and livestock products 
have been on the upgrade, with 
total receipts from these profita- 
ble farm products up by $1 billion 
in 1957, to $17.3 billion. 

Cattle, hogs, sheep and dairy 
products have brought particular- 
ly good returns. In the 12 corn- 
|belt states, receipts from meat 


animals passed $5.9 billion in 
1957, up more than $700,000,000. 
With price up at least $4 per 100 
weight, range states of the West 
all showed increased _ receipts 
|from feeder cattle; while in the 
South, receipts from cattle were 
up at least $100,000,000 in states 
which faced serious adjustments 
as a result of curtailment in re- 
ceipts from tobacco and cotton. 

Total receipts from cattle, the 
biggest commodity in the live- 
stock group, were $5,952,543,000 
in 1957, up over $600,000,000 from 
1956. Among the leaders, Iowa 
($731,422,000) had an increase of 
|$104,000,000. Illinois ($466,319,- 
/000), with an $88,000,000 increase, 
moved from fourth to second. 
Texas ($426,298,000), which gained 
only $2,000,000, slid to third while 
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SOMETHING 
MISSING 


... LIKE CALIFORNIA WiTHoUrT 


THE BILLION 


“DOLLAR 


VALLEY OF THE BEES 


¢ Gross cash farm income of $1.137 billion — 


equal to Nebraska plus West Virginia or Ohio plus Delaware 
¥ Not covered by San Francisco and Los Angeles newspapers 


Only six states (including California, naturally) have more 


farm income than California’s incredibly rich 


Bees. And you can get your message everywhere in 
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this 25-county market only by using the three Bee newspapers. 


They go straight to the people. 


Data source: Sales Management’s 1958 Copyrighted Survey 


M<cCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES...O’MARA & ORMSBEE 


f 


e THE SACRAMENTO BEE 
id THE MODESTO BEE 


e THE FRESNO BEE 


Yee 
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Nebraska ($390,801,000), up $3,- 
000,000, was in fourth. 


® Receipts from hogs, at $3.1 bil- 
lion, were up nearly $500,000,000 
which was shared by all leading 
states. Iowa’s share ($732,396,- 
000) was up $107,000,000; Illinois 
($445,910,000), up $78,000,000; In- 
diana ($281,092,000) up $47,000,- 
000; Missouri ($232,115,000) up 
$36,000,000; Minnesota ($219,939,- 
000), up $30,000,000; and Ohio 
($170,249,000) , up $30,000,000. 

| Dairy products, a boon to many 
|states which have been diversify- 
ling their agriculture, advanced 
$164,000,000 to $4,651,371,000. 
|Gains were widely shared, with 
the leader, Wisconsin, up only 
$21,000,000 to $556,061,000. New 
York ($427,484,000), California 
($355,954,000), Pennsylvania 
($296,569,000), Minnesota ($279,- 
738,000), Ohio ($221,786,000) and 
Michigan ($198,546,000) retained 
their 1956 sequence, each of them 
changing fractionally from the 
preceding year. 

Receipts from broilers ($887,- 
303,000) were up $50,000,000, but 
turkeys ($313,391,000) slipped by 
$26,000,000 and eggs ($1,609,367,- 
000) were down  $139,000,000. 
Georgia ($150,336,000), Delaware 
($61,689,000), Alabama ($59,832,- 
000) North Carolina ($59,015,000), 
Arkansas ($58,159,000) increased 
their leads among broiler raisers, 
and progress was recorded for 
Maryland ($49,000,000), Mississip- 
pi ($37,781,000) and Maine ($37,- 
364,000). California’s $58,900,000 
from turkeys was within $1,500,000 
of 1956, while Minnesota ($37,135,- 
000) and Iowa ($26,367,000) in 
second and third places, showed 
increases. 

Egg prices were down 5% dur- 
ing 1957 because of huge supplies. 
California ($138,282,000), Penn- 
sylvania ($119,245,000), Iowa 
($108,466,000), New Jersey ($91,- 
807,000), and Minnesota ($89,- 
286,000), accounting for a third of 
egg receipts, showed small losses 
compared with 1956. 


= If crop receipts had kept pace 
with livestock, 1957 would have 
been an outstanding year. In- 
stead, crop receipts for the year 
reached only $12.4 billion, off 
nearly $1.8 billion. Losses from 
bad weather ranged through most 
of the feed and food grains, and 
even extended to fruits and vege- 
tables. They were particularly 
painful for tobacco and cotton 
growers, who had already been 
hurt by government curtailment 
| programs. 

| With the poorest wheat crop in 
i'more than a decade, receipts from 
ifood _ grains ($1,877,499,000) 
‘slipped by $280,000,000. In some 
\leading wheat states, crops were 
off by 40 or 50% as a result of ex- 
leessive dampness, with total re- 
ceipts from wheat ($1,634,424,- 
|000) down $262,000,000. Kansas 
($190,225,000) was down $113,- 


' |000,000, slipping from first to sec- 


ond place. North Dakota ($223,- 
|615,000), unchanged, inherited 
‘first. Montana ($156,213,000) and 
Nebraska ($130,452,000) were close 
to 1956 levels, while Washington 
($106,378,000) lost $26,000,000, 
Oklahoma ($79,496,000) was down 
$47,000,000 and Illinois ($67,499,- 
000) off $46,000,000. 

Rice ($223,457,000) was within 
$15,000,000 of 1956. Texas ($59,- 
170,000), Arkansas ($55,699,000) 
and Louisiana ($54,946,000) 
showed small losses, while Cali- 
fornia ($47,630,000) had a $3,000,- 
000 gain. 


= Largely because of flood dam- 
ages in the Corn Belt, feed grains 
($2,327,975,000) were $300,000,000 
short of their 1956 totals. With Il- 
linois ($345,810,000) down $85,- 
000,000 and Iowa ($168,550,000) 
down $97,000,000, total receipts 
from corn ($1,323,739,000) were 
off $312,000,000 from 1956. Indi- 
ana ($102,665,000) dropped $58,- 
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The postmarks are actual reproductions 


Grit outsells 
the Post 
iladelphia! 


In Philadelphia, Pa., naturally the story is different. There publication. You've got to use Grit to get balanced national 
The Saturday Evening Post outsells Grit, by maybe 500 to |. coverage. And Grit sells small towners! 

The point is that a Grit campaign helps you correct the 

metropolitan bias of other mass media. For in nonsuburban Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
small towns of 2500 and less, Grit circulation concentration Meeker & Scott in New York, Chicago, Detroit, Philadelphia; 


is about 6 light-years ahead of that of any other national and by Doyle & Hawley in Los Angeles and San Francisco 
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| 3 agp tis POPULATION AND FARM OUTPUT 
To Sell Kansas Farmers... | (Rigid : 


5 


KANSAS... — 


“TOP THIRD” FARM INCOME STATE—with A 
Cash Income UP 65% first 7 months—1958. | 


125 
This record Kansas crop year insures Buying a 
Action NOW and for 1959. 100- 


Sell This Market With the New KANSAS FARMER. ‘ x . io phicsa tire titer dorsi taper trie t irri t iss i tins 
4 Seanfler-Lapper Publication Sad Mm | ‘i910 1920. 1930 1940 1950 1960 


SALES OFFICES: New York, Chicago, Cleveland, Topeka and Los Angeles : 


1910-56 POPULATION ESTIMATES FROm CENSUS BUREAU 


U. & DEPARTMENT OF AGRICULTURE NEG. 57(9) +572 AGRICULTURAL RESEARCH SERVICE 


000,000 and was displaced from | $34,000,000 but retained fifth 
third place by Minnesota ($137,- place, while Nebraska ($74,264,- 
954,000), up $3,000,000, one of|000), up $5,500,000, advanced to 
the few major corn states to show!sixth and Missouri ($45,938,000), 
ja gain. Ohio ($89,183,000) lost down $35,000,000, retreated to sev- 
enth. 


Sorghum grain moved up in 

4 e |1957 to become the second biggest 

‘feed grain, with $247,833,000 in 

3 < year | receipts, up $59,000,000 from 1956, 

with Texas ($155,058,000) up al- 

most $30,000,000. Although Iowa 

5 * e & ($25,064,000) showed a small gain, 

the world's biggest tarmers will take In gts ($205 884,000) was ff $22 

500,000, with much of the loss 

falling on Illinois ($25,010,000), 

750 alli of ii “¢ Rete ‘down almost $13,000,000, and Mis- 

| Sissippi and Arkansas, where crops 

mi ion 9 ars rom eee | were only a third to a half of nor- 

mal. Barley ($236,205,000) nearly 

jequalled 1956 despite losses in 

California where receipts of $454,- 

047,000 were off more than $16,- 

000,000. Fractional losses were 

reported in North Dakota, Mon- 

tana, Arizona and Minnesota, but 

'these were more than offset by 

gains in Washington, Oregon and 
Idaho. 

Even with a loss of $170,000,000, 
|\Texas ($475,356,000) was first in 
cotton. California, the only major 
cotton producer to hold its ground 
in 1957, advanced from fourth to 
second, with $298,642,000, a $13,- 
000,000 gain. Arkansas ($177,434,- 
000) was down $111,000,000; Mis- 
sissippi ($172,202,000), off $160,- 
000,000. Arizona ($145,310,000) 
was within $10,000,000 of its 1956 
‘yield, while Alabama ($86,420,- 
| 000) lost $69,000,000. 


® Tobacco losses were suffered 
largely by growers of flue cured 
variety. At $966,631,000, receipts 
from tobacco were down nearly 
$200,000,000. North Carolina 
($369,838,000) alone accounted for 
$138,000,000 of the loss. Kentucky, 
noted for its burley, received 
$223 ,334,000, within $5,000,000 of 
1956. But South Carolina ($76,- 
834,000) was off $14,000,000; Vir- 
ginia ($70,135,000), down $18,- 


600,000; Georgia ($48,161,000), off 
$16,000,000. Tennessee, also a pro- 
y e e e e ducer of burley, appeared in 
There’s and the biggest slice of this will be or Se, _ egemred to 
H $5,500,000 short of its 1956 figure. 
a third partner ised i ‘i 
ent on products advertised in 
in the picture sp P ‘ 2 = So far in 1958, livestock and 
crops are both running well ahead 
Wallaces Farmer...will you be there: P running we 
Father and son partnership of John of the same periods of 1957. 
Carstensen Sr., and Jr., Clinton, lowa, are . - By late summer, receipts from 
feeding out 147 head of fat cattle this Iowa’s 750 million dollar-plus ban’sroll from cattle is spendable in- marketing totalled $16.6 billion, ‘i 
year. As diversified farmers, they will also come to the world’s biggest farmers — part goes for raising more beef regan cased “ yb kg “4 
ne ee = —part goes for better living—more is spent on ¢ soducts advertised in ceipts from livestock products Rh 
e cen _—mM e . . eens san: 
improvements, spend money a eed Wallaces than in any other farm publication. were $10.6 billion, up $1 billion. 
money. Iowa State College surveys tell us why. ena ~eagiitodaaed . pg ong " 
The third partner in the picture is IOWA FARMERS PREFER WALLACES FARMER BY 4 with a $700,000 000 increase : i 
bey pes lg vs Shy manager look TO 1! No other publication comes close. Dealers prefer Wallaces By early September, receipts 
e - . * ‘ "4 
heist huiditiaaen Spheaits thads Somes by up to 6 to 1. Invest your precious advertising dollars where the ee ee i ae Paco 
> - : : reac ; . 
ening. Sem in Ge aligned pages and influence is. the first eight months of 1957, and " 
in the ads, if it's in Wallaces , it has a head receipts from crops, at $7 3 bil- s 
start with the Carstensens. : - ; : i 
Member of lion, were running 12% ahead of 
MIDWEST FARM PAPERS 
35 E. oe 3 last ated 
2K This startling 1958 beef in- 260 Park Avenue, New York 17 # In the 12 north central states, 
come figure is the educated — so vital to the nation’s_agricultur- 
estimate of the editors of Iowa Homestead West Coust Representative al health, well-being was partic- 
Wettoses Vorwer. Des Moines, lowa 110 Sutter hy nasa ularly evident, with over-all re- 
159 S. Vermont, Los Angeles 4 ceipts from livestock up 19% and 


Be os HEN eee Sep a ss ae 


c 5 by ot ‘ : 2 : Xn gal a. ; ot ee ee ager 4 pee anaes Ke ey 
es: et ; a Z . " . : ‘ - kcal eee pe 2 fred 
be , = _—— oe oan 
ie eae a 
| ) 
; i ia Fs 175 Output o ae 
ae ‘ 7 ° a 
Population ——— at eee 
: o os ss 
* ont ‘ Ne See ©  . Ps Sy 
eee 4 t Bric 
or : eo oe 
aa - L ed - “a 
ee ‘ as a 
ar y 7 ~ i 
ee! " : > ae 
re neu =f i q j ;. ai 
re a } | Ba 
re. = “ a 
pla 43 : 
B58. : a 
Np. ae mars “ee a : 
” 3 ti meet a 
reo : te pri ; 
§ Use KANSAS FARMER | 
. : ie a eee 
aoe ja * ee MTA aig ; 
ih ? va 
1 Spies * 
(i . | a 
ee 
pe ; % . 
. | ‘ 
Rvs <3 5 
a 4 
ek a 
mets =) 
es : ib 
TS, au, 
oH i i i 
7 0 
tae 
Oa. * 
Pipe 
Ahi 
ot ies 
_" 7 
¥ 
a Ra 
ire i 
“eat ; 
ae ‘ 
me * 3 k: ° oe ” a 7 a2 aaa yi oe 
- » “ : oo Se en | : ie se 4 " | 
oe Eats aan he” a -¥ > 7 ies nao 
© : Ro a e 3 KZ, 4 ; ae 
satis. % ‘Kcaah's , = hee 4 . be ‘ ae 
ie pe ed Sie By cowie ” J —— 3) S , , he - 
ae re YR eraeetemn i) pam - “CaS : “oe 5 ™, bi ‘ * “e, s 
oe RR NR CT aM ; —o : es Fao, = Pa | oe Bre 
ree CT Raa Ss Ae aS al emg ee we ee . A ai a 
E ‘fe 2 to> sie ee tay atic ia % Pee Snes Bigs A ? 4 % oe %: a. : Pe are | ig 
Sit Pipe 22 oe a a. ~ ph Regie shat ; = i a ti mines } : 
a 5 usa! Daa i 1. tags cay a eee ee e : 
Ae Sees! Ser fye Tee ae ieee Seis Os ep a se as a . iis ; ie a ae ON : Re 
eae i : j cae 
ba 
Be 
a | 
j ' 
i See 4 
rig Pi | 
re 
we 
i 
x ' 
' 
Ls, 
= 
yy oe 
a 
: a 
aR f 
aS 
a 
he 
JE 
BS rie 
es i oem Ee Re” : — OAD og tt ae ; ee ee.” oe pes ; . ii te 
CU te ik ae = et pe on ES ee Oe ae eet a Ne Ree TR og pea rr a 
oe i! 1 eS ee een 64-5. Beek | a,” ee eee =. 
d Fs Vee Mies ie Th he RR IR Slt get 
Bi ‘eat eee a eee 
Peet oned ey weecnes ae oe Bae a eae 


Advertising Age, October 13, 1958 


crops 12%. 

In Indiana, Illinois, Wisconsin 
and Missouri the gain already 
amounted to more than 5%, with 
profitable new crops awaiting 


harvest. In Iowa, with crop re- | 


last year. In 9vuth Dakota, where 
grain crews run 41% ahead of last 


and Nebraska, with crop receipts 
for seven months which equal or 
exceed their entire crop receipts 
for 1957, have been running 35% 
and 60% respectively ahead of the 
same period a year ago. 

In the northeastern _ states, | 
small increases in income were 
reported for New Hampshire, Ver- 
mont, Massachusetts, Rhode Is- 


land, Connecticut and New Jersey. 


New York and Pennsylvania farm- | 
ers were up 6% with dairy and) 
poultry leading the way. Maine is 
up nearly a third from 1957, with 
its potato crop more than making | 
up for last year’s disappointment. | 

In the south central region,| 
Texas and Oklahoma are nearly 
50% ahead of last year. In Texas, | 
crop receipts through July were 
75% greater than 1957, and live- 
stock receipts up 18%. In Okla- 
homa, crops were more than dou- 
ble last year and livestock up| 
22%. Tennessee, Arkansas and/| 
Louisiana are equalling 1957, with 
larger receipts from _ livestock, 
somewhat small receipts from} 
crops. Alabama’s total was up 12%, | 
mostly from livestock. Mississippi 
showed small gains for both live-| 
stock and crops, while Kentucky | 
had a 7% loss, with crops down | 
31%. 

Good grazing conditions are re- 


flected in reports from the West, |; 


where Arizona is up 10%, Idaho 
18% and New Mexico and Colora- | 
do 25%. = 


U.S. Steel Drive 
for Steel Use on 
Farm Paying Off 


(Continued from Page 65) 
continued despite periods of steel 
shortages such as in World War II. | 
With the aim of increasing farm 
use of steel, USS established a 
research center at the University 
of Wisconsin, where research was 
carried on in such areas as com- 
plete systems of managing dairy | 
cattle, loose housing (whereby cat- 
tle have freedom to come in and 
out), self-feeding, and milking in 
milk parlors where pipeline milk- 
ers take milk from cow to tank. 


# Frank J. Reynolds, manager of | 


STEEL ON FARMS—Upswing in sales 
of steel buildings for farm is! 
backed by U.S. Steel ads like this} 
in farm papers, including Agricul- 
tural Engineering, Better Farming 
Methods, County Agent & Vo-Ag 
Teacher, National 4-H News, Na- 
tional Future Farmer and Success- 

ful Farming. 


|agricultural development of USS, ; The farm m>-aet now is good| proved farm methods. Demonstra-|once or twice a year on the US. 
attributed the sales upswing at this|and is exvected to continue to be| tions are conducted in cooperation | Steel Hour on tv. Batten, Barton, 
time in part to a buyer’s market) gees throughout this year, he ob-| with USS customers, including| Durstine & Osborn is the agency. 
that developed in factory-b«<iIt| served. |manufacturers of factory-built} Promotion of the end product al- 
buildings for industri>? use. 
“Formerly, mauufacturers kept|# As part of the company’s co-| Although most USS selling in| pictures on farm use of steel, 
ceipts for seven months totaling | busy se¥éag conventional lines such ordinated program of research and | this market is in sale of steel to the | shown mostly by vocational and 
$273,629,000 compared with $359,-/«> warehouses and other industrial | promotion, various factory-built! manufacturer, who in turn manu- agricultural teachers and agricul- 
000,000 for the full year 2997,| buildings, but with the recent farm buildings and systems on|factures factory-built buildings to! tural agents at local farm meetings. 
farm receipts are 17% ahead of | drop-off in this area manufacturers | which research has been conducted |sell to the farmer, USS car-| Two films were made by the Uni- 
have turned their efforts more into | have been set up as demonstration | ries on a campaign in farm papers | versity of Wisconsin visual aid di- 
the sale of farm buildings to keep| units in many parts of the country | to build demand for the end prod- | vision and one film was made by 
yess, income is up 20%. Kansas} volume up,” he said. 
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buildings. |so includes three different motion 


to sell the farmer on these im- uct. The product is also presented Calvin Co., Kansas City. + 


° 
Bigger than Ever! 
NEVER BEFORE A GREATER CONCEN- 
TRATION OF FARM BUYING-POWER! 


More than 215,000 Farm People 
attended this 1958 two-day event 


Numerous demonstrations of interest to women drew 
capacity crowds both days 


453 private planes (more than one-third of the “‘Flying 
Farmers” in mid-America) and 65,000 cars brought enthu- 
siastic WLS listeners from throughout the five-state heart of 
America, to see and learn about the latest and best in farm 
methods and equipment. 


When 215,000 of America’s most prosperous and progres- 
sive farmers turn out for the WLS-Prairie Farmer Farm Prog- 
ress Show, you begin to realize the tremendous pulling power 
of WLS. Most farm families in mid-America depend on WLS for 
entertainment, up-to-the-minute news, markets, weather re- 
ports, and information on products of interest to them. If you 
have such a product, call WLS or your John Blair man today. 


As far as you can see, 
visitors viewing exhibits in 
which they are interested. 


——WE"— CHICAGO 7 —e 


The Most Powerful Radio Voice in Agriculture 
1230 Washington Boulevard + Telephone MOnroe 6-9700 
890 KILOCYCLES « 50,000 WATTS « FULL TIME « REPRESENTED BY JOHN BLAIR & CO. 


87 acres of auto parking space for visitors and another 
40 acres for planes. 


bs Fo BERS se ase eth Ne i 5; ee see ; {i a re: * pow “wists. ; ae we : a 7 c. 
eee! ee a ee ee : : = Trin ‘ J Fee ea <n oh oo i Ege i Big ae ae 
ee =e —e ‘Se j z Ne : oe ee : Cees r ile ” “hae ee eee eg a =e AY ei 
ee | 
Fe. 
om 
aie : 
- 
4 e oi aa 
iis) bg 
“a st 
ee ; 
et . a : Toy” » ne : we . : ¥ a pie 
ee 3 AS ‘ ~~ oe ee 2 4) ¥; ah 
= . SA : 474 age gf rr ~ Sr 
a - - § af e o ’ ‘ ey © , < ne 
ae 2 ce. y, ay « ae “_ ; & , ; > Gu: 
a So ag aR as “4 , ‘9 ; 4 ’ pr i? ro. 
4 fe r % a ce se . ¥ em v < oe 5 ; , . 4 : * i 3 , 
es y é a by _ ” - bak = “ 4 > “ ’ eo . ‘. a 
Bes - ; ~" gt IP e = } Pi aN Rie 
Be ics 5 : a) 2 : a ms ~ & 
ee , we - he 4 7 Ny } Ane 
— tf c = toa = at oR if Ee 5 “i . ese 
ia —— ‘ar Ce — RM . 
“ay i oe . fais 
ee %y = \y b 
Bi EW) \ ae 
é ~ AN’. 45 : = 
Bc 4 os me 
ee i Tay i le 
a Y \ Ss AR } ae ae tes 
BS “7 5. - r S & i , Lee Bes 3 ioe, ; ea. 
“ae z 7a Pa 4 gh . AS ie ge Pa 
a ¥ ‘ 4 -~_ ae. ; "i Fey is — , Ae 
See . 4) 9 a “Ore » 2 oe ae \ one 
“a : ‘ - “ . ; a. iy ae 
oan a” \\ y N “? ~~. iy  . . > aa . a 
a 4 * es, i i aia oe mee, ot. $ ’ ’ 
i ese b | N * >a ». .- rd Sea alae giro iy : ? i ah 
a « 3 : Bs. ee . « i <a ; en ) im. — rach ea 
=o al \y Las a i \J ‘a, ee ae id = J T) — ll ‘ 
A ‘ i co “ ye ad = - a a ae = wi é OE o ae * 
x a a « 3 ae Ge i ie ote ane ——— 
‘ . 2 alee oe 4 \ 4 = re ee Coal ’ » q zen i ra ¥ bea Saye Kayes 
Sey ae — 4 23 ee » “is i ~ : 2 = ee Ae Mee ‘ioe Le ee ae ae 
:  . ‘ Acs | et ae ayes Ms ; ‘ j ae - Ld 2 La | e , faa " area 4 pa nes 
Oe A i Ss ie Y oe ee ms: i : Rin aoe eee ee 
Pree e - c Moet Yo : ve ™ ini 2 . . - Sea q ee ae AIR ae Ce ee ot on 
ae “gual ogi ae ease ’ AAS . oe ai. ee ee. eee ht eS er 
ste sapling Ys f wii Po Me ae “a . my “ “ e >». > So SF wee SPOR oo ee nl 
= a « * re ae AS ae ie a 
sere Wee aa ~ 4 Sa » hs a : a j a " ed as 
se . : | te Se ; oe 2 va ae 
ise d ey 3 ic \ t j . 4 ' er 
ig : > Fi... ' q Fe 
ee gag ; ; a 
ves = ” ee ’ ie 
tion ny a5 a: 
if ey ce 
~~ Fe os ~ 
| ° > be Be 
/ - i ee 
eH, ee J " eS 
tar , arcu Pere 
oa a 4 of ee 
=. he ee “ esaagpver 2 Rs 
Bee 3 | Zz : + We 2 ay ‘ Ais 
=a *. ex a 
Pe tte 7 Py ij _4 ec 
Soe , , Gi i 
a : : ‘4 ae 
2 ee ae — A ¢ 7i— ot , : tay! 
—2es => * Save ‘ ants ae 
" = = 4 : “ a - 7a, ie 
Bee - re a ja . fs 4 .) ok 
wee Ng * ‘ o er ee . 
eae, il - oe im 
ia eee, ; —. aan 
es Li a. =" rT ~s ." . 4 eh Me 
‘aia H iy ie ie wt } " i" " 7 — m om 
ks = vy PEE c ri ces” : oa ” ‘ 
i a for le = | wal f = 3 aa o 
sas The modern farmer builds with steel ae is 
iia vw anion Si ‘ vals 
pe CO . et hn a sities 
Ae (S) United States Steel ’ ee" ee 5 > 2 eS OE , 
3 ae. Ray nas. -F - =. pes os yy » a 
es | aa Oe i nage ‘ 
ae te ete eee 5 - - ~ a $ = a fh 
es SS. ee Re eae ae ee eA > SF. ae: 
: ts = : ae meee eevee Sgr eae pon Se Ky : 3a 
ae ee ee Se Me ee Ett Zz Ve 
(Sealy : ~ Gfaan Ci ye eas il gh fe Of Pr A 
oa Bi ve oe SOS PO ae pre ee gg oo » te of 
a ao 7 | hier get eee a aes ee OM LAE Lo 
Bi Nei ey : Bs aa ne’ <ve oy as Sat a, Oe ia SF Gl ‘fag 7 ae m: 
Pee i ee Fe a a pees ss 
x5 ele ae mane ce es oo a. 7 hae " pall” 2a Tie ee 
cee Ne ae sn bad —. oe Meek hm 
tie es aa ii ee - Ig . ema Pe ia al 
ore A eae, Std Tod Fi ae aan ae sn 
sign Pe ll ¥ ; Sa e e LF 
ey = oe eo «3 fl je et 
ee " 
bs cr 2 
ea 2 
= ee 
ey tae $ 
ea at ee 
2y a Sal ee erp ah Ney VON yet a eg ge fd , ee | Ne eres . 7 oe omer ees! ane LAIN Th. th dy 9 Megha ty eon te Waar vB <e| a 
ae ad uhh te MS aa Bea Mega eee. eae 5! ila Bee ee aT ‘ 


Farmer Becoming Big Spender in 
Equipment; Here's Where Money Goes 


(Continued from Page 65) | tenance of vehicles and machines. 
many as half its people on the| Only 30 years ago, the farmer 
land, U.S. farmers do their job | produced at least 80% of the in- 


with one ninth of the labor force, gredients that go into farm pro- | 


and the productivity of farm la-|duction. Now he buys at least 
bor has been increased to the | 60% . Besides machinery and au- 
point where one farm worker sup-|tomobiles, which take nearly 12% 
plies himself and about 23 other|of the farm operating dollar, the 
persons at home and abroad. \farmer spends about $4 billion 


livestock and poultry, $1.4 bil- 
lion for fertilizer and liming ma- 
terials and nearly $850,000,000 for 
seeds, plants and trees. 


# Unlike his forebears who lived 
off the land, today’s farmer relies 
heavily on industry and other 
farmers for the equipment and 
supplies which make mass pro- 
duction agriculture possible. 
Where grandfather relied chief- 


® He provides a market for 6,- 
500,000 tons of steel, which is 
ly on animals and the sweat of his|more than enough for a year’s 
(and his family’s) brow, today’s | output of autos. He burns 17% 


mechanized farmer spends well billion gallons of crude petrole- 
over $6 billion annually simply um, which is more than any other 


for purchase, operation and main-|industry. He uses enough raw 


‘rubber to provide tires for 6,000,- 
000 automobiles, and he burns 


enough electricity to serve Chica- 
go, Detroit, Baltimore and Hous- 
3 Times U.S. Average 
Realized Net 


ton for a year. 
Income per Farm 


Altogether, according to the De- 
partment of Agriculture and Bu- 
reau of the Census, farmers spend 
nearly $24 billion annually, solely 
for the operation of their farms. 

Farm investments in equip- 
ment dipped during the severe 
drought period in 1956, but since 
ithen they have recovered com- 


Realized Gross 
Income per Farm 


Comparison 1957 Average 


annually for feed, $2.6 billion for | 
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Farm Expenditures for Vehicles, Machinery & Equipment 
| uot West East West 
North North South South South South 
U.S. East Central Centrat Atlantic Central Central Mountain Pacific 
No. of Farms .............. 4,675,000 364,300 781,500 892,400 789,600 7°¢.200 646,200 177,200 237,700 
Total Spent 
. SSE $2,763,264 $246,767 $591,673 $740,855 $262,704 $247,420 $278,979 200 429 $186,437 
. 2, eee 591.00 677.37 757.04 830.11 332.69 314.43 431.72 1,176.22 784.32 
Automobile (Net) 
Total (000) .......0000 436,806 31,303 84,511 109,526 47,935 41,685 56,254 29,708 35,884 
i ee 93.42 85.92 108.13 122,72 60.70 52.98 87.05 167.65 150.96 
|] Truck (Net) 
Total (000) ............ 279,687 28,747 35,655 54,547 30,304 28,896 42,288 27,622 31,628 
Fae FOIIB vecccescccsscese 59.82 78.91 45.62 61.12 38.38 36.72 65.44 155.88 133.06 
Tractors 
Total (000) ........... 688,468 46,008 163,164 167,450 76,033 81,983 63,325 47,780 42,725 
Per Farm ..........000006 147.25 126.29 208.77 187.63 96.29 104.19 98.00 269.64 179.74 
Farm Machinery 
Total (000) ............ 1,283,849 32,213 291,904 380,717 104,269 91,363 112,464 101,373 69,546 
Pa TD sicstsinnnes 274.58 362.92 373.49 426.59 132.05 116.11 174.04 572.08 292.57 
Livestock & Poultry 
Equipment 
Total (000) ............ 74,454 8,496 16,439 28,615 4,163 3,493 4,648 1,946 6,654 
Par PRD accetersecissece 15.93 23.33 21.03 32.05 5.27 4.43 7.19 10.97 27.99 
Source: U. S. Department of Agriculture, Bureau of Census 
since World War II. | becomes eager for more of it. A,feeds proper amounts of feed to 


Only 15 years ago, the average 
'U.S. farm had $3,500 invested in 
plant and equipment for each 
farm worker employed. Today 
that figure is over $15,000, and 
many commercial farms involve 
investments of $50,000 or more 
per worker. 

Since 1945 the number of trac- 
tors on farms increased from 2,- 
200,000 to over 5,000,000, with 
| expenditures for tractors alone 
averaging three fourths of a bil- 
jlion annually. The number of 
| grain combines jumped from 375,- 
| 000 to over 1,000,000; corn pickers 
‘from 168,000 to 745,000; pickup 
balers from 42,000 to 590,000; and 
field forage harvesters from 20,000 
|to 255,000. Milking machines are 
' standard equipment on most siz- 
|able farms so the number quickly 
sprouted from 365,000 to 725,000. 
The number of trucks in 1958 is 
more than double the 1,490,000 in 
| use in 1945. 


lpletely. With the end of the 

ODA Seek, 12, 1Em drought in the Southwest and 

U.S. 7,069 2,232 \great plains areas buying re-| 

lowe peg ui Geese: ent mater sahil 

arm nn - 

California 21,899 7,432 \cles climbed 12% to about $3.1 

billion. In first half 1958 ship- 

—— ments of farm equipment have | 

1949 15,303 5539 |been running 21% ahead of first | 

1950 16,473 5735 ‘|half 1957, with wagons and trucks | 

1951 20,390 7,209 \up 58% and nae machines, 
1952 20,846 7,523 plows and listers 25% 

1953 20,650 7,608 

1954 19,609 6630 (1s Although some portions of ag- 

1955 20,871 7551 |riculture, such as the northern 

1956 22,291 7,982 plains spring wheat areas, went 

1957 21,899 7422 through rapid phases of mechani- | 


California's Realized Net (spendable) In- zation in the late ’20s and early 
come per farm is more than twice that of | 30s, the big upsurge has come 


s As he becomes better acquaint- 
ed with machinery, 


| 


large percentage of the tractors 
sold in the corn belt now are four 
or five-plow tractors, for corn belt 
farmers are constantly adding 
new kinds of machines. A recent 
Agriculture Department analysis 
shows Corn Belt farmers now bale 
or chop about 95% of all hay, and 
combine 95% of their small grains 
and all their soybeans. They chop | 
about three fourths of all silage 
in the field with forage harvesters 
and pick nearly all corn with me- 
chanical pickers. Two-row pick- 
ers are used to harvest most of 
the corn on cash grain and big 
beef fattening farms. 

Specialized machines of all 
kinds are capturing the farmer’s 
imagination. Aside from tractors 
and other major equipment, he) 
wants to know about “chore” | 
equipment like self feeders, au- 
tomatic watering tanks, self load-| 
ing wagons, conveyors and blow- | 
|ers, tractor feed scoops and gutter 
cleaners. 

It may be a $3,000 feed system 


hogs, cattle or hens. Or perhaps 
it is a hay or grain dryer to in- 


|sure against moisture at haying 


time. Barn cleaners, silo unload- 
ers and a variety of other helpers 
—all are in demand because 
farmers know that money in- 
vested in equipment reduces the 
danger of loss and eliminates the 
need for hired hands. 


s Introduction of scientific meth- 
ods and efficient machinery has 


|meant a tremendous increase in 
'productivity for the farm and the 
| farmer. 


To use machinery efficiently 
farms have been consolidated, so 
that today’s farm is likely to be 
half again as large as a prewar 
farm. 

At the same time spectacular 
cost-cutting results have been 
achieved. In barely 15 years, pro- 
duction per acre for cotton is up 
67%, corn 56% and wheat 40% 


One farm worker now does in 


eight hours what took ten hours 
the farmer, which automatically grinds and/in 1950, and he does in one hour 


lowa. 


California Cash Farm Income) | a 
$25,343,648,000 in 10 | } 4. 


years, 1948-1957 
Ms : LL 


California 1957 Gross Cash 
Farm Income—$2,764,276. 

NO. 3 OF 
A SERIES 


oa 


Average per farm—$21,899. | 


California Farmer covers the great 12- | 
months-in-the-year crop-producing State 
of California. 


Land in farms 37,800,380 acres, of which 

7,048,792 are irrigated. Over 260 crops | 

produced on a commercial basis. | 
California's largest, most widely read, | 
and dominant farm paper. 


Total Net Paid circulation 
ABC June 27, 1958 


117,996 
123,075 


NUMBER OF 
COUNTIES 
IN WHICH 
PUBLICA- 
TIONS HAVE 
OVER 75% 
COVERAGE 
OF FARMS... 


Total No. California Farms 
U.S. Census of Agric., 1955 


(alj Homia Farmer 


Pactric RURAL PRESS ~ COL TiVATOR 
ESTABLISHED 1854 


Co 


MEMBER, AUDIT BUREAU 
OF CIRCULATIONS 


OFFICES 
83 STEVENSON ST., SAN FRANCISCO 


FARM & RANCH 


PROGRESSIVE FARMER 


FARM JOURNAL 


Send for similar data on other crops, livestock, 
farm equipment, poultry, irrigation and farm income. 


GREATEST COVERAGE 


Where Grain Sorghums Count Most... 


TEXAS AND OKLAHOMA COUNTIES 


107 COUNTIES WITH OVER 20,000 ACRES EACH contain 
84% of all Grain Sorghum Acreage in Texas and Oklahoma 


eer me 


THE FARMER-STOCKMAN 


gether 


TEXAS AND OKLAHOMA 
comprise the greatest area in 
107 the nation for grain sorghums! 
Last year, Texas alone pro- 
duced nearly twice as much as 
Kansas, the second state... 
and Texas and Oklahoma to- 


raised nearly as much 


as all other states combined. 


THE FARMER-STOCKMAN 
gives the best possible farm cov- 
erage in Texas and Oklahoma. 


Ph: GArfield 1-7960 


317 CENTRAL AVE., LOS ANGELES 13 
Ph: MAdison 9-1654 
Represented Nationally by The Katz Agency, Inc., 


In New York, Chicago, Detroit, St. Louis, Syracuse, 
Philadelphia, Dallas, Atlanta. 


434,813 


paid subscribers 


The Farmer-Stockman 


OKLAHOMA CITY @ DALLAS 


Represented in the Pacific Northwest by 
Frank J. McHugh 
520 SW 6th Ave., Portland 4, Ore., and 400 N. Michigan Avenue 


Chicago 11, SUperior 7-6145 


101 Jones Bidg., 


Seattle 1, Wash. 


J. H. Hunter, Advertising Director 


4321 WN. Central Expressway 


Dallas 5, LAkeside 1-312! New 


420 Lexington Avenve 


500 N. Br 
York 17, MUrray Hill 4-3340 


. Broadwoy 
Oklahoma City 1, CEntral 2-3311 
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what took two hours as recently 
as 1940. In 20 years the amount 
of labor required for 100 pounds 
of milk has been reduced 36%, 
pork 14% and beef 6%. 


= In the poultry industry, for ex- 
ample, scavenger feeding in the 
barnyard (which terminated at 
the chopping block) has given 
way to commercial plants where 
one man takes care of as many as 
40,000 birds at a time, or 150,000 
to 200,000 a year. 

Through the use of scientifical- 
ly prepared feeds, 2.5 pounds of 
feed now produce a pound of 
broiler meat, compared with 4.2 
pounds of feed in 1935-39. Simi- 
larly, cattle and hog growers are 
introducing methods which re- 
quire only 8.5 pounds of feed to 
make a pound of meat, compared 
with 10.9 pounds 30 years ago. 

The next step in getting feed 
ratios down may be new types of 
buildings. The amount of feed re- 
quired to make 100 pounds of 
pork is cut to a third at lower 
temperatures. “It is not incon- 
ceivable,” says a government ex- 
pert, “that producers may some 
day be feeding hogs in air condi- 
tioned quarters.” 


= In the Red River Valley area 
where sugar beet harvesting has 
been thoroughly mechanized, pro- 
duction per acre is up 40%, com- 
pared with 25% elsewhere in the 
country. Even thinning, which is 
the most difficult of all sugar beet 
operations, is handled mechanical- 
ly on most Red River Valley 


farms, so that man hours per ton | 


have been cut 38% compared with 
31% in other sugar beet areas. 


Agriculture Department offi-/| 
cials point out that while 2,000,- | 
000 so-called “commercial” farms | 


now account for 91% of the live- 
stock and crops that go to market, 
the remaining 2,600,000 small and 
part-time farms represent a dis- 
tinct market by themselves. 

Many are worked by people 
who have only limited time for 
farm work. Their needs for equip- 


ment and supplies are as real as) 


that of the commercial farms. 


s Large farms want large equip- | 
ment, bulk handling of products, | 
low per unit costs and the kind of 


guidance that go with the busi- 
ness of farming. 
Small and part-time farms need 


lighter, more _ versatile equip-| 
ment. They need technical advice | 
and other kinds of assistance.) 


They represent special research, 
sales and service problems for 
firms seriously interested in op- 
erating in the farm market. 
Introduction of electricity has 
been a major factor opening the 
way for the use of modern farm 
methods. From less than 11% a 
quarter of a century ago, virtu- 
ally every farm now has access 
to central station electric power. 
With more than 400 different 
kinds of electric consuming items 
on the farm and in the farm 
home, consumption of electricity 
has jumped from an average of 90 
kwh per farm in 1946 to nearly 
284 kwh in 1957, so that suppliers 
now find themselves in a position 
where they must step up the ca- 
pacity of their lines in order to 
meet the needs of their customers. 


= According to estimates used for 
planning purposes by the Rural 
Electrification Administration, ex- 
penditures for equipment are ex- 
pected to amount to $5.3 billion 
or an average of $11,000 per farm 
in the next five years. 

In addition to investments for 
modern conveniences for the farm 
home, REA visualizes large-scale 
purchases of electric equipment 
to improve the efficiency of the 
farm. For milk coolers and water 
pumps for the farm, it forecast 
expenditures of $124,000,000 an- 
nually; for milking machines, 
$77,000,000; drill presses, $33,- 


000,000; fractional horsepower 


83 


motors, $29,000,000; livestock wa-|-— ———---__—  _______--— 


tering equipment, $26,000,000; 
S$ Oo L D * 


power saws, $24,000,000; feed 

grinders, $19,000,000; chick brood- 
3800 ELECTRIC CLOTHES DRYERS IN TWO MONTHS — 
IN THE RURAL AREAS OF ONE STATE — THROUGH THE 


ers, $16,000,000; tool grinders, $15,- 
000,000; and dairy water heaters, 
PROMOTIONAL EFFORTS OF ONE PUBLICATION! 


$10,000,000. 
A comprehensive farm expen-| 
diture study published by the Ag-| 
riculture Department and Census 
Bureau last year showed that 
farmers buy about 500,000 trucks 
annually, and invest roughly 
$400,000,000 in them. In addition, 
they buy 1,100,000 cars annually, 
investing $650,000,000 annually 
(after allowance for trade-in). 


REA News) in cooperation with 23 of the 52 electric cooperatives of Minnesota 


promotional activities to make their advertising pay off BIG! Rural Minnesota 


= Of 600,000 tractors purchased 
in the study year (1955), three- | 
fifths were purchased used. In-| 
vestments totalled nearly $1 bil- 
lion, but an allowance of nearly 
$300,000,000 was obtained for 
340,000 tractors which were trad- : 
ed or sold. = it 

For plows of various kinds the | : Fommaniy twt ata mews es a eee Seo eee 
survey showed expenditures of | 


the ONE statewide publication that backs your advertising dollar with premiums 
and point of sale activities that sell the goods! 


write for complete details 


Ronal MInnesors 


MINNESOTA ELECTRIC PERATIV 


A promotion and premuim program arranged by Rural Minnesota News (formerly 


sold 3800 electric clothes dryers, Nov.-Dec. 1957. This is one of dozens of success stories 
told by members of the electrical equipment and appliance industry who rely on our 


is a big and wealthy market for ANYONE who makes ANYTHING that operates 
ELECTRICALLY, Get YOUR share by advertising through Rural Minnesota News . . . 


We 525 South 7th St. © Minneapolis, Minn. 


- a . . , - . . = f . ers 


HUTCHINSON, 


i tie Oe 


- “SEMANUFACTURER OF = as 


wae 
3, 
ae 
* 


- Sty 
=e" ize pete et) : 
— eum Sede en wee Nae ~ 


FINE CARRIACES, OPEN BUCCIES, 
SULKIES AND SLEICHS, 
LUMBER & DEMOCRAT WACONS, 
MILL CARTS, ETC., ETC., ETC 


we WIARKET STREET 4 


’ This is an excellent time to have your pas repatnted before the annnal Spriug 
rash. Particular attention paid to carrlage repairing in all ita branches, 


Ad clip from The Muskegon Chronicle of June 16, 1882. 


Items and Advertising Change... 


and The Chronicle’s changed, too! 


The Chronicle was a four-page daily with only a 
few thousand circulation in 1882. Today The 
Chronicle in its 101st year is serving a city zone 
of 100,000 population, averages 34 pages per 
edition and has 44,000 circulation. Yet, unchanged 
is the fact that throughout the Muskegon area 


The Chronicle is still considered as the primary Chronicle in your advertising plans. 


source of news and advertising. Yes, The Chronicle 
is purchased by 99°% of Muskegon families for its 
advertising as well as for the day’s news. That’s 
why it remains the best vehicle for national ad- 
vertising and continues to produce the best 
results. For a “good buy” include The Muskegon 


ma THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972, 


A Booth Michigan Newspaper 


te 


: ; =e : a ! : ue me ie - 5 : 
i ee m eee 2 2 eay F F . : bs een 
J teach Wa i : ut poaaghtin oom ea Pe ee ‘ ‘ ie te a Z en a betiicghs 
tS i eee ris >i ine e. : pes se . nae Ae . > a ‘ : 
Net aae: 2 s ner i ay og Aten ‘igh * Me yen * 
pee GE ere med ; 
| ee | 
aus ae 
ie ee s 
Ping tT be 
hs | & 
tae BE. 
es) ’ 
Be 
rs ae 
nie i. 
‘x A 
pe es i eeeeetetceemnenessesisthesioneamD 5; 
ae 
or er 
Ber 
Pi Poe 
- . : eee 
i f 1 6 ia 
‘ WA fs 4 ao 
os . 3 . ; 
om a ae 
Rigi : Ri 
is oF ae 
‘Rc pla ae 
ats F zs es Nadas € 5 : . ue aS 
Bre im Hoey. eee. . ' 
a 15 Be er - tay 
ee i role a peony ee tees ea oe 
Pataca fad Se eet.’ ot ; Bs alt re es Tie. SSS ie 
vr 30 Bie jens St a aie “et, NS - 
a “6b ee EL a Pe pee Peart s 4.5" ; 
: 00 aay >. = a = 
i PS ee, Sea A re Be Oe 3 hates a 
ab) a a ee ee eae! } sts i 
cs fe i 1 der eT x o 3 = 
“t ‘ | Se yews fo FF Seg rat” ey 9 ty f\ ar 
a ee ge es }/. Re oN 2 a 
¥ rT WMS \ oe ag ht ee 42 2 
ve BEER Me on a FP 6d SS et or Fay Ts x 3 E 
; 42 RE sna se > 7. Fete — | ‘ a 
hae é * “ At 3 t = “ a i ‘i 
ica 1 LP” ple, 2 Se —— . a = . ; ZL\ eli 
ie yao ee \ . et Le he 
oF 20 > ‘@, OC | E 
) : ae 
=e, ’ rath 
pret ‘mm —— are 
= 9 == . | ef \ ; -— 
0 a site! = i =p = ot: 
ee e... 
‘. Pe = . mf 
peck = ==. *- z rl. 
se : _~ : 
MS eet 
Po as 
ree 
‘a di i 
. a 
A ey series 
pele J } ; es ei 
es f 4 gore 
2 ae ; . Tee 
“N ‘ Ss ; oc 
eH) fa | igh ey 
Bete Aa 
er eee 
i bo ie 
i ii 
ear : 
ae 
ie Oy 
ge: Tee 
ee, Bite 
of es 
2 j aS ge 
i | errr = 
— kes 
ors wots 
ea i 
Ae 
“AS me } . 
ey ae 
ie - " aa 
ss, el Pea eK 2 ae 
So ee. ‘a a 
Gay ; é outages on r re | : Seno: | 
Paes ’ alee 
on | ee yt 
van ie be a ies . 
oem + ag cy 
Bey | be wos 
ae eaegad 
Pale Pat) 
Bae | en =f 
ae | ee —= 
Ee dar a 2. DERE 9) = ae 
ee eS tees Mae | = . ie —eeeere 
ae . ae “Oy ee tee Tay “y Thee 7 A et cee Sree ph un 7 a 
ae: we - CR i, 2 Ae Ni 1 RE yee eae A eT aa 
aes Ue eae ae 
i i eC A ass Ne) o 
7 ocues t= se Pe ers te ee en Neate 
Ae a eS rem fc ee oe ee tae 
i ee tee Conk ps = 


a4 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 
Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


a Leller Ship te 


431 S. Dearborn St. + Chicago 5, illinois 


|$140,000,000. Disc tillers, harrows, 
cultivators and other tillage ma- 
|chines cost $163,000,000. Grain 
| drills, corn planters, cotton plant-| 
|ers, manure spreaders, sprayers | 
j}and other planting and spreading 
| machines added up to $147,000,000. 

Mowers, rakes, pick-up balers, 
loaders and similar haying ma-| 
chines had a _ $212,000,000 tag, 
while combines, forage harvest- | 
ers, corn pickers, potato diggers 
and other harvesting equipment 
cost $400,000,000. Over $81,000,- 
000 went for dairy equipment and | 
another $132,000,000 for brooders, 
self feeders and similar livestock 


| equipment. 


A variety of “other” 
machines such as feed grinders, 
hay driers, shop tools and porta- 


Whether a's 
PRINTED 
BROADCAST 
TELECAST 


ANCE, 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
to cushion the claim — 
effectively, inexpensively. 


EMPLOYERS 
REINSURANCE 
CORPORATION 


21 W. Tenth, Kansas City, Mo 
New York, 107 William St 
Chicago, 175 W. Jackson | 


an Francisco, 100 Bush St 


Lemecns 


and 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


MOLONEY, REGAN & SCHMITT, Inc. 


Noationol Representatives 


|residential 
market for $2.4 billion of farm) 


Drug Store Sales 


Source: Sales Management Sutvey of 8 
_ a (Al — * om Ee 


ble grain blowers added up to 


| $260,000,000. 


Roughly half of the $24 billion 
of farm production expenditures 
were incurred by 657,000 big com- 
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Farmer Rebounds in ‘58 
to Thwart Recession 


mercial farms with production 
averaging in excess of $10,000 | 
each. Another $9.5 billion of the | 


remainder represented operating 
costs of 2,159,000 “Class III to V” 
farms, with production ranging 


ifrom $1,200 to $10,000 each. The 


2,000,000 remaining part-time and 
farms represented a 


supplies and equipment. 


s Of $2.7 billion spent for motor 
vehicles and machinery for farm 


}production purposes (aside from | 
billion was) 


personal use) $1.1 
spent by the big commercial 
farms, $1.3 billion by Class III- 
V farms and $300,000,000 by part- 
time and residential farms. 

New tabulations recently pub- 
lished from the 1955 survey show | 
that roughly half of all expendi- 
tures for vehicles and equipment 
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1958 Population, Sales 


E. B. 1. (Gains) 
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520,858,000 * 


‘ion Power, May 1958 


were made by 1,700,000 farms in 
the 12 corn belt states. 

The mountain states were a 
$208,000,000 market. On the ba- 
sis of 177,200 farms, expenditures 
averaged more than $1,172 per 


reported 789,000 farms. Purchases 
per farm averaged only $332. 
Nearly half the expenditures of 
the corn belt states were for ma- 
chinery and implements. Tractors 
were the next largest factor, fol- | 
lowed by automobiles, trucks 


ment. Other sections 
| the same general spending pattern, 
| but most of them put smaller 
percentages into farm machinery 
and implements, and somewhat 


larger percentages into tractors. + | 
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METROPOLITAN WORCESTER COUNTY 


% Increase 
since 1980 


UP 7.5% 
UP 53.5% 
UP 26.6% 
UP 53.4% 
UP 39.1% 
UP 105.8% 


a ths: 


farm. The south Atlantic states | 


(Continued from Page 65) 
most “finished” and _ profitable 
form. So the farmer has kept 
several steps ahead of inflation, 
and his realized net income—his 
spendable funds after allowing for 
the cost of operating the farm— 
are estimated for three quarters 
of 1958 at an annual rate of $13 
billion, up 19% from a year ago. 


® This favorable shift in the out- 
look for farmers was already ap- 
jpearing during much of 1957, 
when sales of livestock and other 


and livestock and poultry equip-|«fjnished” foods ran far ahead of 
followed | 1956. But the prospects of a ban- 


ner 1957 sputtered out in the final 
weeks of the year, when wet 
weather upset the harvesting and 
delayed the marketing of much of 
the fall crop. 

| Even so, when government 
|payments are considered, farm- 
ers in most states outside the 
South finished 1957 with more 
cash than they handled in any 
| other recent year. Moreover, 
jmany farmers carried over large 
‘inventories of grain which were 
\sold early this year for as much 
jas 11% more than the same crops 
| would have brought in 1957. 

| 


. Not that the farmer’s problems 
‘are behind him. His prolific out- 
|put is once again pushing prices 
|downward. But increasing popu- 
lation and wealth, diversified 
farming, skillful marketing, tech- 
‘nical research and aggressive ex- 
port sales are helping him to find 
profitable markets for more of his 
| production. 

| By late summer, for example, 
|prices were only 24% above last 
year. With consumers’ buying 
larger quantities and more “high- 
ly finished” goods, receipts from 
‘marketing in the third quarter 
|were at least 8% better than in 
the 1957 third quarter. 


# General statistics are, of course, 
|little comfort to the individual 
\farmer who has been hurt by 
‘crop curtailment programs or ad- 
verse weather. But in many parts 
of the country the rural economy 
has learned to cushion itself by 
‘diversifying. And even in areas 
‘where the “mainstay” crop is off, 
jthe impact is softened by reve- 
‘nue from minor crops, govern- 
iment payments and income from 
|off-the-farm employment. 

| Diversification has been partic- 
ularly effective in many southern 
states once known largely for cot- 
ton or tobacco. Many of these 
|states have become _ important 
|producers of livestock products, 
and even grains. In 1957 when 
bad weather cut cotton in Arkan- 
sas and Mississippi by 40 or 50%, 
‘rural people partially offset the 
\loss with increased revenues from 
leattle, hogs and poultry. In the 
Carolinas these same _ livestock 
sources partially replaced losses 
incurred when tobacco crops had 
to be curtailed because of gov- 
ernment acreage allotment pro- 
grams. 


= Besides roughly $34 billion 
which he receives from the live- 
stock and crops produced on the 
farm, the farmer has other sources 
of “income” in cash and kind 
which add up to gross “revenue” 
of nearly $46 billion available this 
year for his use in operating the 
farm and supporting his family. 
Because machinery makes it 
possible for the farmer to operate 
his farm with less effort on the 
part of himself and his family, 
farm income from off-the-farm 
work now amounts to more than 
$6 billion annually. At least four 
out of ten farmers now have off- 
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Portland retailers watch the women go 
buy. That’s why they use the newspaper 
that reaches WOMEN. During the 

first eight months of this year they 
placed 3%-million more lines of 
advertising in The Oregonian than in the 
2nd paper. They know there’s more 
buying when they use the newspaper 
that’s big as all Oregon... The Oregonian. 


How big is the Oregon retail market? 
Almost 2'%-billion annually... that’s double 
Boston and triple Kansas City! 


the Oregonian 


Portland, Oregon 


leads in retail advertising 


ont cOnts 


= oe om oo ot 
Ba aed yt 2nd PAPER 
2ng PAPER me 


1947 1957-1947 
Daily Circulation Total Advertising 


Largest Circulation Newspaper in the Northwest 
231,829 Daily; 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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the-farm employment, and this;will locate “out in the country”|)ed conservatively at more than; It has long been his thesis that) summer, Secretary Benson stressed 
has been a significant factor, for | and provide employment for mem- $1.8 billion.~ - : |Fecent slumps in farm income look |that last year’s $967 per capita 
than they actually are.| farm income was the second high- 


example, in the South, where bers of farm families. | worse 


State governments have aggres-| Also included in the farmer’s|@ It has been a particularly grati-|While he con 
sively recruited industries which |“resources” are about $1 billion|fying year for Agriculture Secre-|farm income dropped 30% 
from government programs and /|tary Ezra Taft Benson, whose pop-| 1947, income per capita of the| the Korean War. He has been pre- 
Coeccccccccooscoscocesoss Over $2 billion from a variety of ularity among farmers seems to|farm population from all sources | dicting that per capita farm income 
sources including rental of real|be on the upgrade. He’s been|was $967 last year, 
| with a $765 low in the recession 
|securities, pensions and _ social which show that net farm income|of 1949, and realized net income 
security. Finally, there is the in first half 1958 had its biggest}was more than $2,500 per farm, 
rental of the farmstead, and the |increase of any period since World|compared with $2,154 in 1945 and 
home-produced products con-| War II, with gross farm income|up nearly 7% from 1956. 
sumed on the farm, each estimat- the highest on record. | Before farm audiences 


* 

4 MAKE 'EM LAUGH! 
@ Friendly prespects buy quicker. Make 
@ yours igh with the “Let's Have Setter 
@ Mettees” monthly mailings. Uneseal — 
©@ effective — economieai — exciusive. Write 
© ‘or details on your business 

4 FREDERICK E. GYMER 
@ 2123 E. 9th $t., Cleveland 15, O. 
SSSSSSSSSSSSCSCSCOSECSSCCECE 


estate, dividends and interest on|making the most of statistics | 


cedes that realized 
since 


More than 8 out of 10 (85% to be exact) Battle Creek area homemakers 
rely on advertising in the Enquirer and News when planning their grocery 
shopping. This fact is highlighted and substantiated in the 1958 food shopping 
survey conducted by the newspaper. 

This really wasn’t news to us. We’ve known for years that Mrs. Battle 
Creek housewife looked first, and exclusively, to the Enquirer and News 
before she even laid a hand on a grocery shopping cart. Previous surveys, in- 
cluding one made last year by Publications Research Service of Chicago, all 
show that the Enquirer and News is by far the homemakers preferred medium 
for grocery product advertising. 

It’s no secret either that grocers prefer the Enquirer and News for their 
selling. Last year local food stores used nearly 1,400,000 lines, an average of 
more than 10 pages a week. 

It’s only logical that the medium that ranks first with both shepper and 
grocer will produce the best sales results for national advertisers . . . and a 
1,000 line ad costs less than %¢ per family. 


BATTLE CREEK, MICHIGAN 


MEMBER OF FEDERATED PUBLICATIONS 


REPRESENTED NATIONALLY BY SAWYER-FERGUSON WALKER 


A survey that told us 
what we already knew 


FULL COLOR R.0.P., DAILY AND SUNDAY...FREQUENCY DISCOUNTS 


ENQUIRER And NEWS 


COMPANY 


est on record, 8% higher than 1956, 
and the highest since 1951, during 


will set a new record in 1958. 


® Political haggling over farm 
policy tends to obscure the fact 
that the American farmer, with 
all his problems, is the envy of 
the agricultural world. He pro- 
duces more with less effort than 
farmers of any other nation, and 
even in off years, he is the only 
farmer in the world with an ur- 


ban standard of living. 

Admittedly the problems of sur- 
pluses and fluctuating prices are 
la direct result of his willingness 
|to turn to machinery and scientif- 
lic methods in order to increase 
production. With government en- 
couragement, he has used the 
lessons of science to produce more 
food and fiber than even a grow- 
ing population could consume. 
With the switch to machinery to 
eliminate costly labor his need 
for land and equipment ballooned, 
so that 600,000 farms were con- 
solidated between 1950 and 1955 
alone, with the average size of 
farm up 10% to 242.2 acres, and 
investment in land and buildings 
increased by 40% to a $20,000 
average. 


® As a long run solution to farm 
income problems, Secretary Ben- 
son has taken the position that 
rigid price supports have to give 
way to more flexible pricing 
|which responds to the demands of 
the marketplace. 

For the short-run, the govern- 
ment is bolstering farm income 
with such measures as the soil 
bank. Mearwhile it is aggressively 
developing foreign outlets for gov- 
ernment-owned surpluses which 
have a depressing effect on crop 
prices, and is calling on agricul- 
ture to build bigger markets by 
using merchandising and market 
research methods, such as enabled 
synthetics to cut deeply into the 
farmer’s market for fibers. 

Since taking office, Secretary 
Benson has been fighting to cut 
agriculture loose from the rigid 
price support policies carried over 
from World War II. While he has 
not proposed the elimination of 
price supports, he sees no future 
for programs which price products 
out of the market and encourage 
farmers to turn them over to gov- 
ernment storehouses. 


= Just before adjourning, Con- 
gress passed a new farm bill 
which Secretary Benson regards 
as a long step in the right direc- 
tion. Under this bill farmers will 
go to the polls in December to vote 
on a corn program. They can 
keep the existing rigid program, 
or they can follow Secretary Ben- 
son’s advice and try a new pro- 
gram with lower supports and 
more freedom to plant. 

Even if allotments could be en- 
forced, Secretary Benson points 
out, increased productivity has a 
way of upsetting plans. Last 
year’s yield per acre for major 
crops ran 27% ahead of the 1947- 
49 average, and this year’s is 
even higher. “To control crops ef- 
fectively so as to maintain price 
at 90% of parity would mean set- 
ting allotments impossibly low,” 
he says. “Congress would not 
vote such controls. No Secretary 
of Agriculture could adequately 
enforce them. And American 
farmers just wouldn’t stand for 
such regimentation.” 

Cotton is less of a problem be- 
cause of last year’s bad weather, 
but surpluses of wheat and corn 
will be more serious than ever 
this year. With this year’s huge 
crop, the carry-over of wheat will 
be so great that even if no crop 
were raised next year there would 
still be enough to meet all domes- 
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ULSA ORL aAuoma 


ONE OF THE FASTEST GROWING MARKETS 


IN THE SOUTHWEST 
Shown Here Are Some Of The Reasons Why- 


First National Bank 


TULSA is experiencing one of the greatest building pro- 
grams in its history. Building permits are at an all time 
high. New construction for the first six months of 1958 in 
Tulsa was just short of the total for the all time high 
in the year 1955. $22 millions for the six months alone. 
More than $100,000,000 has been invested in home and 
: regional office buildings in the past eight years. Shown 
i here are some of the buildings that have recently been 


: ad 


Aske Shell Petroleum completed or are now under construction. 


BLL 


ert 
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Tir on nies TULSA BANK DEPOSITS are consistently highest in the 
_ state: second highest in the 10th Federal Reserve District. 


Amerada Petroleum 


POPULATION—lIn the *~1953-1958 period Metropolitan 
Tulsa showed one of the largest percentage of increases 
in population than any south or southwestern market of 
300,000 or more population. 


TULSA DEPARTMENT STORE SALES—Continue to 
show one of the largest percentage of increases of any 
south or southwestern city. 


ti 
aN 
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AIRPORT EXPANSION. Now under construction a 
$35,000,000 expansion program at the Tulsa Municipal 
Airport. A new terminal, new runways, and new facilities 
will soon be completed to usher in the “jet age” for Tulsa 
and the Magic Empire. 


TERMINAL OF TWO TURNPIKES—Of long range 
benefit to Tulsa and its trade territory, the Magic Empire, 
will be the connection of the Turner Turnpike between 
Tulsa and Oklahoma City and the new Will Rogers 
Turnpike connecting Tulsa with Joplin, and arteries to 
Kansas City and St. Louis. 


Southwestern Bell Tel. 


THIS IS TULSA TODAY—one of the key markets in the 
southwest. Hub of the nations pipeline, producing and 
refinery network. Surrounded by an abundant water 
supply, rich deposits of lead, zinc, coal and natural gas, 
Tulsa is destined to become an even greater factor in the 
growth of the great southwest. 


lag |e 


For MORE Business From This Great 


Market Advertise in the 


Skelly Ol 
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Oil Capital Newspapers 


*Sales Management survey of buying power, 1958 
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! TULSA TRIBUNE 


MORNING © EVENING * SUNDAY 


Represented Nationally by THE BRANHAM CO. @ Offices in Principal U.S. Cities 
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Now entering its 4th year, 


BUILDING 


PRODUCTS 


has reported well over 7000 


new product 
ae 


builders and architects. 


developments, 
an obvious need of both 


3 


feature articles have been re- 


printed in Reader’s Digest. 


Over one million inquiries 
have been developed... tre- 
mendous evidence of interest 
and action from the nation’s 
top builders and architects 
engaged in both residential and 


non-residential construction. 
a 


Over 500 advertisers . . 


have discovered it pays to 


advertise ...in BUILDING 


PRODUCTS! 


They have 


used its — and power to 


get top resu 
advertising dollars. 


447 pages gained... 


ts for their 


from Jan., 1957, through Aug., 


1958. That's 


BUILDING 


PRODUCTS’ growth record. 


For comparison* with other 


major media, see below: 


Pages Gained 

or Lost 
American Builder -555 
Architectural Forum -476 
Architectural Record -165 
Building Products +447 
House Home -702 
Practical Builder -879 


Progressive Architecture -121 
*Source: Industrial Marketing 


And now for news of an important 


expansion of 
BUILDING PRODUCTS’ 


service, see next column. 
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Value of All Farm Products Sold 
© De Gt ciscticice $208,212,800 
OS ee eA 173,874,984 
3 Los Angeles, Cal. ...... 170,452,397 
TE SE ececitecoense 157,055,906 
5 Maricopa, Ariz. ........ 155,646,326 
6 San Joaquin, Cal. .... 115,879,563 
7 Imperial, Col. .......... 109,386,713 
8 Yakima, Wash. ........ 100,593,564 
9 Stanislaus, Cal. ........ 89,750,743 
10 Riverside, Ceol. .......... 86,690,163 

10 Wee, Cole Wc 84,113,057 
12 Orange, Cal. ............ 80,228,360 
13 Lancaster, Pa. ............ 80,150,566 
Oe I SN i cc cctnes 79,570,011 
15 Santo Clara, Col. ...... 76,862,370 
16 Ventura, Cal. ............ 72,780,093 

| 17 Merced, Cal. ............ 69,009,107 

‘| 18 San Bernardino, Cal. 66,420,513 
ee 64,468,494 

20 Monterey, Cal. .......... 62,855,196 
fh ne 60,394,796 
22 Sussex, Del. .............. 57,898,931 
23 Aroostook, Me. .......... 56,390,357 
24 San Diego, Cal. .......... 53,833,157 
Bee PE TES. esdeetesmnorosens 50,826,307 
26 Whitman, Wash. ...... 50,728,273 
27 Sonoma, Cal. ............ 49,544,913 

28 Santa Barbara, Cal... 49,004,482 

29 Lubbock, Tex. .......... 48,862,502 

| 30 Mississippi, Ark. ........ 48,410,335 
31 Mclean, Ill. ................ 46,472,919 

| 32 Hidalgo, Tex. ............ 46,120,450 

|} 33 Madera, Cal. .......... 42,492,071 

34 De Kalb, Ill. .............. 42,475,257 
BB te Salle, WR. ..ccccccccces. 42,372,926 
36 Sacramento, Cal. ... 41,198,818 
37 Pottawattamie, Ia. .... 41,121,717 
3B Dame, Wise. ..0cccceseee 40,664,383 
39 Hartford, Conn. ...... 40,152,646 
| 39,711,819 
41 Cameron, Tex. .......... 38,963,637 
ee, Bs sonneiun 38,191,064 
ee TOU, | cccrccccsvecsvee 37,977,530 
44 Orange, Fic. ............ 37,906,720 
45 Suffolk, N.Y. ............ 37,760,633 
46 Iroquois, Ill. .............. 37,628,384 
MIE, TEND. -ansnanesdoeiees 37,347,131 
48 Livingston, Ill. .......... 37,296,795 
49 Champaign, Il. ........ 37,220,761 
8 NE Sees 36,943,147 
Spas Sewer 36,598,756 
Source: Census of Agriculture (1954) 


The Leading 100 Farm Counties 


52 Yuma, Ariz. ............... 36,031,750 
BD GE, BAI. ccccccsccoscnes 35,286,719 
OE ee 35,210,341 
55 Dawson, Neb. ........... 34,953,915 
56 Palm Beach, Fla. ... 34,614,947 
57 Plymouth, Ia. ............ 34,161,346 
BD I TR pecncosesceesasss 33,654,965 
59 Cuming, Neb. .......... 33,597,876 
60 Chester, Pa. .............. 32,730,526 
61 Bolivar, Miss. ............ 32,674,998 
62 Twin Falls, Id. .......... 32,371,545 
63 Woodbury, lo. .......... 32,165,681 
64 Canyon, Id. .............. 32,072,372 
eS ee 32,054,656 
BD RR FI ccnscnevensasconee 32,041,842 
67 Neuces, Tex. .............. 31,763,765 
Se Fe PE | cereceietenseise 31,672,905 
4 Eo 31,343,562 
70 Vermilion, Ill. .......... 30,930,499 
71 Crittenden, Ark. ...... 30,311,929 
72 Whiteside, Ill. .......... 30,284,840 
73 Robeson, N.C 30,236,027 
A BS Tr Giiiicserecsiscini cece 29,597,702 
75 Benton, la. 29,158,607 
fa 29,149,053 
77 Cherokee, Ia. ............ 29,055,305 
78 Lincoln, Wash. .......... 28,716,300 
79 Dodge, Wisc. ............ 28,693,339 
SP MS UIA secnictcers si 28,611,381 
BE FI TR cctsiemnintoccss 28,357,872 
82 Johnston, N.C. .......... 28,051,103 
83 Poinsett, Ark. .......... 27,808,963 
84 Monmouth, NJ. ...... 27,806,910 
85 Chelan, Wash. .......... 27,729,500 
86 Black Hawk, la. .......... 27,616,242 
gs Re TR 27,178,969 
88 O’Brien, Ia. .............. 27,022,998 
89 Umatilla, Ore. .......... 26,966,656 
90 Renville, Minn. .......... 26,866,623 
91 Marion, Ore. ............ 26,573,259 
92 Martin, Minn. ............ 26,337,514 
93 Hamilton, la. ............ 26,227,529 
94 Cumberland, N.J. .... 26,149,577 
95 Pemiscot, Mo. .......... 26,148,463 
96 Solano, Cal. . .. 26,138,471 
97 Rockingham, Va. ...... 25,950,060 
98 Malheur, Ore. .......... 25,907,764 
99 Buena Vista, Ia. ...... 25,831,308 
100 Scotts Bluff, Neb. .... 25,817,968 
3 yee $24,642,418,087 
TOP 100 TOTAL ............. $ 4,926,148,983 


tic and foreign needs, and leave 
a three-month carry-over for 
1959-60. Similarly, farmers are 
bringing in enough corn so that 
each of the 169,000,000 grain-con- 
suming animals of the nation’s 
farms could have 1% tons, which 
is 50% more than they consume. 


s Administration officials con- 
tend rigid support programs sim- 
ply aren’t suited for modern agri- 
culture. Virtually all the help 
goes to roughly 2,000,000 commer- 
cial farms which account for 
about 91% of all farm marketing. 
The other 2,600,000 farms, mostly 
small ones, get no assistance, and 
are forced to pay high support 
prices for feed grains fed to their 
poultry and animals. 

When they take their case to 
the farmer, Agriculture Depart- 
ment officials point out that the 
damage from rigid controls is cu- 
mulative. Acreage diverted from 
cotton may be switched to corn, 
putting southern farmers into the 
livestock business in competition 
with Iowa farmers. Other acreage 
may be diverted from rice, pea- 
nuts, tobacco and corn to sor- 
ghum, barley or soybeans, creat- 
ing new problems for farmers who 
formerly depended on these crops. 

As recently as 20 years ago, 
they point out, the commercial 
corn area included 566 counties 
largely in 12 corn belt states. Now 
it includes 900 counties in 26 
states. 


= If farmers agree when they 
vote in December, the current 
corn program which pegs prices 
at 75 to 90% of parity will give 
way to a new formula which elim- 
inates acreage restrictions, and 
guarantees 90% of the average 
price for the three preceding 


years, and at least 65% of parity. 


ee co eal: i 


eee hearer e 


Support prices for oats, rye, bar- 
ley and grain sorghum would sub- 
sequently be fixed at a level re- 
garded as reasonable in relation 
to corn. 

Under this plan, oficials say, the 
farmer no longer ties himself to 
artificially high prices which no 
longer reflect a fair price in 
terms of our present day ability to 
produce. “The time has come,” 
one official said recently, “to ar- 
rive at policies which will make 
our over-abundance more readily 
available to all.” 


= Through barter for strategic 
materials, plus some determined 
selling abroad, farm exports hit a 
record $4.7 billion in 1957 and re- 
mained at near-record levels this 
year. 

Because of high U.S. prices, and 
shortages of U.S. currency, ex- 
ports of farm products had 
dropped to a $2.8 billion low in 
1952-53. Today roughly one out of 
five farm acres raises food or 
fiber for export; trade and gov- 
ernment experts have been coop- 
erating in searching for further 
export opportunities. Neverthe- 
less, nearly 40% of the 1957 ex- 
ports were donations, barter, or 
distress sales. Under programs 
of all types, the U.S. exported the 
equivalent of half its production 
of wheat, cotton and rice; a third 
of its soybeans; a half of its tallow 
and a fifth of its lard. 


# Obviously, agriculture’s best 
hope is in the development of 
wider markets for its products. 
With urban living standards in- 
creasing, and population expand- 
ing by 3,000,000 a year, the De- 
partment of Agriculture is confi- 
dent sale of farm products can 
expand by at least 15 or 20% in 
the next decade. 
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Advertising Age, October 13, 1958 


and now... 


Building 
Products 


ANNOUNCES a 


DEALER EDITION 


beginning MARCH, 


1959 


Here's important news for every manufacturer selling through build- 
ing supply dealers! Starting in March, 1959, BUILDING PRODUCTS 


will be available as a separate advertising medium to 
volume building supply dealers and the 1500 leading 
in this field. 


The concept of a separate BUILDING PRODUCTS for 


15,000 top- 
distributors 


dealers has 


been thoroughly tested and proved and strongly recommended by 


many BP advertisers. The largest building supply dealer 


s have been 


receiving BUILDING PRODUCTS for 3 years and have been extremely 
enthusiastic about the service it has provided them on new products, 


materials and equipment. It has clearly proven that 


the Dealer 


Edition can and will get top results for advertising directed specifi- 


cally at dealers. 
Here's how the Dealer Edition will work: 


Exclusive “what's new” editorial 
Like the Architect-Builder Edition, the Dealer 
tion will be a shopping center in print with 


Edi- 
the 


editorial reports and features tailored specifically 


to the dealer field. In all other respects 
Dealer Edition will be the same, including 
modern format for top advertising visibility. 


the 
the 


Heart of the dealer market circulation 
Starting with the 2600 largest dealers presently 


receiving BUILDING PRODUCTS, the circulation is 
being selectively developed to a total of 15,000 
dealers and 1500 distributors, based on net worth 


and sales volume. The Architect-Builder Ed 


ition 


will remain unchanged, but with a stepped-up 


circulation of 40,000. 
3 Attractive advertising rates 


With a one-time black and white page rate of 
$525.00, BUILDING PRODUCTS’ Dealer Edition is 
priced below other media in the field. Rates in 
the Architect-Builder Edition remain unchanged. 
Advertisers using both editions will be entitled to 


a combination rate based on total insertions. 


The proved performance of BUILDING PRODUCTS can now be used 


in a number of ways to fit your specific marketing needs 


. It enables 


you to direct special copy to dealers and at the same time tell your 
product story to architects and builders. You can break new product 


announcements first to dealers and follow with details 
and architects. And you can show dealers how your adve 
pre-sell the products they handle. Anyway you use it 


to builders 
rtising helps 
, BUILDING 


PRODUCTS will rifle your message to the key factors you want to 
reach ...and get the results you want. 


ONE 


PROVED SERVICE 


FOR 


ARCHITECTS, 
BUILDERS, 


DEALERS 


Space reservations are being accepted now. Contact your BUILDING 
PRODUCTS’ representative for complete details, or write or call 
Hudson Publishing Company, 34 N. Main Street, Hudson, Ohio, 


Olympic 3-5161. 
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Here is our record with women readers of The Saturday Evening Post: 


1958 Of the 20 best-noted advertisements 
published during the first six months— 
14 were created by BBDO 


1957 Of the 20 best-noted advertisements — 
16 were created by BBDO 


1956 Of the 20 best-noted advertisements— 383 Madison Avenue, New York 


16 were created by BBDO ATLANTA CLEVELAND LOS ANGELES SAN FRANCISCO 
BOSTON DALLAS MINNEAPOLIS SEATTLE 


BUFFALO DETROIT NEW YORK SYRACUSE 
1955 Of the 20 best noted advertisements — CHICAGO HOLLYWOOD PITTSBURGH TORONTO 


10 were created by BBDO 


It’s this kind of advertising that helps explain why so BBDO clients are leaders in their fields. 
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Since “highly finished” foods 
like meat, eggs, and dairy prod- 
ucts represent the most profitable 


form of marketing for farm prod-| 
ucts, the Agriculture Department ' 


has enthusiastically endorsed pro- 
motion efforts by dairy and wool 
groups, and it actively supported 
efforts of cattle groups to set up 
their own promotional fund. 


“The people of the U.S. are still | 


living on a hamburger standard of | 


living,” Secretary Benson com- 
plains. “They would gladly eat 
more beefsteak at the right price 
and quality.” 


s Aside from the increase in pop- 
ulation which is under way, farm- 
ers are expected to benefit from 
continuing refinements in 
sumer diets. Last year the aver- 
age person ate twice as much 
chicken and 2% times as much 
turkey as 20 years ago. He ate 
twice as much ice cream, ten 
times as much frozen fruit and 
juice, 20 times as much frozen 
vegetables. All but about 10% of 
Americans now have what ex- 
perts regard as a_ nutritionally 
adequate diet. 

Nevertheless the Agriculture 
Department reminds farm mar- 
keting groups: “If all households 
which are low in their consump- 
tion of calcium reached the rec- 
ommended levels, milk consump- 
tion would go up 9%, surpluses 
would be wiped out and increased 
production required. If families 
raised their consumption of fruit 
and vegetables to recommended 
levels, the market would be ex- 
panded by 6%.” 


s If the farm real estate market 
is a reliable indicator—as experts 
believe it is—farmers certainly 
are voting their pocketbooks on 
the future of agriculture. With 
land values up 6%, and increases 
reported in all states, the value 
of farm assets was a record $188 
billion this spring. Farm debt 
amounted to only $11 per $100 of 
assets, and seven out of 10 farms 
were entirely clear of mortgage 
debt. 

When government payments are 
considered, most farmers made 
out about as well in 1957 as 
they had in 1956. Instead of an 
increase, which seemed certain on 
the basis of conditions early in 
the year, bad weather upset fall 
harvesting so badly that farm 
marketing for the year fell 4% 
below 1956. Much of this harvest 
was carried into 1958, and sold 
at the spectacularly high prices 
which prevailed during the first 
half of the year. 

If receipts from crops had kept 
pace with the increase in receipts 
from livestock, it would indeed 
have been a banner year. The 
livestock group, which now ac- 
counts for more than 55% of farm 
marketing income, topped $17.1 
billion, an increase of nearly $1 
billion. Montana, Kansas, Nebras- 
ka, Alabama and New Mexico all) 
turned in increases of more than 
10%, and 21 other states gained 
5 to 10%. Only three states— 
Rhode Island, Connecticut and 
New Jersey—reported dips in live- | 
stock sales. 


con- | 


Want News? | 


Information? — 


Call on Burrelle's for clippings from | 
daily or weekly newspapers (on| 
national, sectional or local basis) | 
magazines, trade papers. All read in| 
one reading room. Staff of 250. Our | 


service is PROMPT . . . THOROUGH. 
Wi 
PRESS CLIPPING BUREAU 
165 Church St., New York 7, N.Y. 
14 E. Jackson Bivd., Chicago 4, Ill. — WA 2-5371 
1456 N. Crescent Heights Bivd., Los Angeles 46 
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Cash receipts from crops, on the|and was particularly acute in the 
other hand, dipped by $1.2 billion,|tobacco and cotton centers of the 
to a total of $12.9 billion for the|South Atlantic and South Central 
year. With losses reported for vir- 
tually every major crop, the dip 
in receipts extended to all regions, 


region. 
Farmers in 12 states had 


creased income from crops, 


cluding a 23% upsurge in South 
Dakota, where the wheat crop was 
2% times as remunerative as 
1956, and a 22% increase in Colo- 
\rado from wheat and stigar beets. 
|Mississippi, down 37%, 
hardest hit, with Alabama off 
29%, Arkansas 25%, Missouri 
23% and North Carolina 21%. An 
additional ten states had decreas- 
les of 10 or 20%, while the re- 
|mainder were within a fraction 
of their 1956 levels. 


# In terms of physical production, 
output of livestock and crops in 
1957 equaled the 1956 record, re- 
|maining about 13% above 1947- 
| 49. 

With farmers receiving $1 bil- 
lion in soil bank payments from 
the government, the 1957 crop 
was grown on 11,000,000 less acres 
than 1956, the smallest acreage 
used by farmers since 1917. In- 
creased rains in the plains states 
brought in the biggest feed crop 
in history, up 8% from 1956. But 


in- 
in- | 


disastrous weather resulted in the 
smallest wheat crop since the 


was | 
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1940s. Output of corn, wheat, sor- 
|ghum, rice, hay, soybeans and 
sugarbeets per acre continued to 
baffle advocates of acreage allot- 
|ments control systems. 

| In the livestock group, poultry 
jand egg production was at record 
\levels, and there were increased 
|supplies of dairy products. Meat 
| animal production was off 2%. 


# With larger supplies moving to 
market, and with prices at attrac- 
tive levels, gross farm income in 
the first half of this year was the 
|highest in history. Price for farm 
|products in the spring reached 
11% over 1957, and were at lev- 
els not attained in five years. 

As large new crops reached the 
market this summer, prices set- 
tled back toward 1957 levels. Nev- 
ertheless, at the end of eight 
}/months, cash receipts from mar- 
|keting already totalled $19.5 bil- 
lion, up nearly 11% from the 
corresponding period in 1957. In 
the third quarter, receipts were 
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still 8% ahead of third quarter 
| 1957. 
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Little wonder the farmer is 
cheerful this fall. Florida and 
California citrus crops are better. 
In the South the cotton crop is 
10% larger, with prices in Sep-| 
tember the highest since Septem- 
ber, 1955. In the grain states 
of the Midwest, prices for live-| 


stock and grain have worked to/from livestock and livestock prod- | 


the advantage of the farmer. 


| year, 


oranges and cotton. 


Livestock sales also 


have 
pressed ahead of 1957’s unusually 
good figure. With hogs up 12% | 
and selling for as much as $25.25 
per hundred in Chicago at mid-| 


meat 
prices, receipts 


and other 
bringing good 


ucts were $12.2 billion for eight 


animals | 


“Finished” cattle and hogs are! months, up 10% from 1957. The| 


profitable, so receipts from live-| 


index of prices for meat animals 


stock continue to gain, while in-| was 12% ahead of August, 1957, | 
creased demand for feed grains the highest of any month since | 
has brought crop receipts back) 1952. 
from last year’s disappointing 
level. hy As harvesting season arrived, 
With both livestock and crops |farmers were preparing to bring 
forging ahead, receipts in some of |in a crop which will equal or top 
these states have been running 30\the record established in 1948. 
to 50% ahead of 1957; and in|Feed grains will be up nearly 6% 
states like Iowa, Kansas, Ne- | from 1957, wheat will be more 
braska, Texas and Oklahoma|than half again as big as last year. | 
receipts from crops alone for eight Soybeans will set a new record. 


U. S. AGRICULTURAL EXPORTS 


% OF 1948-50 ae. SE 
150 ma 
a Value : 
Volume * 
100-— 
50 |— 


1951-52 '52-53 °53-54 54-55 ‘55.56 ‘56-57 


YEARS ENDING JUNE 30 


U. S. DEPARTMENT OF aGRiCULTURE 


@ Value AT AVERAGE 1952-54 UNIT EXPORT values 


NEG. 36164 -57(10) AGRICULTURAL MARKETING SERVICE 


months sometimes equal receipts|Cotton will be up 1,100,000 bales| ahead of last year. (Because of a, out-produce last year. Its soy, one 
for all of 1957. For all crops, re-|despite a cut in acreage. Apple,|higher proportion of Iowa’s corn| fourth of the national output, is 


ceipts after eight months totalled | peach and grape crops are larger. 
$7.3 billion, 12% above 1957.) In Iowa, first 


|is feed corn, Illinois is first in dol- /well ahead of 1957, and its oats 
in corn, first|lar receipts from corn.) 


While | back up to the 1947-49 average aft- 


Much of the gain was credited to|in oats and second in soybeans,| weather has delayed some of the |er a disappointing 1957 crop. Ne- 
wheat, sorghum grain, potatoes,/feed grain crops are 5 or 10% | crop, Illinois, second in corn, will) braska, the nation’s third corn 


f MR. SPREADTHINLY 


... whose national advertising was spread so thinly that it frequently disap- 
peared where the people got deep. And so did his sales. 


eS 


Bae es * a 


When he tried Spot Television, however, he learned that big potential is a step- 
ping stone to bigger sales, and that was what he wanted. 


Let us send you a copy of ““A LOCAL AFFAIR” which will show you how power- 
ful Spot Television is on the local scene, where your sales are made—or lest. 


Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N.Y.C. 


MIDWEST 

WHO-TV Des Moines 13. NBC 

woc-TV Davenport 6 NBC 
WEST WDSM-TV Duluth-Superior 6 NBC-ABC 
KBOI-TV Boise 2 CBS WDAY-TV Fargo 6 NBC-ABC 
KBTV Denver 9 ABC KMBC-TV Kansas City 9 ABC 
KGMB-TV Honolulu 9 CBS WISC-TV Madison, Wis. 3 CBs 
KMAU KHBC-TV Hawaii WCCO-TV Minneapolis-St.Paul 4 CBS 
KTLA Los Angeles 5 IND WMBD-TV Peoria 31 CBS 
KRON-TV San Francisco 4 NBC 

SOUTHWEST 
KIRO-TV Seattie-Tacoma 7 CBS KFDM-TV Beaumont 6 ces 

KRIS-TV Corpus Christi 6 NBC 

WBAP-TV Fort Worth-Dallas 5 NBC 

KENS-TV San Antonio 5 CBS 


EAST 
WBZ-TV Boston 4 NBC 
WGR-TV Buffalo 2 NBC 
KYW-TV Cleveland 3 NBC 
WWI-TV Detroit 4 NBC 
WJIM-TV —_— Lansing 6 CBS 
WPIX New York 11 IND 
KDKA-TV Pittsburgh 2 CBS 
WROC-TV Rochester 5 NBC 
SOUTHEAST 
WLOS-TV Asheville, Green- 

ville, Spartanburg 13 ABC 
WCSC-TV Charleston,S.C. 5 CBS 
WIS-TV Columbia, $. C. 10 NBC 
WSVA-TV Harrisonburg, Va. 3 ALL 
WFGA-TV Jacksonville 12 NBC 
wiv) Miami 4 CBS 
WDBJ-TV Roanoke 7 CBS 


a Pioneer Station Representatives Since 1932 


NEW YORK * CHICAGO + DETROIT * HOLLYWOOD @ ATLANTA * DALLAS + FT. WORTH + 


bad 


S to. 


S om ts 


PETERS, GRIFFIN, WOODWARD, unc. 
Spot TELEVISION 
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state, will produce 285,000,000 
| bushels, compared with 222,000,000 
in 1957 and a 1947-49 average of 
196,000,000. Corn is lush in Indiana 
and Missouri. 


® Corn crops lag in Minnesota, 
Wisconsin and South Dakota, but 
Minnesota’s oats jumped from 
167,000,000 bushels in 1957 to 
207,000,000 bushels this year. 
Wisconsin's oats increased to 150,- 
000,000 bushels, compared with a 
| 129,000,000-bushel 1948-49 aver- 
age, and South Dakota’s oats rose 
to 125,000,000 bushels, from a 90,- 
000,000-bushel average in 1947- 
49. 

Barley in North Dakota, num- 
ber one for the nation, is double 
the 1947-49 average, and more 
than a third above 1957. With new 
hybrid varieties, Texas, leading 
in sorghum, will increase its crop 
| while using less acreage. Hybrid 
sorghum has been tested also in 
irrigated fields of California, New 
Mexico and Arizona. 


s Hard red winter wheat is esti- 
mated at 827,000 bushels as of 
Sept. 1, compared with 426,000 
bushels last year, and a 1947-49 
average of 535,000 bushels, Spring 
wheat prospects are reported un- 
usually good, particularly in the 
Red River Valley. With record 
yields of 486 lb. per acre, the 
1958 cotton crop is estimated at 
12,100,000 bales, compared with 
11,000,000 last year. Record rice 
yields are predicted in Texas and 
Louisiana, while yields in Mis- 
souri and Arkansas will be second 
only to last year’s record. Potato 
crops are up 11%, with particu- 
larly good results in Maine. 
Slaughtering of meat animals 
will not advance above levels 
which have resulted in favorable 
prices this year. But with record 
supplies of feed and good pas- 
tures, the cost-price ratio favors 
meat growers, and there are 
signs that farmers are in the proc- 
ess of building their herds. 
Agriculture Department spe- 
cialists sense danger ahead. They 
| report a big expansion in pig “in- 
ventories” under way and they 
| warn existing price levels will not 
‘hold if this materializes. They also 
report that farmers are already 
|paying higher prices for feeder 
‘cattle, and that they cannot count 
on as healthy profits in this feed- 


cea 


bone season as last season. # 


| ‘Fun with Wine’ Theme Set 

| Almaden Vineyards, Los Gatos, 
|Cal., is launching a magazine pro- 
| eatrams with a “Fun with Wine” 
theme. Four-color pages will run 
in Holiday, House & Garden, Living 
for Young Homemakers, The New 
Yorker, Redbook, Sunset Magazine 
and Time. The ads explain what 
| wines are best with what foods and 
how to serve them. They also men- 
tion the fact that Almaden wines 
were used exclusively at the 
American pavilion during the 
Brussels World Fair. Grant Adver- 
tising, San Francisco, is the agency. 


LOOK INTO 


NEW JERSEYS ~ 
boy FABULOUS 
$ ~~ RARITAN 


NOW! 
125,634 


POPULATION 
IN NEW 
ABC CITY ZONE 
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SERVING OVER 40,000 
th Y 
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PHOTO REVIEW (Su gay ""*. @ | 


opp AD—This ad, an 8x10” glossy 
photo attached to a reply card, will 
appear as is for United Press In- 
ternational’s commercial photog- 
raphy division in the November is- 
sue of Advertising Requirements. 
Brudno & Bailey Inc., Westfield, 
N.J., is the agency. 


Cloke Walsh Curran Horner 
PRESS DAY—The presidents of Washington’s three press clubs are 
honored by the Washington chapter of the American Public Rela- 
tions Assn. with honorary APRA membership cards. Here, H. Wal- 
ton Cloke, APRA chapter president, presents the cards to Mrs. Lee 
Walsh, Women’s National Press Club; Mrs. Alice T. Curran, Ameri- 
can Newspaper Women’s Club, and John V. Horner, National Press 

Lynn Silverman Kitajima Mrs. Lynn E. E. Lynn Schaar Club. More than 600 press and APRA members attended the dine 
THE MOST YOUNGEST vP—Eric Edward Lynn, billed as the youngest and and dance party. 
most influential vp at Lynn-Western, Los Angeles (namely, vp in 
charge of tomorrow), presides at a cake-cutting ceremony celebrat- 
. ing the agency’s 10th anniversary. Looking on are Norman Lynn, 
president; Mrs. Shirley Lynn, E. E.’s mother and treasurer; Mae 
Kitajima, secretary; Ed Schaar, account supervisor, and Ken Silver- 
man, news bureau manager. Absent was Ed Okuma, accounting clerk. 


— 
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ee ‘ 
i _ 
APPROPRIATE — Weather-beaten CONGRATS—Two deans of their respective businesses—Bruce Barton 
stained roof shingles are used to (right), BBDO chairman, and Horace A. Carter, head of William 
mark the entrance to Harvey Drey- Carter Co., manufacturer of knit underwear—clasp hands on the 
or Assbtiates. a tee Now York occasion of the dedication of Carter’s new home office addition at 
agency just “hanging out its shin- Needham Heights, Mass. Carter has been a BBDO client since 1933. { 
le.” 
; ‘ ; 
. 
#' ane SN ae OY ’ ; 
7 
Claggett Conners Danforth : . 
¥ 
SHADES OF TOM MiIX—Back in the ’30s, Ralston Purina Co., through ; 
ie its agency, Gardner Advertising Co., launched “Straight-Shooter k 
tg Tom Mix” in the radio network presentation which pioneered the } 
“ cowboy show, It’s like old times here as Donald Danforth, Ralston ; 
chairman, and Charles E. Claggett, Gardner president, celebrate the ; 
launching of the tv show “Rifleman” with straight-shootc; Chuck 
E . r i Purina D , which will be ? p : : 
Consare. Gander t omen «| canon pe aa, ee ers A COouPLE—The Bank of the Southwest, Houston, used attention to its loan department—just as the 1959 j 
, a pair of billboards all over the city to draw motorist models were being announced. 
7 
ae 
_§ 
4 
| 4 
. = 
; i 
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a TANKS ALOT—This new milk tanker decal will feature a beautiful girl 
; =e and the California Dairy Advisory Board’s “Make Mine Milk” slo- { 
ART FOR ART—Sand sculpture and models Ann Sitting photography studio. Art Associates’ new three-story gan during the current drive handled by Cunningham & Walsh, San { 
ich and Margo Lane decorate the reception lobby of building is the first constructed in Canada specifical- Francisco. The decals are made of Scotchlite in four colors. The 

; Art Associates Ltd., Toronto commercial art and ly for commercial art, the studio says. entire decal glows at night when lit by headlight beams. : 
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The new generation means Business today... 


Radios, records, and record players are cases in point. 66 per cent of BOYS’ 
LIFE readers have their own radios; 50 per cent have their own record players. 
“Their own” means the ones they bought or had bought for them.* 


It signals a revolution in the buying patterns of the nation. Dealers today 
know young people buy and influence the buying of more merchandise than 
ever before because today’s family activity centers around the new generation. 


It’s really a NEW generation — new to the market place — stimulating the 
development of new products like transistor radios and multispeed record 
players. In fact, the success of the record industry itself is based on youth sales. 
There are no two ways about selling this new generation; you have to reach 
them in the ad medium of their choice — the one that speaks their language. 
BOYS’ LIFE is the only monthly magazine in the field that delivers a truly 
quality audience (see Starch) in sufficient mass to influence retail sales. 

*from a brand new survey on Radio, Record, and Record Player Ownership and 


Preferences, available on request. Write Promotion Director, BOYS’ LIFE, 
2 Park Avenue, New York. 


The Magazine That Reaches The NEW GENERATION. 
Published By The Boy Scouts of America. 
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tell it by eye and ear 
The motion pic- 
ture and its train- 
ing mate, the 
slidefilm ore un- 
challenged as the 
most powerful of 
“tools” for the 
communication of ideas. . . . Warn- 
ing: select on experienced producer. 


Atlas Film Coperatien 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


SINCE 1913 


Farm Progress Brings 
New Sales Problems 


(Continued from Page 65) 

of farm equipment advertising at 
International Harvester Co., told 
ADVERTISING AGE that several 
postwar developments are con- 
fronting the farm equipment deal- 
er with a bigger sales challenge 
and are requiring the manufac- 
turer more than ever to main- 
tain a top-notch dealer force. 

“The typical dealer is no long- 
er largely selling single tractors 


Quality —Craftsmanship Style 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago I 


{to one-tractor farmers,” he said. 
“Today he is selling to two- or 
three-tractor farmers, who have 
never known horses. 

“Instead of talking about what 
an advantage a tractor is because 
you don’t have to get up to feed it 
every morning, the dealer is 
janswering questions by the farm- 
jer on how long it will take to 
|} amortize his investment.” 

Inflation has posed another 
problem, by boosting the price 
tags so high that the dealer needs 
considerably more capital than he 
did ten years ago. “Today,” Mr. 
Pettit said, “the manufacturer 
who is looking for a dealer has a 
jreal problem in finding an able 
-man who has the capital needed.” 


® Feed manufacturers and their 
|dealers have seen even greater 
changes than the farm equipment 
field. One of the biggest changes, 
making the selling job more diffi- 
| cult—and more lucrative—for both 
manufacturer and dealer, has been 
|the increased complexity of the 


From the House of Ideas 


SPACE-SAVING... 


MOBILITY 


POINT-OF-SALE 


Inexpensive on-product 
appliance display combines 
vacuum moulded plastic 
with cardboard and flasher. 
Cues salesmen on selling 
features. Display spots 
are attached with Mystik. 
Contact Chicago Show for 
the creative solution td 
your on-product display 
problems. Write or phone. 
2635 N. Kildare, Chicago 39, 
Winois. SPaulding 2-1600. 
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Farm Population and Income 


1957 1957 
Population Personal Income 
(000 omitted) (000 omitted) 
Total Total 

U. S. Farm U. S. Farm 

New England ................ 9,871 410 22,687 296 
Middle Atlantic ... 32,558 1,428 78,370 720 
EN Central ........ 35,035 3,618 77,559 2,379 
WN Central ..... 15,309 3,101 27,913 3,365 
South Atlantic ....... 24,682 4,202 40,553 1,820 
ES Central ......... 11,839 3,340 15,227 1,113 
WS Central ........... 16,251 2,439 26,890 1,646 
EN ee 6,379 740 11,765 1,038 
I scat bulge 18,413 1,118 44,308 1,879 
| ER 170,337 20,396 345,272 14,256 


States included in each section are as follows: 


New England: Maine, New Hampshire, Vermont, Massachusetts, Rhode Island, 
Connecticut. 


Middle Atlantic: New York, New Jersey, Pennsylvania. 
Eastern Northern Central: Ohio, Indiana, Illinois, Michigan, Wisconsin. 
Western Northern Central: Minnesota, lowa, Missouri, North Dakota, 
kota, Nebraska, Kansas. 

South Atlantic: Delaware, Maryland, District of Columbia, Virginia, 
ginia, North Carolina, South Carolina, Georgia, Florida. 
Eastern Southern Central: Kentucky, T , Alab 


Western Southern Central: Arkansas, Louisiana, Oklahoma, Texas. 


M Seah, 


South Da- 


West Vir- 


, Mississippi. 


M + 


, Idaho, Wyoming, Colorado, New Mexico, Arizona, Utah, 
Nevada. 


Pacific: Washington, Oregon, California. 


product. | J. B. Countiss, general sales 
John McGinty, director of sales;manager and director of adver- 
promotion of the Purina feeds di-/|tising for Pfister Associated Grow- 


vision of Ralston Purina Co., St.| 
Louis, said that because of in-| 
creased product complexity a ma-| 
jor selling problem is now training | 
the dealer and helping him sell. 


a “We now have as many as 30 
different ingredients in some of 
our feeds,” he said. “And we 
often have two or three different 
improvements 
feed during a year. We have to 
teach the dealer about’ these 
things so he can educate the 
farmer. And the dealer has to 


farmer about sanitation and other 
factors that must be properly 
controlled for correct use of the 
feeds. If the farmer isn’t informed 
about these things, he might just 
as well buy cheaper feeds.” 
Commenting on the feed deal- 


in one kind of | 


ers Inc., Aurora, Ill., hybrid seed 
company, said that door-to-door 
selling has spread rapidly in the 
seed field and that 75% of seed 
dealers now make calls on farms. 
| With about 15 competitors calling 
|on a farmer, he added, competition 
\is brisk. 

| “The big problem for us is get- 
|ting the dealers out early, so they 
make as many sales calls as pos- 
|sible early in the selling season, 
which begins about Aug. 1 or 15 
and continues until Oct. 15,” he 
said. 


know and be able to teach the) 


© To help solve this new postwar 
problem, the company uses a 
|dealer incentive plan which al- 
|lows a higher profit margin on 
'early sales. The dealer also makes 
more on new customers. 

At the start of each selling sea- 


'er’s postwar move to making sales'son, Mr. Countiss said, Pfister 
‘calls on the farm, Mr. McGinty|stages more than 100 kick-off 
said that in some areas as many|meetings in many parts of the 


as eight or ten dealers or dealer 
| salesmen now will call on a farmer 
jin a day. Calls by two or three 
salesmen in a day are common, 
| he said. 


country to train dealers and fire 
their enthusiasm. At the meetings, 
dealers learn about and discuss 
new types of seeds, fertilizer pro- 
(Continued on Page 98) 


In Indiana and Ohio 


Market book 


Only Fort Wayne's newspapers 
saturate this great market of 
181,200 homes with 139,070 
copies daily and 95,85! copies on 
Sunday. 
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They Chuckled When | Spoke to 
the Client in His Own Language 


But you should have seen their faces 


when he replied “Bully for you!” 


A Tale Told at the Club 


The big presentation was over. It was a tense 
moment. We’d been trying to land this account 
for months. Now, we waited with bated breath 
for the roughest, toughest — and biggest — ty- 
coon in his field to speak. He spoke. “Not half- 
bad.” We all smiled and began to uncoil. “But 
afraid we can’t use it... premature.’’ And back 
came that old familiar flip-flop sensation in the 
solar plexus. “Why man,” he roared suddenly, 
“we can’t possibly get our new mint-flavored 
sauerkraut tonic to all our dealers in time for a 
national campaign this spring!” 

In vain did the account exec argue. In vain did the art 
director plead. In vain did the copy director venture. 
The client had our tickets to the clover field in his tightly 
clenched hands... and he was about to tear them up. 

I say ‘‘our.’’ I mean “‘their.’” They'd just brought me 
along from the mail room because I was wearing a neck- 
tie and management liked a show of force. But I was 
thinking all the time. And just as the media man was 
finishing his tearful plea, the big idea came to me in 
a flash. 

“Sir,’’ I cried, astonished at my own boldness. *‘I can 


show you how to reach every single one of your markets 
practically overnight.’’ The rest of the crowd chuckled 
at my callow enthusiasm. It was not pretty to hear. 
But I knew I was right. I'd learned a few things down 
in the mail room. 

“That's pretty big talk, boy,’’ rumbled the tycoon. 
‘Show me."’ So I did. I told him all about Air Express, 
and confidence lent wings to my words. First, I identified 
Air Express as a complete air-ground service of all the 
U. S. scheduled airlines and Railway Express. Then I 
went on to describe how this unique combination of 
plane, train and truck saves hours — even days — of 
vital time by keeping shipments always on the move 

. and how one call does all! Takes care of the complete 
operation from start to finish. 

‘I may not know much about copy, art or media, sir,”’ 
I concluded, *‘but I do know that Air Express is the 
fastest, most reliable air shipping service you're likely 
to find. Perfect for shipments rush or routine, large or 
small, fragile or durable as rock.” 

When I'd finished, the old gentleman roared, ‘‘Bully 
for you, son. You make sense. I'll buy them both. The 
spring campaign and Air Express, too!”’ 

Well, that was some time ago. Today, I still don’t 
know much about copy, art or media, but I’m a vice 
president with a three-window office and an unlimited 
expense account — thanks to Air Express. 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS & ... division of RAILWAY EXPRESS AGENCY 
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This Sounds Like a Dare 

To the Editor: I’ve had it! Your 
Creative Man, boy!—what a mis- 
nomer—hacks away, issue after is- 
sue, with absolutely no regard to 
the mentality of your subscribers. 
What a job he has. Non-construc- 
tive criticism is about the easiest 
thing in this world to administer— 
and he gets paid for it! Show me 
the ad that can’t be so criticized, 
and I'll show you a great ad. Show 
me the person qualified to so criti- 
cize, and I’li show you a corporate 
blue-pencil artist and fifty million 
“advertising experts.” 

Your Creative Man contents him- 
self to berate the use of the word 
“everlastingly” in the headline of 
the Ritz advertisement, which he 
reviewed (AA, Sept. 8). I hold no 
brief for the word “everlastingly,” 
but I submit that I could make out 
as good a case for its use as your 
man didn’t against it. I doubt if 
anyone but the Creative Man 
would contemplate entombing a 
package in a time capsule to prove 
his point. 

The Creative Man states, in his 
lead paragraph (usually reserved 
for stating a problem or what one 
he is going to talk about), that he 
purchased a box of Ritz, only to be 
delighted to find that it contained 
three separately wrapped packages 
when he opened it at home. 

Ah ha! Perhaps this suggests a 
more constructive comment that 
might have been offered. Assum- 
ing Stack Pack to be a selling 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


|feature should be readily recog- 
| nized at the point of sale. He might 
have suggested that, if one side of 
the box had shown a simulated cut- 
away view of the contents, it would 
have lent itself to more effective 
introductory counter display. He 
might have further suggested that 
an advertisement, showing this 
package feature, would have had 
greater consumer recall of this ad- 
vantage at the point of sale. 
Chances are the company already 
considered this approach and 
abandoned it for good reason. But, 
in any event, it would have been 
refreshing to have read something 
more constructive in this “Corner.” 
Let’s see Creative Man be more 
creative. Let’s see ADVERTISING AGE 
provide some reader benefit in this 
space. Let’s see if you ever re- 
ceive any letters complimenting the 
Creative Man. Let’s see if you print 
this one! 
Blair R. Gettig, 
Advertising Program Super- 
visor, Aluminum Co. of Amer- 
ica, Pittsburgh. 


7 s * 
He'll Take the ‘Wiggle’ 
Instead of the Talk 
To the Editor: I see the experts 
are at it again, pummeling that 
great Life ad on Polaroid cameras 
because it hasn’t got a “legible 


|\logotype and copy” (E. G. Borton 


in your issue of Sept. 1). Actually, 
the ad does show a brand name 
quite clearly on the film box. And 
publicity on the camera has surely 


point, we could assume that this | made it a buyword. 


What amazes me about all this 
is what it reveals about the ad- 
man’s cynical distrust of the read- 
er’s intelligence, his powers of ob- 
servation, his delight in playing a 
game, his joy at observing a wig- 
gle. 

As between the “power” of a 
wiggle (Marilyn Monroe’s, for 
instance) which dispenses with 
both logotype and copy—and the 
“grab them by the lapel and talk 
them to death” school of selling, 
I'd lay my money on the wiggle 
every time. The wiggle has been 
selling more of everything for 
years. I thought everybody on 
Madison Ave. knew that. 

Back to school, boys! The girls 
have a lot to teach you. 

Aaron Sussman, 

Sussman & Sugar Inc., New 

York. 


e * 
‘Never Surrender Integrity’: 
Adman to Marketers 

To the Editor: Although sales 
figures published for the first half 
of 1958 are irrefutable evidence 
of the automobile industry’s de- 
cline in the present U. S. market, 
still the spokesmen both official 
and self-appointed will not face 
the facts and take an objective 
attitude toward the present con- 
sumer strike that is going on na- 
tionally. 

I submit the enclosed study of 
small car operating cost and effi- 
ciency published in the Septem- 
ber issue of Popular Mechanics, 
which has some very pertinent 


milline rate. 


Jackson Daily News. . . 


Serving 80,000 homes...plus* _. 


Another increase in circulation for Mississippi’s leading newspaper 
. The Clarion-Ledger and Jackson Daily News. Now, more than 


ever, your best buy for coverage and sales impact . 


* an average of 81.3% of all families living in 24 Jackson Retail Trade Zone 


towns of 1000 or more population now read the Sunday Clarion Ledger— 


weekdays even more! 


. at lowest 


facts and statements by Ameri- 
can consumers on the comparison 
of the Vauxhall vs. the average 
American-made automobile. 

In this important controversy, 
I think it is important to publish 
facts and more facts and still 
some more facts, and by so doing 
keep this subject objective and 
factual. 

To those marketing men who 
seek unbiased solutions to both 
economic and marketing prob- 
lems, I suggest that they never 
surrender integrity or objectivity 
to the pressure of the politically 
convenient objective. 

Lawrence B. McKay, 

A. D. Adams Advertising, New 

York. 

a . . 
Use with Care, Adman 
Advises on Buchen Study 

To the Editor: The Buchen Co. 
(AA, Sept. 15) must certainly be 
commended for its efforts in try- 
ing to relate sales and industrial 
advertising budget cuts. But I am 
wondering whether or not they 
were premature in their an- 
nouncement and have given the 
industrial advertising manager 
another too] to undermine his own 
position in the industrial market- 
ing picture. 

Confront any self-respecting in- 
dustrial sales manager with the 
conclusions and be prepared to 
answer how much of the “better 
business” enjoyed by the “for- 
ward lookers” in an economic 
recovery period was actually the 
result of bona fide product im- 
provements introduced during re- 
cessionary periods. 

Until this question can be an- 
swered satisfactorily, I certainly 
hope industrial advertising men 
exercise a great deal of caution 
in using the Buchen study to sup- 
port their claims. 

Eugene Kiezel, 
Detroit. 
> . . 
‘The One’ Idea Serves 
Two Advertisers 

To the Editor: It seems some- 
times that all the advertising peo- 
ple in the country get the same 
idea at once. For instance, for the 
last month we have been prepar- 
ing our fall campaign for Rex 
Cotton Seed in Parkin, Ark. The 
theme of the campaign was taken 
from a testimonial that one of the 
cotton growers gave us. This year 
was the first time that this par- 
ticular farmer had planted Rex 
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Cotton Seed. We asked him what 
he thought of Rex and he said, 
“Rex is ‘the cotton’.” We have 
used this for the theme of some 
of our ads. 

You can imagine my surprise 


“REX is‘The Cotton?” 


ae ca eee cs 


PARKIN. ARKANSAS 


when I picked up this week’s copy 
of Life magazine and saw Buick’s 
multi-page ad with the theme that 
“Buick is ‘the car’.” All I have 
to say is that this is an amazing 
business. 
B. L. Hairston, 
Bob Hairston & Associates, 
Memphis. 


e 2 - 
Finds Help in ‘Drawthinks’ 

To the Editor: As a comparative 
newcomer to your fold of readers, 
I want to congratulate you and 
your staff for publishing such 
an up-to-the-minute advertising 
newspaper. 

I find many practical helps in its 
pages, aside from the news. One of 
the best tools I know of is the 
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Collins, Miller 
& Hutchings 


INC. 


America’s finest 
photoengraving 
plant for 
letterpress and 


333 West 


Lake Street 
CHICAGO 6 
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weekly “Drawthinks.” I have been 
clipping them recently, but let 
many a good idea get by earlier. 
Are you going to wrap up the 
series in a handy booklet that we 
hardworking copywriters and ad 
managers can use? If so, please let 
me know. I'd like a copy or two. 
Owen E. Grinde, 

Advertising Manager, The 

Montana Power Co., Butte, 

Mont. 

At the moment, no reprints of 
“Drawthinks” are available. Copy- 
right is held by the author-artist, 
who expects eventually to produce 
the material in book form. 

° 7 + 
Depends on the Pro 

To the Editor: I see that Ernest 
Jones, in an AA item reporting a 
Denver speech of the MacManus, 
John & Adams president, “Blasts 
‘Old Pro-Ism’ in Ad Field,” argu- 
ing that old pros have only old 
ideas, with all the accompanying 
badnesses. 

I think I agree with the Jones’ 
gibes, but not with any roundhouse 
swinging at the old pro in this 
business. It depends on the pro. 

You take an old pro with new 
know...as in a certain agency I 
could mention. 

C. Ralph Bennett, 

Executive Vice-President and 

Creative Director, Fred Gard- 

ner Co., New York. 

+ * 
Cut-Outs Work for 
Two Advertisers 

To the Editor: How’s this for two 

creative minds working in one 


“channel”? The enclosed tearsheet 
is from Greater Philadelphia Mag- 
azine. On Page 3 is a WRCV-TV 


WRCV-TV 
yiewers 
are adults! 
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advertisement using cut-out fig- 
ures and statistics. On the reverse 
side is the Bell Telephone ad em- 
ploying the same idea for illus- 
tration and copy. 
Michael Berezowski, 
Cahall Advertising Agency, 
Upper Darby, Pa. 


* e = 
He Takes It Lying Down 
To the Editor: I am in receipt of 


my fourth issue of ADVERTISING 


AGE, and first of all want to tell 
you that I find it utterly and com- 
pletely fascinating. I am attempt- 
ing a “Learn It Yourself” course in 
my beloved hobby, Advertising, 
and am finding your magazine like 
a sack of hot buttered pop-corn; I 
just can’t read enough of it. 

But I have a question in my 
mind which indeed is a worry. In 
all four issues, which I have ab- 
sorbed completely from cover to 
cover, I find this worry increasing- 
ly growing. 

It is with the utmost timidity 
and humility that I approach the 
subject, but I do note that in your 
columns devoted to the “Pushing 
Up the Daisies Department” that 
all the vps and all the general man- 
agers in all the last four issues, 
with the exception of possibly one 
—and there were a lot of them— 
every single one went to his just 
reward and passed through the 
Pearly Gates with a diagnosis of 
“Heart Attack”! 

Is advertising an occupational 
hazard? So far, all I’ve had have 
been headaches, concentrating so 
hard! Maybe I just don’t “take it to 
heart” as I should, but I assure you 
that I do find ADVERTISING AGE ex- 
citing, and after those obituary no- 
tices of so many heart attacks, I’m 
gonna lie down and read it and 
keep as calm as possible! 

Fran Lee, 
Lynwood, Cal. 
7 7 7 
Sylvia Porter and 
Jim Woolf Agree 

To the Editor: My husband 
brought home the page from the 
Sept. 8 ADVERTISING AGE in which 
James D. Woolf commented on my 
column concerning the older work- 
er. To say the least, I could not 
agree with him more, and obvious- 
ly he could not agree with me 


» | more. 


The drive against the stupidity 
and cruelty, however, is going to 
take every ounce of guts and dedi- 
cation that all of us can muster. As 
of the moment, we are going back- 


| wards. 


Sylvia Porter Collins, 
New York. 
+ 


* 
Sharing Experience Might 
Contribute to Marketing Use 

To the Editor: Dr. Saul Ben- 
Zeev (AA, Sept. 29) notwithstand- 
ing, I believe that the Emil Mogul 
Co. is to be commended on its 
achievements with the Semantic 
Differential technique in market- 
ing use. 

Commended, not so much for pi- 
oneering the work, as for willing- 
ness to share with the trade what 
could have been to them (and 
probably is with others!) a com- 
petitive franchise—‘a stock in 
trade”; for their contribution to 


| the “efforts,”’ observed by Dr. Ben- 
| Zeev, “to facilitate communications 
| between research men.” 


We have had considerable suc- 
cess with S.D.s, ourselves (a) in 
measuring even small differences 
in the effectiveness of public rela- 
tions advertisements in changing 
consumer attitudes, and (b) as a 
means of measuring differences in 
consumer impressions of a (shoe) 
brand resulting from various pres- 
entations of the brand name. 

Apparently there are many of us 
who have done some “independ- 
ent,” yea—original work—with this 
tool. It would be commendable, I 
believe, if we could all share our 
experiences with at least this tech- 
nique, in an effort to pull our pro- 
fession out of the “dark ages.” How 
about it, Dr. Ben-Zeev? 

Wilson B. Wadsworth, 

Research Manager, Stockton- 


West-Burkhart Inc., Cincin- 
nati. 
« 2 . 
Hope—Subliminal 


To the Editor: On Page 2 of 
your Sept. 29 issue an article head- 
lined “Hope Springs Subliminal in 
‘Sponsor’s’ Breast” recounts the 
“free” plugs given by Bob Hope 


in the recent NBC-TV production 
of “Roberta.” 

As you point out, Mr. Hope fre- 
quently manages to work in plenty 
of plugs in his broadcast appear- 
ances. I was quite amazed that 
when I saw his last film epic, “Par- 
is Holiday,” the plugs were equally 
rampant. Two that I recall off- 
hand were for Coca-Cola and the 
Diners’ Club. 

Obviously both the silver and 
video screens are fertile territories 
for Mr. Hope’s subliminal cam- 
paigns. 

Robert W. Bloch, 


President, Robert W. Bloch 
Public Relations, New York. 
e . a 
Lament at Midnight 


To the Editor: 

The copywriter sweats and stews 

Deciding on the words to use 

Knowing full well no matter, 
brother... 

Which one he picks, they’ll want 
the other! 

Lenore Upton, 

Copywriter, Davis Daniels Inc., 
Detroit. 


7 
Make It Clear 

To the Editor: You hardly ever 
hear a radio “commercial” of 
which every word cannot be clear- 
ly understood (radio stations pride 


themselves on their announcer’s 
round, melodious voices). If a 
newspaper ad should turn out il- 
legible, the incensed client’s wrath 
will descend upon the ad manager. 
(Newspapers will even re-run the 
ad if its illegibility is their fault.) 
How is it, then, that the poster in- 
dustry and the poster designers, art 
directors and ad managers respon- 
sible for them continue to get away 
with highway and subway posters 
that are virtually illegible when in 
their natural setting? 

I am not speaking of the many 
posters that deliver a message nice- 
ly, yet fail to put across the prod- 
uct’s or client’s name (although 
surely the poster industry is miss- 
ing a bet in not accepting the re- 
sponsibility of teaching their users 
how a poster should be designed to 
pay off). Go down into the subway 
today and see (a) how many post- 
ers catch your eye, (b) how many 
you need to stop to look at before 
finding out what they are meant to 
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advertise and (c) how many you 
have to actually study to find the 
message and/or the  product’s 
name! And observe the same situa- 
tion on the billboards on your next 
drive along a poster-dotted high- 
way. 

At a time when people are walk- 
ing more hurriedly and driving 
faster than ever...the misunder- 
stood poster medium continues to 
live nostalgically in 1920. 

Karl Bernhard, 

Lucian Bernhard Studio, New 

York. 

e * *. 
‘Crying Shame,’ He Says 
of ADs’ Promotion 

To the Editor: With an abun- 
dance of creative talent within 
their ranks, it’s a crying shame 
that Chicago art directors couldn’t 
find a better way to promote their 
club than the cheesecake (AA, 
Sept. 15). 

Murray Gelman, 
New York. 


TRABEMARK 


Why buy a jingle 
when you can buy a 


} to -+ pa TRADEMARKS, INC., 185 W. 62 ST., N.Y. 19, N. ¥., JU 2-3820 


TAABEMARK 


From the House of Ideas 
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MYSTIK SELF-STIK DISPLAYS AND LABELS 


Mystik service label attaches 
easily to product. Stocked, im- 
printed, drop-shipped to dealers. 


—— 2? 
prsitogt 


Mystik Self-Stik display has 
metal hook. Useful in home, 
store and office. 


Mystik shelf strips are easy to 
display. This one has projection 
feature, price spots. 


AT THE POINT-OF-SALE 


Your message printed or 
lithographed on Self-Stik Mystik 
goes up instantly, easily, at the 
point-of-sale or on your product. 
Salesmen like Mystik displays, 
retailers prefer them. There is a 
use in your marketing program 
for Mystik, the original Self-Stik 
display. Phone or write 

Chicago Show e 2635 N. Kildare 
Chicago 39 ® SPaulding 2-1600. 


Mystik on product display high- 
lights Tappan oven feature, does 
silent selling job at point-of-sale. 


Mystik footprints direct shopper 
traffic to store door, counter, de- 
partment, or special displays. 


— 


Mystik is ideal 
for applying 
labels, wiring 
diagrams and 
other informa- 
tion to products 
of oll kinds, 


T. M. Mystik Registered 
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NEW ENGLAND 


QUIPMENT DEALER 


“Inter-Locked" Market for 
HEATING © AIR CONDITIONING 


Cornell-Dubilier Plans Ad Push F' qrm Progress Brings 
Cornell-Dubilier Electric Corp., 

New York, will launch a fall and) New Sales Problems 

winter ad campaign using newspa- E 

pers and spot radio and tv for its ditt ed glee en - 

line of motorized television anten- |® ? P program, 


LP-GAS EQUIPMENT © APPLIANCES 
See SRDS or write Needham 92, Mass. 


nas. Friend-Reiss Advertising 
the agency. 


is 


*In the first 50 morning 


papers Riverside Enterprise 
ranks 22nd in Financial adver- 


tising, 24th in Retail advertis- 
ing, 40th in total Display 
advertising and 46th in 
total advertising. 


see the man 
from RIVERSIDE 


territory problems and price. 


|@ Frank Gildner, supervisor of 


agricultural advertising for Inter-| 


national Minerals & Chemical 
'Corp., Skokie, IIl., said that in the 
\fertilizer field many dealers are 


|now doing a lot of selling by tele-| 


phone. This fits the pattern of a 
lonce or twice-a-year business 
(spring and fall) where 
|dealers also operate a farm and 
perhaps do not even have a store. 

Ned Myerhoff, advertising man- 
ager of Myzon Ine., Chicago, 
poultry feed supplement supplier, 
iconfirms that today’s farm deal- 
|ers must be higher-caliber, and he 
| believes that their greatest weak- 
ness at the moment is merchan- 
dising and display. 


some | 


Represented nationally by Doyle and Hawley, Los Angeles, 
San Francisco, New York, Chicago, Boston, Minneapolis. 


PRESS and 
ENTERPRISE 


*Source Media Records Jan. ’58 


|8 How can that be when the trend 
|is door-to-door selling? 

Mr. Myerhoff said that the 
trend is not lessening but, if any- 
thing, is increasing the need for 
|good mass display, in that the 
typical dealer who calls on the 
farm is also continuing to sell 
many items in his store. 


11,193,882 lines of 
retail advertising ‘57 


From the House of Ideas 


FLASHER DISPLAY ...3-D... COMPELLING 


) 
) 
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Conoco window display flashes 
on, and the urgent message, 
CHANGE TODAY, appears inside 
the oil can. This surprise 
message accounts for many 
“extra “impulse” oil changes 
every day. For compelling 
displays that spell ACTION ata 
point of sale, write or phone 
Chicago Show e 2635 N. Kildare, 
Chicago 39 * SPaulding 2-1600, 
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| “If a dealer employs one sales- | 


man, and he or his salesman is 
jout of the store making calls a 


good part of the time, then mass | 


display is needed more than ever 
to save selling time and aid sales 
in the store,” Mr. Myerhoff de- 


clared. 
“Technological advances in| 
farming are transforming’ the 


dealer into a _ service business 
where he has less time for actual 
selling. Hatcheries, for example, 
are doing more and more work of 
ja service nature, such as separat- 


ling the customer’s non-layers 


is sorely needed.” 


e Mr. Myerhoff said that the 
farm dealer needs to learn from 
the supermarkets: 

“The feed dealer is not nearly 
‘as modern in sales and merchan- 
dising methods as are the super- 


jmarkets. He is often a _ good 
salesman, but his shelves are 
dusty. 


“IT don’t mean that good display 
will substitute for personal sell- 


understands merchandising. We 
believe in mass displays, and we 
do better with a dealer who uses 
them and sells off them when he 
is busy elsewhere in the store.” 

Mr. Myerhoff said that several 
progressive feed dealers actually 
have set up self-service stores 
that operate like supermarkets. 
One of these, he said, is F. Muel- 
ler & Sons, which opened such 
a store last year in Eldridge, Ia., 
and had such success that a sec- 


ton, Ia. In addition to feeds, 
many related items are displayed, 
encouraging impulse purchases, 
and the farmer checks out in the 
same way that a housewife does 
in an A&P. 


s But this appears to be excep- 
tional. The consensus among sales 
and advertising executives checked 
by AA was that the supermarket 
lidea at this point is not yet a 
trend. 

The supermarket idea, door- 
'to-door selling and other innova- 
tions indicate that those who sell 
| to the farmer are trying to devel- 
jop new and better sales methods 
jto match the technical improve- 
ments and new products going 
into farming. The rewards are 
more sales in a steadily expanding 
market. + 


Remington Rand Opens Push 
Remington Rand has launched 
a $70,000 campaign in print media 


tems, Time, and U. S. News & 
World Report. 
set in Business Week, Ebony, Na- 
tion’s Business, Newsweek and 
business publications. Paris & 
Peart is the agency. 


K&E Names Roe Montreal Head 


David Roe has been named man- 
ager of the Montreal office of Ken- 
yon & Eckhardt. He joined K&E in 
Montreal two years ago as senior 
contact executive for the RCA Vic- 
tor Co. account. 


DETAILED INFORMATION 
ON MERCHANDISING 
AVAILABLE FOR GROCERY 
OR DRUG PRODUCTS IN 


NY MKT. 


Station WWRL 
Woodside 77, 
New York City 


from the layers, diagnosing dis-| 
eases, worming birds, etc. So any | 
help the dealer gets from display 


ing, but it will save time. We do} 
a better job with a dealer who) 


ond was opened last week in Tip-| 


for its Model 93 electric adding | 
machine. Color ads are scheduled | 
in Financial World, Fortune, Sys- | 


| 
| 


ERNEST W. EVERSZ, formerly vp and 
associate copy director of Leo Bur- 
nett Co., Chicago, has rejoined 
| Foote, Cone & Belding, Chicago, as 
a vp and director of copy. Mr. 
Eversz was a copywriter with 
| FC&B for eight years before joining 
| Burnett five years ago. 


‘Coordinate Ad 
Efforts, Nielsen 
Urges Meat Packers 


| CuicaGo, Oct. 7—The meat 
packing industry needs a stepped- 
up industrywide promotion cam- 
paign to change people’s eating 
habits to include more meat, Ar- 
thur C. Nielsen Jr., president of 
A. C. Nielsen Co., said last week. 

Speaking at the annual meeting 
of the American Meat Institute, 
Mr. Nielsen asserted, “Just as no 
manufacturer can long afford to 
be out-promoted by his compet- 
itors—neither can an industry per- 
mit itself to be out-promoted if i 
expects to share in the growth c 
America.” 

The researcher pointed out thai 
a smaller share of the consumers’ 
income is being spent for meat ir 
virtually every one of the past 1( 
years. “Meat’s share has droppec 
|from 6.6% in 1948 to 5% in 1957,’ 
Mr. Nielsen said. 


@ He suggested that a very im- 
|pressive industry advertising pro- 
gram could be maintained if just 
1/20th of 1¢ per lb. were collected 
from the industry. 

“To provide such a sum—ever 
allowing for the difference be 
tween carcass weight and th 
weight of retail cuts—the price 
of meat at retail would have to be 
|inereased about three-quarters o» 
a mil per pound—an infinitesima: 
amount in the eyes of the consum- 
'er,” he said. 

“Industry-wide action in som: 
|form seems particularly desirabl« 
/now to promote the sale of each 
| type of meat, in order that demand 
may be kept in closer balance witt. 
supply potentials,’ Mr. Nielsen 
said. “Remember that every food 


Aide in. biee are | Product must compete with every 


‘other; for this reason, consumers 
must continuously be made to 
want your product over others.” + 


Seek Channel 12 for Education 
A group has petitioned the FCC 
to convert the suspended Channel 
12, headquartered in Wilmington 
and owned by Storer Broadcasting 
Co., to an educational channel. 
Storer shut down operations on 
Sept. 13 after the station lost mon- 
ey heavily for over a year as 
WVUE-TV. Storer bought the 
| radio and tv stations for $5,600,000 
in 1957. WIBG, am and fm, is still 


|owned and operated by the Storer 


‘chain. Storer is seeking FCC ap- 
proval for its purchase of WITI- 
TV, Milwaukee. 


Bill Bros. Plans Move 

Bill Bros. Publications, New 
York, has taken a 15-year lease 
on 25,000 sq. ft. in the new 22- 
story structure just completed at 
Third Ave. and 41st St. The com- 
co will move early in Novem- 
er, 
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Sun Valley ... Miami... Rome... Paris in the Spring .. . the bazaars 
. and temples, fascinating sights and sounds of the Far East. 
America Paper .. . colorful travel posters, folders . .. bring you 
their promise. And paper . . . timetables, schedules, road 


moves on maps, passports, tickets . . . help you to fulfill it. 


° t d Print and paper smooth the path of people on the go. 
‘ 
prin an paper Another of the many ways paper serves everyone, 
everywhere, everyday. 


INTERNATIONAL 
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Technical Gains, 
Population Rise 
to Help Farming 


(Continued from Page 65) 
meats in 1956 and 1957 totaled 
about 163 pounds—some 36 pounds 
more than the 1935-39 average. 
Consumption of chicken and tur- 
key increased 15 pounds per per- 
son during the same period. The 
average person was eating about 
10 pounds more eggs, 2 pounds 
more cheese and about 4 pounds 
more dry milk. Further, we in- 
creased our per capita consump- 
tion of milk and ice cream by 
about 44 pounds. 

These increases in consumption 
of livestock products and of some 
fruits and vegetables meant that 
the average person. ate less 
of other foods—about 110 fewer 
pounds of grains, potatoes, dry 
beans and peas in 1956-57. 


s These shifts in diet called for 
substantial increases in farm pro- 
duction. Production of a pound of 
livestock products requires more 
land, labor, and capital than does 
the output for a pound of cereal. 

Technological developments in 
production are in general greatest 
for grains and potatoes. Even with 
large exports of crops, require- 
ments expanded less rapidly than 
our ability to produce these crops. 
In recent years we experienced 
burdensome supplies of wheat, 
corn, fats and oils, and cotton. 
Currently we have record stocks 
of feed grains and prospects for a 
large accumulation and a record 
carryover of wheat at the end of 
the 1958-59 marketing year. Large 
supplies of feed grains generally 
lead to expanded output of live- 
stock products. As a result, we can 
expect that our major concern in 
agriculture for the next several 
years will be one of adjusting pro- 
duction to the expansion in de- 
mand, 


Farm Research Gains 


Research on each of the major 
commodities is closely coordinated 
at every stage from production 
through marketing. Cotton is a 
good example of how this pays off 
in savings for both producers and 
consumers. 

Costs of ginning and processing 
cotton have been held down and 
the quality of cotton products has 
been improved through extensive 
research and service work of 
USDA. Studies of the industry 
showed ways to cut operating 
costs and, by the same changes, 
to improve the quality of the 
products of ginners and spinners. 


a While this marketing research 
on cotton was under way, oth- 
er government researchers were 
seeking ways to make cotton fab- 
rics more useful to consumers. 
They succeeded. USDA chemists 
developed a new low-cost resin 
treatment to fix wanted creases 
and flat seams in summer suits, 
slacks, and other finished cotton 
garments. The process is designed 
for application by dry cleaners. 
The finish need not be renewed 
for a considerable time. A treated 
garment is wrinkle-resistant and 
may be repeatedly laundered in a 
mechanical washer and dried in a 
tumbler drier. 

Science is also providing bold 
new techniques for dealing with 
pests that over the years take 
heavy toll. For example, the screw 
worm, a costly livestock pest in 
the South, is being eradicated 
from Florida. The technique is 
based on the knowledge that the 
female screw fly mates only once. 
Flies made sterile through atomic 


irradiation are being distributed 
by air at a rate designed to sat- 
urate the natural population. | 


Farm Trends 


Shifts in types of resources used 
in farm production and a virtual | 
revolution in farming techniques | 
are major contributors to the 
greatly expanded productive ca- 
pacity of agriculture. Trends in| 
resource use might be generally | 
characterized by the shift away | 
from horse power, an increase in| 
mechanization, and a decline in 
the use of labor and land. The) 
decline in horse and mule num-| 
bers since 1920 released about 80,- | 
000,000 acres of crop land for food | 
and fiber production. Total acre- | 
age used for crops declined slowly 
in recent decades. 

The increase in the use of farm 
machinery and equipment was 
very rapid in the last two decades. 
At the beginning of 1958 we had 
nearly 4,700,000 tractors and 3,- 
000,000 motor trucks on farms, 
about three times as many as in 
1940. We also had more than five 
times as many grain combines, | 
seven times as many corn pickers 
and four times as many milking 
machines as in 1940. Assets per 
farm—-machinery, real estate and 
other assets—in real terms have 
increased by more than 60% since 
1940. These trends are indicative 
of the rapid mechanization of our 
farms in the past 20 years. Fertil- 
izer use in 1957, at more than 3% 
times that used in 1940, material- 
ly contributed to the rise in total 
crop output, as well as an increase 
of more than a fourth in crop pro- 
duction per acre since 1940. 


s Mechanization and _ increased 
use of capital resulted in a sub- 
stantial decline in the number of 
workers needed on farms to sup- 
ply food and fiber. In 1957 about 
24 persons were supplied with 
food and fiber by one farm worker 
compared with 11 persons in 1940. 
Total farm employment is 30% 
less than in 1940. Output per man- 
hour in agriculture is more than 
twice as great. Farm population is 
|down more than a fourth since 
| 1940. 

With few new lands in prospect 
for crop production, we can look 
for increased use of capital in ag- 
riculture, rising yields per acre 
and per animal unit. Output per 
worker will also continue to in- 
lerease and more farm workers 
may leave agriculture for work in 
|non-farm industries. Demand for 
'farm products also will continue 
to expand. These trends will re- 
quire continued research and 
technological development as well 
as an efficient and prosperous ag- 
riculture. + 


‘LH]J’ Boosts Two 

Maurice S. Gold, publication 
manager of the Ladies’ Home Jour- 
nal in New York since 1954, has 
been named executive assistant to 
the general sales manager of the 
Journal. Mr. Gold will become)! 
general sales manager on Jan. l, 
+1959, succeeding Ralph C. Acker- 
man, who will retire at that time. 
| Edward L. Morehouse, of the New 
| York sales staff, has been named 
|New York publication manager, 
succeeding Mr. Gold. 


PRINTING BUYERS 


FACTS—about roll-fed offset printing 
Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 


FRanklin 6-6175 


Caribbean campaigns... 


Cuban businessman isolates big 


factor in selling south of the border 


by Edgar de Marchena 
President, Compafiia Cubana Radio Phileo, S.A, 


(In the quote below, reproduced directly 
from his letter, Mr. de Marchena identifies 
the factor behind the many major increases 
in Caribbean sales.) 


"Nosotros siempre presentimos que se estimula 
la venta de los productos que tenemos, cuando 
€llos se anuncian en Selecciones". 


“We always sense a stimulus 
to the sales of the products we 
handle,” Mr. de Marchena 
writes, ‘‘when they are adver- 
tised in Selecciones. 


“Most of the appliances we 
sell—because of their cost 
and high quality—are sold to 
people in medium and higher 
income brackets. 


“Selecciones del Reader’s Digest is widely read by these pros- 
perous men and women in Cuba. They are the ones who are 
most likely to affect the brand purchasing habits of their friends. 
In fact, in all respects the editorial content of Selecciones seems 
to select the very kind of people our retailers are most anxious 


to have on their customer lists.” 


Over 1,500,000 prosperous, influential people in the Carib- 
bean area read and respond to Selecciones del Reader’s Digest 


every month! 


These people are the higher income, better educated men and 
women. In Digest families, 48% of all heads of households hold 
executive positions in business. And sales results are outstand- 
ing. Because in the Caribbean area, the Digest provides an 
impressive showcase for any consumer or industrial product. 


No other magazine covers this rich market in such scope . . . 
or selects the sales prospects so well . . . or brings so much 
international prestige to its advertisers. 


New flexibility for advertisers 


Selling in the diversified Caribbean 
area is vastly different from selling 
in the U.S. To reach the right market 
as accurately and economically as 
possible, the Reader’s Digest Carib- 
bean Edition now offers you a unique 
opportunity to localize your sales 
message to each of these six key 
markets: 


1) Cuba; 2) Puerto Rico; 3) 
Venezuela; 4) Peru; 5) Colom- 
bia; 6) Costa Rica, El Salvador, 
Guatemala, Honduras, Nica- 
ragua, Panama, Ecuador, 
Dominican Republic. 


By changing black ink plates during 
press runs, you can advertise different 
models in different markets. You can 
list names and addresses of local 
dealers, quote prices in local curren- 
cies, co-ordinate tie-ins with local 
promotions, give coupons with differ- 
ent keys. You can combine all the 


special convenience of a local medium 
with the quality and prestige of an 
international magazine. 

Selecciones del Reader’s Digest can 
help your advertising dollar work 
more effectively in the months ahead. 
For more information about selling 
in the rich Caribbean market ... or 
to the Digest’s 60,000,000 readers 
around the world, write or phone: 


Selecciones 
det Readers Digest 


New YorkK 
230 Park Avenue Prudential] Plaza 
MUrray Hill 4-7000 WHitehall 4-2544 


SAN FRANCISCO 
230 Montgomery Street 
EXbrook 2-8057 


DETROIT Los ANGELES 
New Center Building 6505 Wilshire Blvd. 
TRinity 5-9600 OLive 3-0380 


CHICAGO 
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Cracker 
Barrel 
Advertising 


You can get so slick with words and By 
pictures that you slide right away 
from the person you want to get 


next to in your advertising. eee 


Or you can stick pretty close to 
the cracker barrel, which is another 
way of saying we try to tell people 
the simple, homespun things they 
want to know about a product. 

That’s why, even though we use 
all the modern advertising tools, we 


keep our seat on the cracker barrel 


when we reach for the stars. 


We work for the following companies: A.israre INsuRANcE CoMPANY + AMERICAN MINERAL Spirits Co. + APPOINTMENT 
Hosiery Miius, Inc. +» ATCHISON, TOPEKA & SANTA FE Raitway Co. + THE BissELL Carpet SWEEPER Co. + BROwN SHOE COMPANY 
CAMPBELL Soup CoMPANY « CHRYSLER CORPORATION « COMMONWEALTH EDISON COMPANY AND PuBLiIc SERVICE COMPANY + THE CRACKER 
Jack Co. « Crang Co. « THe ELectric AssociaTION (Chicago) » GREEN GIANT Company « Harris TRusT AND SAVINGS BANK + THE 
Hoover Company «+ KELLOGG Company « THE KENDALL COMPANY + THE MaytTaG Company + Mororo ta, Inc. « Poitip Morris Inc. 
Cuas. Prizer & Co., Inc. « THe PILLspuryY CoMPpANY « THE PROCTER & GAMBLE CoMPANY « THE PuRE O1L Company « THE PURE 
Fug. Or Company « Star-Kist Foops, Inc. « SuGAR INFORMATION, Inc. « Swirt & CompANy « TEA CouNcIL or THE U.S. A., INc. 


EO BURNETT CO.,IN 


CHICAGO, Prudential Plaza * NEW YORK * DETROIT *¢ HOLLYWOOD ¢ TORONTO 
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Feature Section ‘Statistical Soothing Syrup’—Weiss 


Advertising Age 9 =:""" 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome, 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Tired,’ C.M. Says of Whisky Ads 


Diamond Reports on the Legal Front 


Tyler Picks Ten for September... 


Copy Clinic Finds a Variety of Advertising 
Worthy of Commendation 


Each month William D. Tyler, for many years conductor of Bill Tyler’s 
Copy Clinic in Advertising Agency Magazine, will select ten ads he con- 
siders outstanding for that month, and present them here, with his reasons 
for selecting them. Mr. Tyler is vice-president and director of Benton & 
Bowles, with particular responsibility for the agency’s creative output. 
He formerly was chairman of the plans supervisory committee of Leo 
Burnett Co., copy chief of the Chicago office of Dancer-Fitzgerald-Sample, 
and with Doherty, Clifford, Steers & Shenfield and Young & Rubicam, 


New York. 


Montauk Manor 

On the tip of Long Island is a large 
resort hotel which is in danger of becom- 
ing lost in the shuffle, probably because 
it is off the beaten path. This is being 
speedily remedied by a small-space news- 
paper campaign. In one 
issue of the New York 
Times, for example, 
was found a 2-incher 
of a dancing couple 
supered over a back- 
ground of waves, with 
this copy: “Ever danced 
on a breeze-swept pa- 
tio 100 miles out to sea? 
See Page 18.” Page 18 
carried the 200-line ad 
you see here, comparing a seashore hotel 
to an ocean cruise, an engaging conceit. 
Idea was Jack Gell’s of Diener & Dorskind. 

Art direction was Harry Pollack’s. 


Out where Long Island narrows down to a 
' scenic sliver of land and reaches far out into 
: the cool Atlantic—there stands breeze-swept 
' Montauk Manor. Nowhere is there a vacation 
spot so fabulous, so fashionable, so festive! It 
has all the gaiety, all the sunny-day starry- 
night delights of a luxury liner cruise. Yet 
there's an 18 hole golf course—clay tennis 
_ courts—boating, sailing and fishing galore. 
| The Surf and Cabana Club rivals anything 
| the Riviera has to offer. French chefs doff 
their tall white hats to a Montauk Manor 
meal. And the entertainment is sparkling and 
sophisticated. It's exactly your kind of place. | 
| Today, phone MU 2-5197 (direct line) for 
all the happy details. 


MONTAUK 
MANOR 


| for « “luxury liner” vacation at 
| nearby MONTAUK POINT, LONG ISLAND 
SS DRE SENAY te Rt? 


Montauk Manor 


GE vacuum cleaner 

All in all, GE is just about the best 
appliance advertiser there is. One rea- 
son: the merchandise is almost always 
highly advertisable. Another: the ads 
take full advantage of the product fea- 
tures in an informative instead of simply 
exclamatory way. Examine some of the 
display lines here. “No more messy, 
tangled cord .. . Out of your way in 4 
seconds . . . Double-action brushes cut 
cleaning strokes in half .. . Step-Saving 
Caddy carries all attachments.” Denny 
Sargent supervised Jack Worth’s copy. 
Art director, Guy Ramsford. All Young 
& Rubicam. 


A touch of your toe and the cord disappears! 


All these work-saving 
features at no extra cost 


scccrcue GENERAL QB ELECTRIC 


General Electric 


HEEL, 


| me 
sald Chris- 
' 


topher Marlowe, 
| was invented bys 
| woman who was al- 


new dimension 
who walks in beauty, walks in DELMAN heels. 


Bergdorf Goodman 


WILMOT BREEDEN «re «) Sirmnghew 1 London Mano 


Wilmot Breeden 
Bergdorf Goodman 


This is not only a tricky visual use of 
copy by art director Reba Sochis, of her 
own agency, but the copy itself is distin- 
guished. Copy by Andree Vilas, it starts 
out, “The heel, said Christopher Marlowe, 
was invented by a woman who was al- 
ways kissed on the forehead.” It ends, 
“She who walks in beauty, walks in 
Delman heels.” Bergdorf always tries to 
be a little different, an aim not too gen- 
erally shared by retail advertisers. 


Wilmot Breeden 

This ad was sent us by Ted Patrick, 
editor of Holiday and a former famous 
copywriter, who ran across it in Punch. 
Get out a magnifying glass and read the 
copy. It’s the first fresh, new, different, 
copy style we’ve seen in entirely too 
long a time. It starts out: “. . . door opens. 
Hurry must. Slam therefore. Starter. 
Whoosh. Some getaway. Door shut. No 
rattle. Safe.” And ends: “Virtually every 
British car roads today some Wilmot 
Breeden components. No wonder. Safe.” 


Crackerjack 
Most deal ads are so direct as to be 
very cold turkey indeed. That’s because 
the advertiser will risk no chance of 
having his offer missed or misunderstood. 


Dow Chemical 


Here John Mathews and art director 
Neil McBain of Leo Burnett have seen to 
it that the advertiser gets his message 
over without the shadow of a doubt, yet 
with bounce. This a strong, simple ad, 
in which the entertainment complements 
rather than diverts. 


Dow Chemical 

This was clipped from U. S. News 
and looks so much like that magazine’s 
fast-moving editorial matter that we 
were agreeably fooled. Agreeably, be- 
cause the content is as newsy and re- 
warding as the publication’s own. Here is 
what may be the finest current use of 
business-paper space. If your criterion is 
the same as ours, you'll agree, because 
this series looks as though it offers the 
reader more information of the kind that 


More ‘Advertising Agency’ Features 


With this issue, ApverTISING AGE is delighted to present two additional 
popular features from Advertising Agency Magazine which will hereafter 
appear as regular fare in the Feature Section. Two of the four features to 
appear regularly made their initial appearance in this department last 
week, and will be presented every second week hereafter. They are “Agen- 
cies Ask Us,” the popular problem-solving department conducted by Ken- 
neth Groesbeck, and “The Peeled Eye,” comment on the lighter side by 
Dick Neff. 

In this issue—and regularly each month hereafter—are Bill Tyler’s well 
known commentary on the best ads of the month, and discussions of the 
advertising legal scene by Sidney A. Diamond. 

With the addition of these Advertising Agency Magazine features to its 
regular fare of outstanding columnists and special features, ADVERTISING 
AGe hopes to make this Feature Section more than ever the outstanding 
discussion forum and “think piece” section serving the advertising and 
marketing business. 
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The next five minutes make all the difference 
Sesuasaens ses | 


Men's & Boys’ Wear 


you need an 
Amerwan Hrakeblok inspection 


@ === 
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American Brakeblok 
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The Search for the Square Martini Glass 


beg 7 
AL 


ine makers of i 
LAMPLIGHTER GIN 


Lamplighter Gin 


\bur sind of beer peal beer! 


Schaefer Beer 


On the Merchandising Front... 


Frozen in by Giantism and 
Statistical Soothing Syrup 


By E. B. Weiss 

A fascinatingly deplorable marketing 
situation is developing—a situation under 
which the marketing (manufacturing, 
too) programs of some of our giant man- 
ufacturers become frozen by the very 
size of these giant or- 
ganizations. And _ this 
state of marketing deep 
freeze among the big 
boys has given some 
middle-size and some 
much - smaller - than- 
middle-size manufac- 
turers highly encourag- 
ing new sales prospects. 

Of course, the out- 
standing example is the 
imported small car. Detroit has said time 
and again that, when the domestic mar- 
ket showed a positive ability to absorb 
a minimum of 500,000 small cars annually, 
its production lines might start humming 
with midget models. Of course, this state- 
ment is not to be taken too literally. The 
auto makers were compelled to fight for 
time and this was a reasonably good ex- 
planation on which to fall back. But it 
is still at least partly true that the very 


E. B. Weiss 


giantism of our Big Three in the auto field 
has frozen them into a position under 
which they either cannot, or dare not, 
move in a new direction unless they are 
absolutely assured of substantial markets 
without so much as lifting a marketing 
finger before veering off at a new angle. 
This is indeed a new marketing order: 
don’t move until results are guaranteed! 


= If this attitude and policy had been 
true of the auto pioneers—why, we simply 
would not have automobiles today. Cer- 
tainly Henry Ford (who failed twice 
initially), Olds, and the other founding 
fathers of our present-day ponderous 
behemoths of Detroit, had no statistical 
or other assurance of markets of defini- 
tive size. They simply had faith. But, 
today, Detroit claims—and with some 
degree of validity—that it cannot move 
toward a small car (actually, Ford and 
General Motors are well advanced on 
small cars) until a minimum market of 
500,000 cars annually is in the bag. Why, 
that’s more cars than were sold during 
the first ten years of auto production in 
this nation! 

If _ this 


same guarantee-in-advance 


he can use in his business than any we 
can readily think of. Joe Hardig is re- 
ponsible for the writing, and Craig Bow- 
en is art director. MacManus, John & 
Adams is the agency. 


Dress Right 

This may not be a great ad, but it 
represents such a violent improvement 
over its predecessor that I just can’t 
resist whooping it up a bit. That, you 
may remember, was to the effect that 
everyone despised and tramped on poor 
old Joe because he was such a lousy 
dresser. Heartbreaking, really. This ad 
simply turns that tearful story around, 
and points out the importance of being 
a snappy dresser. George Barlow’s group, 
BBDO, had the idea for the new ap- 
proach, and Tony Manderino made the 
layout. 


Lamplighter Gin 

There are liquor advertisers who be- 
lieve that the main objective of such 
advertising is to get read, noticed, or 
talked about. So little can be said about 
the product, this school contends, that 
the advertiser should settle for burning 
in the brand name, and be content. The 
new Lamplighter gin campaign, with all 
its nonsense about leaving the British 
desolated because we got their gin, is 
an excellent example. This ad, detailing 
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the problems involved in drinking mar- 
tinis out of a square glass, should get a 
lot of readers. Bill Abrams in Fred 
Flanagan’s group, Kenyon & Eckhardt, 
wrote it, and layout was Ed Henderson’s. 


Schaefer 

One of the finest visual expressions of 
coolness in beer since the famous sweat- 
ing bottle of Ballantine’s some years ago, 
is this ad for Schaefer’s which needs 
little explanation in the way of copy. If 
coolth is beer’s best summertime selling 
argument, this was a very fine salesman. 
It was the idea of BBDO’s Don Mix 
and art-directed by the Messrs. H. C. 
McNulty and Ken Paul. 


American Brakeblok 

This is a typical ad in a campaign 
that we like. The idea behind the head- 
line and the stopper illustration is that, 
“When your pedal travels too far, even 
with power brakes, you may not be able 
to stop in time.” These are arresting ads 
(others have the pedal squashing an egg 
or a light bulb) that stick in your mind 
when you next drive your car. They 
ought to do a good job in a category 
long known for very ordinary advertis- 
ing, that of automotive parts and sup- 
plies. This one was written by Robert 
Blumer of Fuller & Smith & Ross, and 
Fred Stickle art-directed. = 


yardstick had been applied to many oth- 
er of our accepted conveniences and 
luxuries of today—in hard goods, in soft 
goods, even in food—our present-day 
standard of living would still be down in 
the socio-economic cellar. The bald fact 
is that most of our giant corporations of 
today got their start purely because of 
the gumption of courageous individuals 
—not because of any marketing guaran- 
tees. The early makers of vacuum clean- 
ers, of washers, of refrigerators, of rayon, 
of canned foods, none had any assurance 
of a break-even-point minimum market. 
My recollection is that founding father 
Heinz made his first canned goods in 
the basement of his home, and had one 
tough time peddling that tiny initial 
production. 


# But today, in every field, the corporate 
giants must be comforted by the market- 
ing statisticians with soothing statistical 
syrups which “prove” the existence of a 
pretty sizable minimum market. (Then, 
according to the commonly used yard- 
stick, whose accuracy I regularly ques- 
tion, some 80% of these new products, 
whose future has been so solidly estab- 
lished by market analyses, lay an odifer- 
ous egg—a record that surely was not 
surpassed in earlier days when faith, and 
not figures, was the initial marketing 
mainstay!) 

It appears to me that in all of these 
market projections for new products the 
ability of genius, of sweat, of courage, of 
adaptability and opportunism to create a 
profitable market where none previously 
existed is completely overlooked. I recall 
a story told by the able business man 
who developed Ozite—the original rug 
underlay. He was assured by the trade 
that there would be no market for the 
item—that it cast doubt on the merits of 
the carpet itself—that retail rug sales- 
men, who are paid partly on commission, 
would not waste time on a $12 sale when 
they could sell a rug for $50 to several 
hundred dollars, etc. So he proceeded to 
build Ozite into a whopping big success. 


# I was told the other day the story of 
one of the big companies in the television 
film business: how it bought its original 
foreign films and couldn’t get a single 
station to buy them; how the founder of 


the business ran a newspaper ad asking 
the public to vote on the films; and how 
the record of that vote got the faltering 
business off the ground. Our business 
history is chock full of stories of this 
kind—stories of the creation of totally 
non-existent markets, as differentiated 
from catering to proved existing markets, 
which is what Detroit is doing when it 
demands positive proof of an annual 
500,000 small-car demand before moving 
in. 

In any event, as I started out by say- 
ing, our big corporations are showing 
signs of becoming frozen in by their very 
giantism and by their domination by 
slide-rules. As a consequence, I note that 
small manufacturers—very small manu- 
facturers—of major appliances are com- 
peting more successfully than ever 
against their giant rivals. Indeed, in the 
first half of 1958, when most of the giants 
showed disappointing sales comparisons, 
these small producers forged ahead. I 
also note that in the woven floor covering 
field, the middle-size manufacturers did 
better, in the first half of 1958, than did 
the giants. 


= I’m rather delighted by this develop- 
ment—delighted because it suggests that 
the day of the individual or small opera- 
tor in this nation has not disappeared. 
As a matter of fact, the big boys should 
be equally delighted. This development 
may lessen some of their fears of anti- 
trust proceedings. 

But viewed from the other side of the 
coin, this trend carries with it the impli- 
cation that giantism, with its inability 
or unwillingness to dare, really stands in 
the way of progress; that if the virtues of 
the business entrepreneur in our demo- 
cratic process are real, then there is 
some cause for concern in the unwilling- 
ness or inability of at least some of our 
corporate giants to act the entrepreneur. 


s The entrepreneur creates markets—he 
doesn’t merely cater to statistically-veri- 
fied existing markets. If corporate 
giantism, or excessive reliance on market 
research, quenches the adventuresome 
spirit, seeks certainty, substitutes faulty 
figures for faith, then it carries within 
it the seeds of its own ultimate topping 
out. + 
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Good Housekeeping never lets a woman down—whether she’s 
reading about silverware or ready-to-wear...lotions or notions. 
Because Good Housekeeping... 

* Investigates every product that is advertised in its pages 

* Checks every single claim made for those products advertised 


* Guarantees replacement or refund of money if the products do 


not perform as advertised therein. 


What's more, Good Housekeeping won't accept advertising that 
does not meet our requirements. 

No wonder more than 12,350,000" readers believe what they read 
in Good Housekeeping—whether it’s on the advertising or 

editorial pages. Be sure you're selling your product in this unique 
climate of confidence ...the confidence you get Fe os 


regularly in Good Housekeeping. *Look—Politz Study 


Good Housekeep1n Seen: A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


A HEARST MAGAZINE 
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What's Doing on the Legal Front... 


Court Refuses Copyright Protection 
for Newspaper Advertisements 


Sidney A. Diamond is a New York at- 
torney who specializes in copyright, 
trademark, unfair competition and anti- 
trust laws. He was a contributing editor 
on legal matters to Advertising Agency 
Magazine for two years before its recent 
purchase by ADVERTISING AGE. 


By Sidney A. Diamond 
Member of the New York Bar 


A courtroom battle between the pub- 
lishers of two competing groups of Jack- 
son County, Missouri, newspapers has 
raised a whole assortment of legal prob- 
lems. United States District Judge Dun- 
can’s opinion supplies 
some practical guides 
for advertisers and 
agencies, as well as 
publishers. 

The lawsuit charged 
12 separate items of 
copyright infringement. 
A news story, a politi- 
cal cartoon and ten dif- 
ferent advertisements 
all were copied without 
permission, according to the complaint. 

None of the items had been copyrighted 
separately, but the judge agreed that this 
was unnecessary. The general notice of 
copyright on the first page of the issue 
protected all its individual literary and 
artistic components, assuming that they 
were entitled to copyright protection in 
the first place. 


Sidney A. Diamond 


# Nobody can monopolize the bare facts 
of a news story by claiming a copyright 
on it. However, any particular reporter’s 
way of writing up the facts is a matter 
of individual authorship that qualifies for 
copyright protection unless it is complete- 
ly lacking in originality. A rival news- 
paper accordingly can lift the facts of a 
news story without infringing the copy- 
right, but it is not entitled to copy the 
story verbatim. In this particular case, 
the stories proved to be identical, even 
including typographical errors. 

The excuse offered as a defense to the 
copying was that the first article itself 
simply had been taken from a political 
handout. Judge Duncan agreed with this 
line of argument in theory, but ruled that 
there was no proof to support it. 

A press release, by the nature of 
things, is not copyrightable subject mat- 
ter; if it were, the first paper to run the 
text of the release could invoke its copy- 
right notice to stop anyone else from 
using the story. 

This, of course, is just the opposite of 
the purpose of the handout, and no 
publisher would be permitted to take 
such advantage of his competitors. But a 
copyright is presumptively valid under 
the law, and in this case the defense 
had no actual evidence to overcome the 
presumption. Judge Duncan therefore 
ruled, as to the news story, that copyright 
infringement had been established. 


= The second item was a cartoon dealing 
with a topic of local political interest. 
The defendant’s reproduction again was 
exact, but in this instance there was a 
credit line acknowledging the plaintiff's 
Independence Sentinel as the source of 
the material. 

Contrary to a popular misconception, 
crediting the source does not excuse 
copyright infringement. The legal view is 
that an acknowledgment makes the of- 
fense even worse, because it tends to 
convey the false impression that permis- 
sion had been granted for the re-use. 
The ruling here was that the copyright 
on the cartoon clearly had been infringed. 

The ten advertisements turned out to 


be a different matter. Most of these were 
local advertising with very simple copy 
(“Sereen your porch for outdoor living”’; 
“See These Lovely New Homes in 
Beautiful Lockwood Heights”); some 
contained cuts apparently originating 
with manufacturers of nationally adver- 
tised brands. 

Judge Duncan analyzed each of the 
advertisements claimed to have been 
copied and concluded that none of them 
was entitled to copyright protection. He 
felt that the text and illustrations in 
each instance were too ordinary and 
lacking in originality to be proper sub- 
jects for copyright. In addition, Judge 
Duncan indicated he felt that whatever 
protectable rights there might be in any 
such advertising matter would belong to 
the advertiser, not to the first newspaper 
publisher to run them, so that in no 
event could the complaining party in this 
case have any legal right against the 
second publisher for copying these adver- 
tisements. Indeed, the evidence estab- 
lished that the advertisers had worked 
with the second publisher in adapting 
the material for re-use, which of course 
showed that they considered it to be their 
own property. 


® There was still another issue in the 
case. The defendant publisher had used 
a photo-offset process to copy material 
from the plaintiff's newspapers. This was 
alleged to be an unfair trade practice 
even with non-copyrighted material 
because the defendant was able, at nom- 
inal cost, to get the benefit of the plain- 
tiff’s expenditures for typography and 
composition. As to this, Judge Duncan 
ruled that the sole legal question was the 
right to copy; since the defendant had 
that right wherever the material involved 
was not protected by copyright, he could 
go ahead and copy by any method he 
wished to use. 

The decision is subject to appeal and 
may not be final, but as matters now 
stand, a judgment for $4,000 has been 
entered for the two infringements. This 
is at the rate of one dollar per copy for 
2,000 copies each of the issues containing 
the news story and the political cartoon 
that the defendant published. (The max- 
imum on this method of computation is 
$5,000 per infringement; court costs and 
an allowance for legal expenses may be 
added.) 


s The part of this case that involves 
protection for advertisements provides 
two practical object lessons. In the first 
place, an advertisement may be _ so 
ordinary and undistinguished in content 
that it will not be entitled to any 
copyright protection. On the other hand, 
we know from earlier legal precedents 
that the great majority of advertising 
placed today does meet the minimum 
standards of the law and can be protected 
if the proper copyright procedures are 
followed. 

The second lesson is that, to avoid the 
kind of inconclusive squabbling between 
rival publishers involved in the case 
discussed above, the advertiser should 
see to it that copyright is secured in his 
own name. This can be accomplished 
almost automatically by having the pro- 
per form of copyright notice included in 
mats or plates at the time of their 
original preparation. 


s The law permits certain minor varia- 
tions in the form of copyright notice that 
can be used to protect an advertisement, 
but there are only two alternatives really 
worth considering. The preferred form 
consists of the circle-C symbol together 
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There Must Be Something to Say 


Whisky advertising—or, for that matter, gin, vodka and brandy advertising 
—is ringed around with so many restrictions, the boys who write it apparently 
get to the point where they just play 
around with words, no matter what the 
words say. The client needs a new cam- 
paign, so let’s see what we can say that’s 
intriguing but harmless. 


So Carstairs suddenly becomes “the 
perfectly balanced whisky.” Not par- 
ticularly new. And not 
meaningful. But at least something a 
distiller like Carstairs can say without 
running afoul of the law. 


What does it mean? Copy says, “Car- 
Stairs is never too rich, never too light 
. just the right flavor...always uni- 
formly good!” Doesn’t say who deter- 
mined this or on what authority the 
statement is made. At this stage in whis- 
ky advertising, it doesn’t matter. No- 
body pays any attention to the copy, 
anyway. Almost all the words and the 
expressions have been used time and 
again in tens of thousands of sales mes- 
Sages going all the way back to repeal. 
Distinguished whiskies. Distinctive qual- 
ity. Incomparable taste. 


Sad state of affairs. Can’t be just the 
restrictions. 
young, bright, uninhibited writer could 
say about a whisky that hasn’t been 
said before—or said in just a certain 
way. Whisky advertising, like the words 
it employs, is so tired. + 


particularly 


Must be something some 


with the year in which the advertisement 
was published for the first time and the 
name of the copyright owner, for exam- 
ple: 

© 1958 General American Corp. If 
space in an advertisement is at a prem- 
ium, a permissible substitute is just the 
circle-C symbol] plus the initials of the 
copyright owner, but this type of notice 
is valid only if the full name appears 
somewhere in the advertisement, so that 
the owner can be identified. 

A great advantage of the full-length 
notice over the alternative short form is 
that the longer version simultaneously 
provides automatic copyright protection 
in England and more than 25 other 
foreign countries because it fits the 
requirements of an international copy- 
right treaty that all these nations and 


the U.S. have signed. The short form does 
not meet the minimum standards of the 
international treaty; it is effective for 
domestic protection only. 

There are additional reasons why the 
use of a copyright notice in the adver- 
tisement itself is preferable to relying 
upon the publisher’s general notice of 
copyright in the newspaper or other 
periodical. It will avoid technical argu- 
ments based upon the appearance of the 
identical material at different times 
under the copyright lines of various 
publishers, which might lead to a declar- 
ation that the copyright was forfeited. 
And it will provide insurance against the 
possibility of the advertisement appearing 
in an issue that failed to carry any 
copyright notice at all and the consequent 
complete loss of copyright protection. + 


Looking at Radio and Television ... 


Block That Kickback 


By the Eye and Ear Man 

At the time of giving AA’s annual 
awards for commercial effectiveness, a 
shudder comes over the old E & E col- 
umn because of a startling conclusion: 
Of all the commercials on tv, more than 
half probably had some kind of “kick- 
back” associated with them. 

Blue chip agencies and blue chip 


clients are apparently oblivious of the 
fact that they are being robbed blind in 
the aggregate by the combination of 
sleazy fly-by-night commercial operators 
and the cupidity of underpaid hirelings, 
who give out millions of dollars’ worth 
of commercial contracts without any but 
the most superficial supervision on the 
part of agency management or client 
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Keep your eye on the ball. 


To sell Canada—make no little plans—use 


Weekend 


MAGAZINE 


the biggest single selling force in Canada 
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checkers. 

This column has tried several times 
to suggest that this is no time to be 
burning advertising dollars, but the sit- 
uation seems to be growing steadily 
worse. 


® These kickbacks take the following 
forms: 

1. Cash; 

2. Fur coats for wives; 

3. Automobiles; 

4. Fully-paid lavish vacations; 

5. Stock; 

6. Country club bills fully paid; 

7. Cases of liquor and equivalent gifts; 

8. Bacchannalian orgies. 

The idea that the finest agencies and 
the top clients are blind to such goings- 
on is incredible. But happening they are— 
every day. 

The method of operation is very sim- 
ple. A commercial film company sales- 
man either approaches the buyer of 
commercials and offers him a “consult- 
ant’s fee, which is already budgeted in 
the estimate,” he says, and the agency 
guy might as well get it as someone 
outside. Or it works the other way. The 
agency buyer suggests it. 

Competitive bids are often taken, but 
they frequently are loaded. Either the 
specifications are altered to favor the 
kickback, or the decider says he has 
worked with one studio and they do 
“better work.” Hence he takes a slightly 
higher bid. 

Here’s how to spot a kickback opera- 
tion in your agency: 


1. Is there an obvious unfailing favor- 
itism for one film company? 


2. Are the competitive bids made on 
the same specifications? 


3. Is the company making the films 
a reputable one with ample dollars in 
working capital and with real estate and 


Tips for the Production Man... 


equipment? 

4. Is your buyer living beyond his 
means? 

5. Does the producer who gave out the 
bids find all sorts of excuses for the 
below-par work of a particular company? 

6. Do you get double talk when you 
ask for a breakdown of the items in an 
estimate? 


s Here are some suggestions on how to 
stamp out kick-back practices or pre- 
vent their occurrence in the first place: 

1. See that final bids are reviewed by 
a committee including one top manage- 
ment representative, such as the comp- 
troller. 

2. There are many capable film com- 
panies equipped to make commercial 
film. Some are beyond reproach in their 
size and reputation. Be sure that busi- 
ness is rotated among these companies 
and that they know it will be rotated. 
Bids are highly competitive and talents 
are virtually equally skilled. 

3. Audit the bills and demand an ac- 
counting for every penny of the bill 
until you are sure that everything is on 
the up and up. 

4. Forbid, on penalty of dismissal, the 
acceptance of any gift whatsoever, in- 
cluding Christmas gifts, on the part of 
those involved in letting out contracts. 

5. The letting out of bids should be 
determined by criteria common to all 
bidders and checked by several people. 


Certainly other methods will come to 
mind when the problem is vigorously 
attacked by management. The com- 
placency of agency management and/or 
advertisers in this sensitive area is ap- 
palling. Unless something is done, it can 
spread to other departments within the 
agency. It is easy to wipe out the sore 
with a little vaccine. Why not apply it 
now before it becomes a plague? = 


The Age of Ostentation Revisited 


By Kenneth B. Butler 

Some guys have all the luck. Right now 
I have reference to those printers, typo- 
graphers and layout men who have op- 
portunities to work with some of those 
giddy, fantastic, ridiculous, ostentatious, 
but, oh, so alive, typefaces which filled 
our specimen books during the Victorian 
era. 

At the moment I’m not referring to 
those more or less staid revivals like Latin 
Wide and Clarendon which, as discussed 
in a previous column, are accepted by 
many as being contemporary creations. 
I mean instead those absurd little gems 
which not only date back to the 1800s but 
also look like it... P. T. Barnum, Mar- 
bleheart, Jim Crow, Gold Rush, Com- 
stock, the Ornates, Old Bowery, the 
Romantiques . . . why, even their names 
conjure up wonderful fantasies, filled 
with charm and color. 


s Of course, they didn’t have such ro- 
mantic appellations at the time. P. T. Bar- 
num, for example, was French Clarendon; 
Jim Crow was Gothic Shade; Gold Rush 
was Antique Shaded; Marbleheart was 
Gothic Double Shade; Old Bowery was 
Round Shade No. 2; many were identified 
merely by numerals. 

Some of the major foundries period- 
ically re-issue these relics from the past. 
ATF, for example, revived Jim Crow, Old 
Bowery, and Marbleheart a couple of 
seasons back, and Amsterdam-Continental 
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FROM ANOTHER ERA—Modern typographers 
are having barrels of fun utilizing 19th 
century typefaces in contemporary lay- 
Weidemann’s Ornate No. 130, 424, 524, 
out. Shown here (from top to bottom) are 
and 330; ATF’S Old Bowery; Bauer’s 
Astoria (Comstock); ATF’S Gold Rush; 
Baltotype’s Trylon Shaded, and ATF’s 
Marbelheart. 


currently offers a complete baroque series 
called the Romantiques. Bauer now lists 
Astoria (Comstock), and Baltotype has 
the Trylon series. 

And, occasionally, a few individuals do 
the job on their own. Harry Weidemann 
of Nyssa, Ore. (no street address re- 
quired), personally casts and merchan- 
dises a wonderful selection of six ornate 
faces from the dear dead days. A few 
years back, John S. Carroll of New York 
operated the Replica Type Foundry, re- 
creating such beauties as Rustic, Tuscan 
Floral, Ecclesiastic, Arboret and Bradley. 

Operating your own foundry is, how- 
ever, a risky business, for interest alone 
does not constitute the sales necessary to 
continue operations. Accordingly, Steve L. 
Watts, former typographic consultant for 
ATF, has arranged with that company to 
make some of their antique mats available 
for “kittypot casting.” In this unique 
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system, printers interested in the revival 
of a particular face can be organized into 
a group sufficiently large to warrant the 
expense of a special casting. If you should 
have such an interest, contact Watts at 
Box 226, Front Royal, Va., and he'll give 
you the lowdown. 

Watts, by the way, makes use of several 
of these tricky old faces in his own Priva- 
teer Press, as does Will J. McKeown, “the 
nation’s quaint printer,” who turns out 
some titillating stuff from his press at 107 
South Capitol Ave., Indianapolis 25, Ind. 


® For the layout man wanting only an 
occasional line in 19th century flavor, 
Photo Lettering Inc., 216 E. 45th St., New 
York, offers via cold composition, a tre- 
mendous assortment of these dandies. 

Really dramatic typography can be one 
result of stepping back into the “Age of 
Ostentation.” = 


From an Art Director's Viewpoint... 


Help Wanted 


PE 


Sound approach to whiskey! 


CLEAR HEADS AGREE Calvert 1s BETTER 


If you're a man whe hos to werk hard and think straight, then you know how an 
evening spent working on your hi-fi set, or at some other hobby, relames you 

sets you up for the challenge of tomarrow. You'll find Calvert, Reserve adds wf 
yourplesoure because it's light, pet full-flavnret (lear heads agree it's hotter’ 
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By Andy Armstrong 

Out in the suburbs, the guests at those 
expensive, smoky afternoon cook-outs 
seem to be of two kinds. One kind is fas- 
cinated by advertising, thinks it is a glam- 
orous business, wants to know more about 
it. Leave you pulling at 
your collar in embar- 
rassment, feeling over- 
privileged. The other 
kind thinks advertising 
is a wart on the nose of 
progress, and all the 
people in it, including 
you, are charlatans and 
get-rich-quickers. 

Now this second kind 
of barbecue-lover must 
be multiplying like lemmings. Or maybe 
he just gets around more. Anyhow, while 
you itch to unmask him as a correspond- 
ence-school dentist or a jerry-building 
contractor or a fence for stolen automo- 


Andy Armstrong 
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biles, you can’t help admiring his timing. 
He always picks the deepest lull in the 
cocktail talk to belch his pronunciamentos 
about you and your hucksterish way of 
life. 

You stand there sweating by the out- 
door grill, waving at flies, feeling at 
peace with the world except for wonder- 
ing when your host will drop the chef 
routine long enough to buy another round 
of swamp water. The conversation 
around you dies for lack of fuel. Then 
a hand falls on your shoulder like from a 
second-story window and this bore rup- 
tures your eardrum with a volley of 
halfchewed peanuts as he roars: “How 
about those Clavert ads, boy?” 

Well, boy, how about those Calvert 
ads? 


® Between this Motorman’s Glove cam- 
paign and that Four Roses Club, we are 
getting caught with our ripostes down, 
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1800 WEST FULLERTON AVE 


SOUTH SOTO ST.,LOS 
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4™a BERRY STS., SAN 


5 PLANTS and a PHOENIX 


The fabulous phoenix of ancient legend had the power to 
renew its youth. 

So this Clement phoenix is a fitting symbol to represent five 
of America’s most modern printing plants operating under one 
management. They renew their youth continually —in equip- 
ment, in methods and in manpower. 

These plants annually produce millions of catalogs, direc- 
tories, mailing pieces, package inserts, books, folders, publica- 
tions and other forms of printing for national advertisers and 
publications. They manufacture only one quality of printing — 
the best of its kind. 

In our time phoenix has come to mean a thing of extreme . ett 
excellence. Next time you consider a printing purchase, remem- Monutacturers of Quality Printing 
ber the Clement phoenix and the excellence it represents. Sane Ne ee ae, Ee 

SALES OFFICES: GRAYBAR BLDG., NEW YORK, FISHER BLDG., DETROIT 


SUBSIDIARIES: CLEMENT COLORTYPE INC., CHICAGO, PACIFIC PRESS INC., LOS ANGELES, PHILLIPS & VAN ORDEN CO., SAN FRANCISCO 
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these lovely autumn afternoons. And the 
cat has got our tongue for sure since 
Calvert put that monstrosity right in the 
middle of the man’s work bench. 
Seems every enemy of advertising 
we’ve run into lately has a work bench, 


Salesense in Advertising ... 


The Madison 


By James D. Woolf 
Creative Consultant 


An article in the October issue of Coro- 
net asserts that New York’s Madison Ave. 
is the home of the gray flannel suit and 
the three-hour lunch. And I have also 
read (I can’t remember where) that Mad- 
ison Ave. is the Capi- 
tal of the Advertising 
World. 

This is nonsense if 
“Madison Ave.” liter- 
ally means Madison 
Ave. Refer to McKit- 
trick’s Directory and 
count the agencies on 
Fifth Ave., Park Ave., 
Lexington Ave., and 
some of the crosstown 
streets. Note that J. Walter Thompson Co., 
the world’s largest advertising agency, is 
on Lexington Ave., that Foote, Cone & 
Belding is on Park Ave., and that Rocke- 
feller Plaza is the address of McCann- 
Erickson and of N. W. Ayer & Son. 


James D. Woolf 


# But my real point is something else; 
namely, that neither Madison Ave. nor 
the whole of Manhattan is the capital of 
the advertising world. New York City 
has no monopoly on advertising know- 
how. There are several hundred agen- 
cies in Chicago, and some of them are 
very good. And I can testify from my 
experience as a consultant that there 


Employe Communications... 


Political Action 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The Gulf Oil Corp. made headlines re- 
cently because it urged 161,000 employes, 
stockholders and dealers to bestir them- 
selves politically. The company’s senior 
vice-president, A. D. Gray, said, “If we 
are to survive, labor’s political power 
must now be opposed by matching force, 
and there is no place in the United States 
where such a force can be generated ex- 
cept among corporations that make up 
American business.” 

Gulf’s aggressive tactic caught the eye 
of editorial writers all over the country, 
and the company’s appeal for a “match- 
ing force” drew a solemn “Amen” from 
many audiences that heard or read it. 


= Thus, approximately six weeks before 
an election of great national significance, 
a company makes news because it sug- 
gests that industry should get busy in 
the political arenas. Actually the activity 
of corporations in politics should be so 
vast at this stage that the Gulf an- 
nouncement should rate no more than a 


whether he uses it for assembiing hi-fi 
sets or for sawing up his grandmother. 
He and all his group saw this ad, boy, 
and they are still roaring. 

How about those Calvert ads? Any- 
body got a devastating answer? + 


Avenue Myth 


are competent agencies in cities of mod- 
erate size, among them Cincinnati, St. 
Louis, New Orleans, Pittsburgh, Mem- 
phis, Denver, San Francisco, Harrisburg, 
and Richmond. There is even a very com- 
petent agency in little Greenville, S.C. 

So much for that and on to something 
else; namely, the “three-hour lunch,” 
presumably with three or four martinis. 
Namely, also, the gray flannel suit. Gen- 
erally speaking, none of it is true. I have 
labored for many moons on Madison 
Ave. (and on Lexington, too) and I am 
familiar with the habits and behavior of 
at least 60 copywriters and account ex- 
ecutives, and I can assure you that none 
of them is guilty of the unsavory things 
that are written about them. 

Actually, the average adman (if he’s 
any good at his trade) is a perfectly nor- 
mal human being, no better and no worse 
than his doctor, his lawyer, his grocer, 
or his plumber. And that goes for the 
so-called “career girls,” too. I know a 
bevy of them, and they rate very high in 
my book. 

Ever since “The Hucksters,” which 
Frederic Wakeman brought out in 1946, 
there has been a rash of books and ar- 
ticles painting a false picture of the ad- 
vertising business. The Madison Ave. 
they portray is a myth, but unfortunately 
the general public accepts it as gospel 
truth. 

What should we do to combat it? I 
wish I knew. # 


for Management 


half dozen lines on an inside page. 

Some time ago Prof. Andrew Hacker of 
Cornell University, in a study of the sit- 
uation, noted that officials of companies 
are inclined to shun politics “for fear of 
offending customers, shareholders or pub- 
lic officials.” Younger employes, he add- 
ed, avoid politics because of the fear of 
“jeopardizing their careers.” 

Whatever the cause, the companies 
that do the maximum moaning about the 
drifts in the political tides are the ones 
that do the least about it. They subscribe 
to the get-out-the-vote campaigns (nor- 
mally by using prepared ads in their 
employe publications) and they permit 
“Vote Now” stickers to be put on the 
windshields of company cars. Manage- 
ment representatives make talks before 
management groups underscoring the 
need for preserving the American way of 
life, but the same speakers wouldn’t 
walk next door to ring the doorbell of a 
possible convert. 


s The vote-for-the-party-of-your-choice 
literature distributed in industrial plants 
doesn’t go unheeded. The boys vote, all 
right. If they lack the guidance the 


management literature ought to provide 
but doesn’t, they get it from the union 
paper. The political scriveners of the 
labor press have no qualms about calling 
a political candidate by name. They have 
no hesitancy in citing voting records. 
They are not squeamish about telling 
readers where to put the X. 

Those who shrug off the efforts of 
labor’s political action committees fall 
back on the old contention that organized 
labor has no persuasive power at the 
polls. They cite Taft in Ohio and at that 


lll 


point they appear to run out of illus- 
trations. If organized labor hasn’t power 
at the polls, then roughly seven out of 
ten candidates in the November elections 
are worrying about nothing. 

If industrial management wants politi- 
cal action, let it abandon its cozy sideline 
seat and get into the melee, Let it 
abandon its established practice of buy- 
ing syndicated space, syndicated posters 
and synthetic sincerity. Or—if it isn’t 
willing to make the effort—let it stop 
crying about results. + 


Depending on what you’re selling and 


spective will help you express your 
idea in a more meaningful way to 
the art department. Note these ex- 
amples, then try the problems at the 
end of this column. 


1, You’re selling vitamin capsules. 
You want brand recognition, which 
you can get easily by just showing the 
bottle (as in “A”). But if you want 
a warm, family feeling to develop 
about your product in consumers’ 


2. An appliance manufacturer who 
isn’t ready for the annual January 
market might resort to an ad like 
this in November to keep his share 
of market. “C” is just a box under 


how you want to present it, 9 times A 
out of 10 an understanding of per-*: 


Perspective helps you make better roughs 


It keeps the live matter lively 


minds, you show the apothecary jar 
on the table at mealtime, next to the 
salt and pepper. Perspective dictates 
that you place the jar up front (just 
as in “B’’), and your sketch tells the 
artist clearly what you have in mind. 


['959% Mast ExC\TING APPLIANCE BUy 
S77 UN PER WRAPS! 


PoNT ORDER ANY WASHERS + DRYERS 
TiLt Youve SEEN the LE€TROMAT Live ! 


wraps. “D” tells the artist you want 
the whole warehouse shown, to im- 
press dealers with the quantity and 
variety of the line, 


PROBLEM: Use perspective concept 
to show revolutionary new liquid 
banishing all old “other” methods. 
PROBLEM: Use perspective to rough 
out ad with headline “NOW! Mother 
can be Queen for a year—for just 
pennies a day!” 


Next Lesson: “Using perspective in storyboards” 
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can happen at MMA 


Get this one! A new agricultural chemical ingredi- 
ent advertised on KMA by its “brand name” is being 
refused by buyers when they see the same ingredient 


identified on some Chemical Formulators’ labels by 
“formula name.” 

Buyers are insisting on the name as advertised on 
KMA and are refusing to buy the identical product 
because “that’s not the stuff KMA told us to get.” 


Get in touch with your Petry-man and 
join the list of successful advertisers on 


THE MEART BEAT OF THE CORN COUNTRY 


'K (M){ A) SHENANDOAH, IOWA 


APPQIATED wit 


Represented wy 
towane Filey 6 CO. oe Omana 
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Newspaper Group Hits Odd-Shape Ads 


(Continued from Page 3) 
sible to use the remaining news 
space attractively, the buyer of 
|such advertising is defeating his 
/own ends and actually driving 
readers away from his pages to 
others which contain something 
worth seeing and reading. Fur- 


entire section is bound to be af- 
fected in the worst possible way. 


s “Finally, this group denies the 
claim often made that such ad- 
vertising may as well be swal- 
|lowed quietly because all other 
newspapers are accepting it. 

“On the contrary, newspapers 
in some of our larger cities, news- 
paper groups and nationally syn- 
dicated newspaper magazines have 
already put up barriers against 


thermore, the readership of the) 


as ‘Space Stealing,’ ‘Self-Defeating’ 


|such unacceptable ads. Others are 
| in the process of doing so. 

| “We insist that still other pub- 
lishers should consider putting up 
a solid front against foolish en- 
croachments of this type; and that 
advertisers, advertising agencies 
and advertising representatives, 
on their part, should consider the 
| self-defeating nature of the type 
| of ads we so strongly object to.” 


® 19 newspapers and two nation- 
ally syndicated newspaper supple- 
ments were represented at the 
three-day meeting. Edward Kasun, 
of the Pittsburgh Press, president 
of the group, presided. 

Craig Ballantyne, editorial di- 
rector of Weekend Magazine, a 
nationally syndicated magazine 
for Canadian newspapers, was 


elected president of the group for 
1959. 

The 1959 meeting will be held 
in Boston the last week in Sep- 
‘tember. # 


\Gediman Hits TV 
as Panoramic 
but Shallow’ 


(Continued from Page 2) 
|said, “is the only medium that 
/works not once a week, nor once 
be month, nor 30 seconds to bring 
|the advertiser’s name to a seg- 
|mented public; but 24 hours a day 
|/every day of the year, to the 
‘largest audience in any market 
| in America,” 

He said the association plans to 
add “total marketing strategy in 
helping the advertiser move his 
merchandise. 


ee a a Oe - 
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whatever you need  : : - 
you'll find it in KLEEN-STIK 
* PRESSURE-SENSITIVE Stock! 


s “We call this total selling; we 
|must make the advertiser and his 
agency recognize this truth. We 
must give the advertiser and his 


1 agency a better ‘image’ of the 
: daily newspaper as a _ national 
% KLEEN-STIK FOILS . KLEEN-STIK FLEX-STIK oe medium,” Mr. Lord 
Me Rich metallic foils in Silver #1 The extra-strong, extra- flexible, He guid 12 district captains are 
s. and Gold, bright or dull finish. H rubber-impregnated stock. : . 

. i ~ being appointed throughout the 
+ Produce de luxe Product and 4 Makes long-lasting Bumper anny country,. with some 200 “minute 
Package Labels, Seals, H Strips, Truck Signs, Gas a PE sens serving with them, to aseend 
Nameplates, etc. 5 Pump Stickers, many BRILLIANCE? ive “Gebel sulline sleey to 30 te 18 

4 more outdoor uses. r 4 | Newspapers each.” 

i 
. 4 -STIK FLUORESCENT 

KLEEN-STIK LITHO ~~ : of KLEEN-S wan prs nia = John B. Rabiner, advertising di- 
Strong, economical, Me Q o seandeut Geeceneeat enler rector of the Berkshire Evening 
multi-purpose stock, coated > ae ) of gles peebend-gress Eagle, Pittsfield, Mass., was elect- 


ed president of the New England 
NAEA, succeeding Charles G. 
Iwanicki, of the Record-Journal, 
Meriden, Conn. 

Other officers elected were John 
L. Coughlin of the Hartford Cour- 
ant, Hartford, Conn., vp, and 
James Duggan of the Springfield 
Newspapers, secretary. 

Directors elected for two years 
were Carl O. Gustafson, Daily 
News, Newport, R. I.; Carlton C. 
Buckman of the Sentinel, Keene, 
N. H., and George W. Farrell of the 
Herald, Rutland, Vt. 

Directors holding over for one 
year: Carl Croce of the Sentinel, 
Waterville, Me.; Thomas Gould of 
the Post Telegram, Bridgeport, 
Conn., and Charles H. Miller of the 
News, Milford, Mass. # 


on one side. Ideal for 
Product and Package 
Labels, Shelf Strips, 
Ad Reprints, etc, 


' pearance or performance require- 


convenience. Five vivid 
colors for eye-catching 
Price Stickers, Warning 
Labels, Window 
Streamers, etc. 


Every pressure-sensitive job you 
print poses a different set of ap- 


ments. To make sure you get the 
quality and characteristics you 
need, specify KLEEN-STIK pre- 
coated adhesive stocks. All are 
ideally suited to letterpress or off- 
set printing . . . easy to handle... 
backed with just the right adhesive 
for removable or long-sticking ap- 
plication. 


KLEEN-STIK KROMEKOTE 


This high-gloss stock 
(product of Champion 
Paper and Fibre Co.) 
comes in three weights... 
turns out attractive 
multi-color Labels, Dealer 
Signs, Plaques, and others. 


KLEEN-STIK COATED TAG 


A tough, opaque stock 
that makes excellent Die- 
Cut Plaques, Oil-Change 
Stickers, Dealer Signs, 
Back-Bar Signs, etc. 


AVAILABE in standard 
sheets and rolls, or custom- 
sized to fit your individual job. 


Colle & McVoy Adds Two 

Colle & McVoy, Minneapolis, has 
added two to its copy staff. Bette 
M. Jones, formerly with the Min- 
nesota Centennial Commission, has 
been named a tv writer. Dean 
Knudson, previously ad manager 
of Clay Equipment Co., a Colle & 
McVoy account, has been named 
farm copywriter. 


KLE EN-STIK PRODUCTS,INC. 


7300 WEST WILSON AVENUE e CHICAGO 31, ILLINOIS 


Pioneers in Pressure-Sensitives to the Trade 
NEWARK + LOS ANGELES AND TORONTO, CANADA 


Sensitive Stocks for Every 
| Advertising and Labeling Need! 
| Write for prices, samples, 

and full information today! 


PLANTS IN: CHICAGO «+ 
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New York is a terrace 
on the river. New 
York is a suburb on 
the Sound. New York 
is 5 million families 
growing, needing, 
wanting, buying. 
@ New York is The New 


~ York Times. New 


Yorkers live by it. 


‘It serves them with 


‘the most news. It 
sells them with the 


most advertising. 
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Trade Magazines Adds Two 
John C. Benette and Louis E. 
Ruffolo have been appointed re- 
gional sales managers of American 
Trade Magazines Inc., Chicago, 
publisher of American Drycleaner 
and American Laundry Digest. Mr. 
Benette was formerly a space rep- 


| resentative for What’s New in;nical writer with Emerson Radio 
‘Home Economics and Chicago|& Phonograph Corp., has joined 
Journal of Commerce. Mr. Ruffolo| Avon Publications Inc., New| 
previously represented Institutions| York, as director of advertising 
Magazine in midwestern states. |and promotion, succeeding Irwin | 

| Silber, who becomes director of 
Katz Joins Avon as Ad Chief |advertising for Folkway Records | 
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Samuel Katz, formerly a tech-| & Service Corp. 
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COLORED PAPER 


MAKES THE DIFFERENCE! | 


| 


There can be little question as to which of the above 
treatments of a folder has the greater sales value. BOTH 
are printed in brown ink, but certainly the piece on the 
right is more eye-arresting, more attention-getting. 
COLORED PAPER MAKES THE DIFFERENCE! 

When the Beech Aircraft Corporation planned this 
specification folder, someone used imagination and 
designated brown ink on canary-colored stock. Thus, an 
attractive, “two-color” piece was created with only 


THE BECKETT PAPER COMPANY 


HAMILTON, OHIO 


Makers also of the world’s whitest 


TWIN BONANZA 


one-color printing. And the added cost was small—for 
colored inks cost little more than black inks, colored 
papers cost little more than white papers of equal quality. 

Colorful Beckett papers provide tasteful back- 
grounds for printed productions. Get an extra color free 
by using a Beckett colored paper on your next one-color 
job. A wide range of beautiful colors is available in nine 
popular Beckett grades. 

Free swatches on request. 


papers — 


Beckett Hi-White and Beckett Brilliant Opaque 


ieee tt ea 


= 


Advertising Age, October 13, 1958 


he’s got my jacket!” 


WERE WORKIED 


VERSATILE—A hunt by Andy Paquette, art vp, and Joe Robinson, pro- 
ean | duction manager, Silton Bros., Callaway, Boston, for models who 
Se, | looked like boys’ wear buyers rather than models turned up a couple 


by the names of Andy Paquette 

and Joe Robinson. The admen 

appear in this William Barry ad 
in Boys’ Outfitter in October. 


Jones Rips Salesmen 
for Failing to Sell 
Field to Young Men 


Los ANGELES, Oct. 7—The sell- 
ing field has failed to sell young 
men on the merits of becoming a 
salesman, Ernest A. Jones, presi- 
dent of MacManus, John & Adams, 
charged here last week. 

“Youngsters prefer the plush- 
lined rut—forgetting that a rut 
grown deep enough becomes a 
grave,” Mr. Jones said before the 
Los Angeles Executives Club. 

“Surveys based on the expressed 
career preferences of college men 
shows that salesmanship is at the 
bottom of every list—and on some 
lists does not appear at all,” he 
said. 

“Certainly this strange attitude 
toward a basic American art— 
salesmanship—may be traced in 
part to the introverted security 
worship which has been growing 
stronger over the past 25 years. 


= “Not for them the glorious gam- 
ble, the heady excitement of sell- 
ing, the satisfaction of helping 
others to enrich their lives, of 
keeping the wheels of our country 
turning. Not for them the great 
responsibility and the great re- 
wards.” 

Mr. Jones charged that sales- 
men have failed to sell salesman- 
ship—“to sell ourselves and our 
profession with just a small part 
of the dedication we devote to 
the products of others. 

“How can we blame the young 
people for ignoring the rewards 
and responsibilities of selling?’ 
Mr. Jones asked, “when so few 
are made to realize that without 
salesmanship, without aggressive 
and continuous selling of Ameri- 
can goods and American ideals, 
this country as we know it would 
cease to exist within a few 
years.” # 


‘Tratfic World’ Adds Office 

C. David Clark has been ap- 
pointed southern advertising man- 
ager of Traffic World, and will be 
in charge of a new business office 
at 1430 West Peachtree St., Atlan- 
ta. The new office will serve a ter- 
ritory including all the states south 
of the Ohio River and Washington, 
D. C., and west to the Mississippi 
River. Mr. Clark was advertising 
manager of the Sears, Roebuck & 
Co. branch at Lexington, Ky., be- 
fore joining Traffic World. 


Levin to Davis-Daniels 

Donald M. Levin has been named 
an account executive of Davis- 
Daniels, Detroit, and will also con- 
duct motivational research studies. 
He formerly was a_ psychiatric 
social worker in the U.S. Army. 
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Some man’s-eye views of 


womanpower 


TE a commotion it’s caused! We'd no sooner named the 
wonderful feminine force that influences nearly every area of modern life, 
and given our definitions of it, than men from all over started jotting / 


down definitions of their own. Here are some of our favorites: 


o-oo ee a = 


af \ 


“Womanpower is what every 
manufacturer would like to get 


behind his product.” 


/ 
| 
| 
! 
| 
) 


“Womanpower is when we both go on a diet 


and she loses 5 pounds while I lose 0 pounds.” 


ee ee eee eee ee 


p 


“Womanpower is 
the only thing that 
can fix a breakfast 
so that eggs, bacon, 
coffee and toast all 
arrive hot at the 
same time, even 
though it’s impos- 
stble because I’ve 


“Womanpower is. 
Even in a chemise.” 
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__ ined te” a “Womanpower is what I miss when I’m alone’ ,-7-— eo ee ee 
in Cleveland and end up at a movie by myself.” , Is ee * 
em ee we ws ee ee me ee es eas ” | * i 
: a 
““‘Womanpower is | | 
why we have a freez- “‘Womanpower is intuition. y 
er,a washer,adryer, When her psychic bids don’t id , 
a dishwasher, a vac- work,she admits she had ahunch ' t 
uum cleaner, a floor- they wouldn't.” ) “Womanpower is | 
waxer, a mixer—all "1 | the mysterious ! 
of which run on > @) | force that gets the 
womanpower.” | suitI plan to wear oan 
Y 9 1 cleaned and eo 
t : pressed beforel " 
<J \ plan to wear it.” j 
H * Ph din ee dis ee ean dow <n: as ee 
ave any definitions of your own? 
We do. To us, womanpower is the power that has made ° 
Ladies’ Home Journal the world’s largest and best-loved Never underesti mate 
magazine for women. It’s the power of Journal editing... the power of 4 woman! 


and of the Journal’s 5,750,000* women readers. It’s the power 


that makes women respond to ideas in the Journal Lodies’ 
enthusiastically—and quickly! Home 
To get this Journalpower, advertisers invest more money in 


Ladies’ Home Journal than in any other women’s magazine. Penal Geol eaiines 


No. 1 magazine for women 


*Pub. Est., Sept. 


a OER ee ah eens emt : : Vo. a 3 - 3 . . Z : ; “ Z 
ae ca oky : : . af : é 
Nabe eh ig ‘ : . “ » 
> 
; 
| ee 
ho: 
the 
‘ oS 
et 
igre 
a 
ize, 
hy As 
‘ : 
eo 
oes 
as 
ee 
uk 
= 
a 
s 
ae 
‘ ve 
4 ; 
| Pe 
f aoe 
sit 
4 es 
\ au 
; tie, 
- an 
D 4 ae 
3 
5 } —— ‘ee 
v.) ¥ 
‘ Sake 
iw. —_—e = alee 
ras Ee 
a 
an 
S ~~ = eile die died — — ae 
S F a 5 _—_—— — ~ se 
oe \ Me 
VaR, 
maa: 1 
' 
. (2 ] 
~~ 
t és 
SO Og \ aca 
dg 
Wnt 
Sez 
= - : 
i we 
e Sas, 
iy en 
x 
a 
Pots 
j a3 
oS 
wat ons: 
b es 
: Pipe 
a 
or 
Pe 
K ages 
sie gery 
eo me a? 
Sie 
' mee 
i, mee 
3 , ‘ 
¥ a 
cae 
. hia 
Boze 
e ie 
a F 
v bc 
‘ oe 
’ ¢ eee 
. 
. 
/ Po i) 
ca 
: Pe 
Pg 
i. ei 
ase rn - j ‘ ee 
rate Sood aa s ° : . : - * ; pete - ae ; . “ eee 
- 7 See we SO ge MG ae 8 ee a is : Lies sar ait Alaa ee os Ee ce Ua RCE 5 ars A ea wee agi e rare Myre ST Tp eRe Morar Mgt nS [AER ey SNS ne a eR Ne Rye Ober ny Meee ame 1s 
LE ets MA aa Se NEE eae Rae RI, SEQ Gy ee Gee PME ENG. eee AMS Sag” NAM RTE ig ce EO oe Gy RMRCl AEC Ce (trace cada, Mee Gr OA ae ieee 
ee 22 Be eee de Sh ME ie ge See AA a i) Ba WR cmon PL” Leth nal, ar ogee DT Nas Sl a NR al Se fee NTE "EOE es atresia Fey Saye MOE eee oF Cane See are See Ve ee a A 
RR pec OE et enon ae ee Ue rn Daten tptes bake tg Wh cela a ay 


116 


Marine Institute Award to Bank | 


The First National City Bank of 
New York has been presented the 
Atlas Award for an ad appearing 
in the April, 1957, issue of For- 
tune, headed “New Sea Titans 
Strengthen Industry’s Lifelines.” 
Awarded by the American Mer- 
chant Marine Institute, the kudos 
is for a top ad boosting the mari- 
time industry. Batten, Barton, 
Durstine & Osborn is the agency. 


McMahon Joins Pear Bureau 

M. L. (Les) McMahon, fermerly 
sales promotion manager ef Cala- 
vo Growers of California, has been 
named merchandising director of 
the Oregon-Washington-Californi nia | 
Pear Bureau, Portland, a new po- | 
sition. Mr. McMahon will have na- | 
tional direction of the bureau’s | 
field representatives, supervising | 
the merchandising program for 
the marketing of winter pears. 


ges its na 


MATERIAL HANDLING: 
Engineering 


AN INDUSTRIAL PUBLISHING CORPORATION ; 
812 HURON ROAD ® CLEVELAND 15, OHIO 


WLW-T 
Television 
Cincinnati 


Network Affiliations: NBC; ABC; MBS © Sales Offices: New York, Cincinnati, Chicago, Cleveland ¢ Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas 


“WLW TV- Radio Stations offer 
advertisers that golden giow of 
success in time well-spent.”’ 


“Yes, the WLW TV- Radio Stations 
know how to help push products from on-the-air Le 
to point-of-sale all over the area.” 4= € 


wWwiw-bD 
Television 


Cayton 


WLw-c 
Television. 
Columbus 


seeee 


Advertising Age, October 13, 1958 


Consumers React to Bonnie Cat Food a 


Offer; Grocers, Too,OnlyMoreSo = “ei 


(Continued from Page 2) Distribution in Los Angeles, San 
for use in Boston and Philadelphia, | Francisco, Sacramento and Port-| 
‘where distribution is rapidly land, Mr. Lynn pointed out, al-| 
reaching the 60% level.” |ready has reached 50% to 60%. 

Pet owners in Seattle, Tacoma, | 
Yakima and Eugene were then ap- | |s In New York, where the Daily | 
proached with the editorial-style | News campaign was backed with | 
ads, containing a consumer coupon | saturation spots on WABC-TV, the) 
worth 25¢ to purchasers mailing | two separate 1,000-line ads ran in| 
the coupon plus a Bonnie tuna la- the food section. 
bel and a competitor’s label. Relative consumer response to| 

“The phenomenal success in New | both coupon offers was significant, 
York,” Mr. Lynn told Apvertistinc| Mr. Wyman pointed out, in that 


| AcE, “is now being repeated in Se- | one ad was long on “cute” art and | 2=23=S55F552- os 
|attle, where more than 50% of all| short on copy, while the other was | ==*-="=2s=""" ———— 
the outlets were landed in just long on copy, with no art. {_segecee pete termneeer nme 
four weeks. Distribution has now In contrast to the “challenge” BONNIE TUNA..."ALMOST LIKE PEOPLE FOOD” 


reached 85%. ad, the “cute” one took a different | 
“The results also have been| approach, with a cat shown lean- 

amazing in the other Pacific North- | ing against a bottle of milk. 

west cities,” Mr. Lynn continued.| A coupon in the ad was worth 

“Tacoma distribution is 85%; Eu- | 25¢—approximately the price of a 


YOU BRING THE CAT—Bonnie All- 
Tuna cat food will buy the milk if 
the cat owner buys the cat food. 


company with two Bonnie tuna la- 


eee 


gene 90%, and Yakima 80%.” | quart of milk—when mailed to the | or 


| “The coupon pull in New York,” 
|Mr. Wyman explained, “favored 
the milk ad 56% to 44%. But the 
|challenge ad made a special hit 
' with the grocers. 

“To the grocers,” he continued, 

“it was something fresh and ap- 
| pealing. But to Mr. Lynn, and to us 
at the agency, it was almost a phil- 
'osophy that hard-hitting merchan- 
dising of very creative advertising 
is the best way to move a new 
product. 

“This advertising, we believe, 
must not only attract attention and 
sell. It also must be merchandised 
|in such a way as to make grocers 
'and brokers happy also.” 


} 


le The 39-year-old Bonnie Dog 
| Food Co. president believes that 
“pet food companies, just like pets, 
‘need plenty of exercise to keep 
healthy and happy. 

“The kind of exercise I refer to,” 
| Mr. Lynn explained, “is of the un- 
| tethered variety. Holding a leash 
lon a pet food company and pre- 
venting it from exerting itself 
|when opportunities for growth 
| arise, is contrary to our brand of 
thinking.”’ 

Some 12 years ago Mr. 
|most put himself 


Lynn al- 
into the dog- 
house with his family by selling 
their home to raise capital to pur- 
chase Bonnie Dog Food Co. The 
company was then inactive because 
| of restrictions on can production. 

The first year of operation under 
his management produced sales of 
approximately $200,000 and a small 
profit. The company’s product line 
consisted of one product, Bonnie 
| dog and cat food, and at that time, 
|/Bonnie had distribution only in 
Northern California. 


‘And one reason is the 
splendid service and cooperation 
of the famous Crosley Group.” 


® Today “thanks to advertising 
| that gets away from the small-boy- 
|and-his-pet approach,” as Mr. 
Lynn put it, gross sales have soared 
to more than $3,000,000, he recoun- 
ted. And, he said, Bonnie now has 
five major products (Bonnie dog 
and cat food, Bonnie Tuna, Dog-E- 
Stu, Old English dog food and Sas- 
sy cat food) as well as national dis- 
tribution. = 


Williams Co. Incorporates, 
Adds Bob Howat, Andreani 

William R. Williams Co., Chicago 
agency, has incorporated and ex- 
|}panded. The incorporation was 
made because of the addition of 
| several new accounts, according 
| to W. R. Williams, president of the 
| agency. The agency has added five 
accounts, bringing its total to 12, 
he said. 

Robert W. Howat, formerly with 
U. S. Advertising Corp. and Mac- 
Farland, Aveyard & Co., both Chi- 
| cago, has been named vp and crea- 
'tive director of the Williams 
agency. G. Doering Andreani has 
been appointed an account execu- 
| tive. 


“Such service is Premium quality... 
real Premium quality!’ 


Re 


Television 
Indianapoks 


Crosley Broadcasting Corporation, a division of MWCO 
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First Fashion Pictures From Paris 


y 


By ArrTie CAMPBELL 

PICTURES of new Paris fashions, shown today for the first 
time in America, reveal the dramatic changes in fashion's future. 

These photographs were taken in Paris exclusively for The 
Bulletin by French photographer Jacques Rouchon. Check the 
points of news they illustrate-—news headlined less than a mohth 
ago from the French capital and already affecting American fash- 
jons as designers and manufacturers here prepare to adapt these 
creations in clothes Philadelphia shops will be showing in weeks 
to come. 

Note the audaciously short skirts and the space-age “newness” 
expressed in their look! See the “Trapeze Line” which made Yves 
St. Laurent, successor to the late Dior, the sensation of Paris! 

These and other points illustrated mark this season as the be- 
ginning of a new fashion era! 


The Evening Bulletin 


Women loday 


FASHIONS @ FOOD © CLUBS @ CHILDREN » HOME @ GARDENS 


Variety is a reason w 


in Philadelphia nearly everybody reads The Bulletin 


For the latest in fashions, food, clubs, home, gardens 
and scores of other subjects, women in Greater Phila- 
delphia depend on The Evening and Sunday Bulletin. 


In fact, here is a newspaper tailored to meet the 
diversified interests of all members of the Philadelphia 
family. They find in The Bulletin a great variety of 
news of their community and their world. 


It is the family appeal of The Bulletin that helps 
make it such an effective advertising medium. It de- 
livers sales messages which are read in the home, 


where most of the decisions to buy are made. Phila- 
delphians like The Bulletin. They read it, respect it 
and respond to the advertising in it. 


The Bulletin goes home . . . delivers more copies to 
Greater Philadelphia families every seven days than 
any other newspaper. 


Advertising Offices: Philadelphia * New York * Chicago 
Representatives: Sawyer Ferguson Walker Company, Detroit 
Atlanta + Los Angeles + San Francisco 

Florida Resorts: The Leonard Company, Miami Beach 


The Bulletin publishes the largest amount of R. O. P. 
color advertising in Philadelphia—Evening and Sunday! 


YVES ST. LAURENT OF DIOR shows the “Trapeze” with fairy-like quality for eve- 


ning. Biliowy white nyloa net is star-dusted with jewels from 


most to edge of knee-length skirt. To be adapted by Nanty Gowns for The Blum Store. 


neckline al- 


YVES ST. LAURENT OF DIOR shows a split-level version of the * Trapeze * with 
brief over-hang jacket wp and skirt flacing with wide box pleats. Slightly longer 
than knee-length. To be adapted by Hannah Troy for Nan Duskia. 


GUY LAROCHE ts no 


pinchin, 
adapte 


in the front, freeing the back. To 
by Seymour Fox for Bonwit Teller. 
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Now ‘Florida Illustrated’ 
Florida Opportunity Journal, | 


Coral Gables, a magazine which 
has been published in Florida for 


Ptizer Runs Coupon Offer 
Charles Pfizer & Co. will offer a 

coupon worth a one-quarter pound 

jar of Terramycin egg formula (for 


9147 


Advertising Age, October 13, 1958 


'NBC Sets Gobel Stereocast 

| NBC-TV, New York, will broad- 
cast the “George Gobel Show” in 
stereophonic sound Oct. 21, using 


the combined facilities of its radio 
| and tv stations in 107 cities. In ad- 
| dition, 40 stations will carry the 
| program on tv only and 80 radio 
| stations will carry am only. Radio 
|Corp. of America is the Gobel 


fowl) in the November issue of | 
Farm Journal. Retail value of the 
free jar, given with the purchase of 
a jar, is $4.38. Leo Burnett Co. is 
the agency. | 


PROOF—A Wyler 
watch is swept 
through water, 
lifted to a height, 
then dropped in- 


the past nine years, has changed drops a day prove it! 
its name to Florida Illustrated. The 
magazine also has converted from 
offset to letterpress, with the ex- 


ception of the cover. 


to the water sponsor; Kenyon & Eckhardt is the 
again via a wa- | RCA agency. 
terwheel in this 
SPREADING THE NEWS demonstra- Drive Set for Acne Stick 
z a ee The Pages in Life and Look, teen 
isplay was cre- magazines plus newspapers and 
i SINCE 1922 ated by Robert spot radio in major markets will 
- | Kayton Associ- be used by Dunbar division, Chem- 
| ates, New York, way Corp., to introduce Sentor 
for Wyler Watch acne stick. “New medicated acne 
Corp. |stick nips pimples in the ‘bud’” 
|is the copy theme for the drive, 
| which opens in November. Doher- 
. ‘ty, Clifford, Steers & Shenfield, 
* 
Videodex Network TV _New York, is the agency. 
Sept. 2-8, 1958 Rhodes Joins ‘Mercury-News’ 
Copyright by Videodezx Inc. Raymond H. Rhodes, for many 
Rank Program (%) | years research director of the Mc- 
| 1 Tales of Wells Fargo (American Tobacco, Buick, NBC) ..........:csssssssessssee 32.3| Clatchy newspapers, has joined the 
2 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...........ccccccccccseeseseeseeeees 28.0|San Jose Mercury and News as 
3 a a OT ssasepnchbuesesondsosebeasvacees 27.8| assistant to Joseph B. Ridder, pub- 
4 PRIORI UCN ill. -wcssncenesnsenssonsenonessccsnons 27.7 | lisher. For the past three years, Mr. 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ............ccccccccccccccccceseeseeneee 27.5 Rhodes has been assistant business 
6 —_ Restless Gun (Warner-Lambert, NBC) ..cccccvccccvssssssssesssessesesssssssssssssssssssseseceeee 25.1| manager of the Sacramento Bee. 
7 IT NOUNS CR OD soca ciriicsesercdscnvvsccnccetnrysorcsachocevsccescossonstons 24.6) 
8 Playhouse 90 (Several sponsors, CBS) ..........c.ccescesesesseescscescesesesecoseececcesesseneace 
9 Alfred Hitchcock Presents (Bristol-Myers, CBS) 
10 —_Ed Sullivan Show (Mercury, Kodak, CBS) ....ccssccccssccsscssssssssssssssssssseeneseeee JAMES D. WOOLF 
Program 
Ae Tales of Wells Fargo (American Tobacco, Buick, NBC) ............cccccccccceeseeeeees 11,071 Creative Consultant 
2 Dip. Rereah ire Re a. ceinshespanoneccouons 9,706 to agencies & advertisers 
3 RD PUMIVEIy RIND GRR HID oe scessssssccescedeccscsiancbesecsnscsccsvesconevsscacessee 9,609 
4 Wyatt Earp (General Mills, Procter & Gamble, ABC) ...............cccccccceeseeseee 9,331 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............0ccccccccccesseeeeeeeeees 9,312 IDEAS that make 
REVERE PHOTOENGRAVING CO. 6 Ed Sullivan Show (Mercury, Kodak, CBS) ................cccccscescsseeseseecereeseceerenees 8,442 SALESENSE 
WaAbash 2-8816 7 Cavalcade of Sports (Gillette, NBC) Cdececrescescescecccccessesocsoecescesecosesoccessccece 8,420 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS | 8 Restless Gun (Warner-Lambert, NBC) ..............ccsssesesssssesssesesesesesenesesnsentsenseees 8,298 Address: P. O. Box 573 
| 9 Playhouse 90 (Several sponsors, CBS) ............cccccccsccseseesesseseeseeeneeeenteneesees 8,171 
10 GE Theater (General Electric, CBS) ...s.sccscscssesssssnscccscscsssesssessniseciessecoceeee 8,122 Santa Fe, New Mexico 


| * Homes viewing in cities where program is telecast. 


“I MARRIED 
JOAN” 


co-starring JIM BACKUS 


The ratings are rolling right up to the summit! The 98 
segments of “I Married Joan’, shown daytime or night- 
time, reach the peak of family enjoyment — and they’re 
sky-high in sponsor interest! That’s why these stations 
coast-to-coast have just signed up “I Married Joan”: 


wase.-Ty New York City KABC-TV Los Angeles, Calif. 
WNAC-TY Boston, Mass. wwJ-Ty Detroit, Michigan 
WTEN-TY Albany, N. Y. KFJZ-TV Ft. Worth, Texas 
WMAL-TV Washington, D. C. WRGP-TV Chattanooga, Tenn. 
wiic-Ty ‘Pittsburgh, Pa. KPHO-TV Phoenix, Ariz. 
WNBF-TV Binghamton, N. Y. WKJG-TV Ft. Wayne, Ind. 
WXEX-TV Petersburg, Va. KGMB-TV Honolulu, T. H. 
WBTV Charlotte, N. C. KTNT Seattle, Washington 


Join them and inject some solid fun into your programming! 
Call your Interstate Television representative now! 


Bnterstate 
Welevision 


CORPORATION 


SAN FRANCISCO, CAL., 260 Kearny Street 


CHICAGO, ILL., Allied Artists Pictures Inc., 
1250 S. Wabash Avenue 


TORONTO, CANADA, Sterling Films Ltd., 
King Edward Hotel 


NEW YORK, WN. Y., 445 Park Avenue, 
Murray Hill 8-2545 


DALLAS, TEXAS, 2204-06 Commerce St. 
GREENSBORO, N. C., 3207 Friendly Road 
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Meet a Hamilton, Ontario 


STEELWORKER 


OTTAWA Citizen 


MEDICINE HAT News 


LILLIAN WIECZERZAK is a bona-fide lady steelworker. She’s employed in the 
Tin Mill Division of STELCO’S mighty Hamilton Works. Lillian represents 
82,900 prosperous industrial workers in Metropolitan Hamilton, where 
industry is booming as never before. 


Look at the facts: 


e The Steel Company of Canada, this country’s largest primary steel pro- 
ducer, will this year, complete a new $28 million Bloom Mill, as part of a 
continuing expansion program. 


e The Hamilton Harbour Commission and private industry have jointly 
launched a $20 million harbour expansion program scheduled for com- 
pletion by 1961. 

e The Ontario Hydro Commission is currently undertaking the erection of a 
$250 million Steam Generating Station on the eastern shores of Hamilton 
Harbour. 


e The gigantic new $20 million “Skyway Bridge” is now nearing completion. 


WINNIPEG Tribune 


VANCOUVER Province* 
*Published for Pacific Press itd. 


HAMILTON Spectator 
CALGARY Herald 


NORTH BAY Nugget 
EDMONTON Journal 
TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager 


MONTREAL—The Southam Newspapers, 1070 Bleury St., J.C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England 


UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta 


GO-6664 


e Canada’s first university nuclear research reactor is now being built at a 
cost of $1,900,000 on McMaster University’s campus. 


Industrial expansion proposed in Hamilton is forecast at over $200 
millions . . . with future government and municipal expansion programs 
totalling nearly $100 millions in addition. 

These are just a few of the many good reasons why Metropolitan Hamilton, 
according to latest Sales Management figures, can boast retail sales of 
$317,239,000. 

Metropolitan Hamilton has a population of more than 350,700. To cover 
Hamilton you must use the SPECTATOR. The SPECTATOR sells more 
newspapers than there are homes in this booming metropolitan area. Out of 
more than 100,000 circulation, over 83,000 papers are bought daily in the 
Hamilton City Zone, compared with 82,000 plus families. 


FREE MARKET INFORMATION 
Ask your Southam representative for a free booklet featuring complete, 
up-to-date market information on Hamilton—Canada’s fifth largest city.* 


*D.B.S.— 1956 


roy 


4 IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN 


THE SOUTHAM NEWSPAPERS 
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pP 
Top Brass 
Informed 


Give your enqnagomnent all the facts! 
Keeping up-to-date on what's going 
on is a must in today's fast-moving 
business scene. Our clipping cover. 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
* Publicity + Subject Research 
* Competitive Publicity & Advertising 


Send for Booklet No. 56 
“How Business Uses Clippings” 
BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WAbash 2-8419 


|and how to do it. You, the adver- 


| page brochure is printed on heavy 


Along the Media Path 


A handsome brochure, “Why |id color. The brochure is set in an 
Advertising Gets Action in Modern | oversize, die-cut cover flush at the 
Medicine,” has just been released | bottom; the cover extends 4” at 
by that publication. “93% of Mod-|the top. 
ern Medicine’s editorial content is | 
devoted to helping the doctor im- |e 
prove the health, comfort and 
well-being of his patients,” ac- 
cording to the brochure. “The edi- | 
torial pages talk about what to do 


“Guaranteed authentic Madison 
Ave. tattoos” are being offered as 


Trends. The tattoos are intended 
for “men of action,” who are, the 
promotion piece says, advertisers 
to do itor potential advertisers in BT. 


tiser, talk about what 


| with.” The booklet gives examples | 


e Commercial Car Journal is 
sending around to advertisers, 
agencies and fleet owners a tiny 
replica of its mobile editorial of- 


interest in the maga- 
28- 


of doctors’ 
zine’s coverage. The 9x10%4”, 


stock, decorated with blocks of sol- 


@eeeeeveeeevee eo eevee eveeeeeeeeee eevee ereervreeeeeeeeeeeeeeeeeeeeeeee 


: “What a wonderful souvenir for them to leave us!” 


rere eeeweweeeeeeeeaee 


The naive Trojans would have been wise to take a 
sharper look at their Grecian gift-horse. Today, in tele- 
vision and radio, successful decisions can be made only 
by studying the facts. There is no more complete, accu- 
rate reporter of broadcast advertising facts than BROAD- 
CASTING. More businessmen PAY to get BROADCASTING 
than for the next three publications combined. Knowing 
the latest answers in TV-radio is worth money to them. 
It can be worth many, many times more to you than 
the introductory price of $1.75 for the next 26 issues. 
Send name and address; we'll bill later. 


BROADCASTING 


1735 DeSales Street, N. W., Washington 6, D.C. 


a promotion gimmick by Building | 


|fice. The promotion piece also has 
a practical use. It contains 10 
packages of paper matches. 


e The Saturday Evening Post has 
developed a new visualscope pres- || 
it is showing to}|| 


entation which 
ljauto dealers across the country. 
The presentation aims to explain 
the power and economy of nation- 
al magazine advertising from the 
dealers’ standpoint, according to 
James W. Gavagan, vehicle mar- 
keting manager of the Post. The 
presentation is entitled “The Au- 
tomotive Business and The Satur- 
day Evening Post.” 
the presentation should be directed 
to Mr. Gavagan. 


e Le Droit, Ottawa, will put out 
a special historical edition on Nov. 
8 commemorating the centenary 
of the French press of Ottawa, 
which started with the first issue | 
\of Le Progres in 1858. “We at Le) 
| Droit, the only French daily news- 
| paper in Ontario and western Que- 
| bec (published since 1913), feel) 
that the contribution of the French | 
|press to the development of our 
|Canada should be fittingly cele- 
| brated,” the publisher says. 


e A newspaper supplement that 


tion will be published Oct. 19 by 
the Chicago Tribune. The supple- 


future of aluminum by dramatiz- 
ing the “shiny, lightweight miracle 
metal” at all market levels, ac- 
cording to A. W. Dreier, general 
display advertising manager. 


annual edition of Vogue’s Beauty 
Book. The book carries 109 pages 
|of editorial copy and 28 pages of 
|advertising, will be sold for the 
| first time at department store cos- 
metic counters, Vogue says. Vogue 
increased the print order by 75,000 
over 1957, bringing this year’s print 
order to 275,000. The publication 
sells for $1. 


|e Beginning with the December 
‘issue, Photo Dealer will be pub- 
lished the first of each month rath- 
er than on the 10th as at present. 


e KDAL, Duluth, is sending out 
|its weekly lists of top tunes as a 
die-cut, four-page “Music Guide” 
cut in the form of a 45 rpm record. 
The guides list the top 30 single 


|records and top 15 LPs plus several | 


\“KDAL Klimbers” according to 


e 
: 4 only newspapers that cover the third largest pri- 
o F 
2 : ewsp . mary newspaper market in Virginia. There are 
$ 3 Primary Market is : 462,778 people in this rich Roanoke and West- 
- ° : . central 15-county area of 303 square miles. 
: % a a 
: ch : Nearly Half-Billion-Dollar Market 
. 
= The ONLY newspapers that reach daily this 
. ry ~<—erth . 100% rae og city fabulous, and completely 
* : 100% principal cities market 
.. ¢ Serves 15 counties end towne | PEOPLE, are The Roanoke Times and The 
a ¢ Completely isolated 65% posi, Phan Roanoke World News. Detailed facts on 
“> * Ideal. Test Market wane request. 


| 


THE ROANOKE TIMES and THE 
ROANOKE WORLD NEWS are the 


of nearly ONE-HALF-MILLION 


DANOKE 


National Representatives Be : 
SAWYER — FERGUSON — WALKER CO. 


independent 


TIMES AND 
WORLD-NEWS 


Requests for | 


tells the story of aluminum in ac- | d 


ment will highlight the history and | 


e Vogue has put on sale its second | 


| 


QUICK CHANGE—With 
(October) issue, Aviation Age be- 


its current 


|comes Space/Aeronautics (AA, 
Sept. 15). The issue carries two 
| covers—Aviation Age on top, to be 
| torn off, and this cover next. 

| surveys of record stores. The sur- 
|veys are made each Wednesday 
|morning, KDAL says, and the 
i“Music Guide” is distributed to 
'each store on that afternoon. Each 
music store receives guides im- 
printed with the store name. 


| 


| e The Courier & Press, Evansville, 
|Ind., carried its first locally pro- 
uced processed color ad on Sept. 
28. The page ad showed 12 differ- 
ent shades of stockings. 


e American International Travel, 
a publication devoted exclusively 
to the promotion of travel abroad 
by Americans, bows with the De- 
cember, 1958, issue, out in late No- 
| vember. Publisher is Ernest H. Ab- 


'ernethy Publishing Co., 75 Third 
St., N. W., Atlanta 8. Initial circu- 
lation will be 3,000 minimum. 


@ Department of New Laurels: 


Advertising linage in Hablemos 
during the first nine months of 
1958 increased by almost 7% over 
the corresponding period in 1957, 
the publication reports. 

Screenland and Silver Screen 
report newsstand sellouts for their 
current issues, bringing circulation 
of the two magazines to the highest 
peak in three years, the publisher 
says. The current (October) issue 
of Silver Screen will deliver in ex- 
cess of 400,000 compared to the 
guarantee of 250,000. + 


Tracy-Locke Develops New 
Instant Coffee Dispenser 

Instant Maryland Club and in- 
stant Boscul coffees will be mar- 
|keted soon with a built-in coffee 
| dispenser, which takes the place of 
| the regular jar top. The dispensers 
| went through some three years of 
‘development at Tracy-Locke Co., 
| Houston, which perfected them for 
Duncan Coffee Co., Houston, a cli- 
ent, and maker of Maryland Club 
/and Boscul. 
A turn of the dispenser handle 
/measures out exactly the right 
/amount of instant coffee to make 
a perfect cup of coffee. Newspa- 
|pers, radio and tv in Texas, New 
| Mexico, Oklahoma, Arkansas and 
Louisiana will be used for Mary- 
land Club, and the same media in 
Pennsylvania, New Jersey and Del- 
aware for Boscul. 


Avisco Promotes Coggins 
William E. Coggins has been 
named supervisor of film division 
advertising of American Viscose 
Corp., Philadelphia. Mr. Coggins, 
who previously supervised public- 
ity for company products, person- 
nel and operations, succeeds 
Charles R. Shaffer, who has trans- 
ferred to film division sales. 


Morrison Joins Drey 

Thomas Morrison, formerly sales 
manager of American School & 
University, has joined Walter 
Drey Inc., New York and Chicago, 
mailing list consultant and compi- 
lation engineers, as vp in charge 
of sales development. 
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Dealer-Tested Ideas 
To Help You 


ONE OF THE LONGEST non-repeating advertising campaigns ever run in a trade publication (over 100 consecutive 
weekly advertisements), the widely-quoted “Ford Family of Fine Cars Clearinghouse” series was developed by Ford 


Motor Company and Kenyon & Eckhardt, Inc. 


Why Ford talks to its dealers 
through the pages of Automotive News 


In a unique advertising campaign appearing exclu- 
sively in AUTOMOTIVE NEWS, Ford Motor 
Company keeps its dealers informed on new com- 
pany programs and policies, successful selling meth- 
ods and other items of up-to-the-minute interest. 
Here’s why Ford Motor Company chose AUTOMO- 
TIVE NEWS for this campaign: According to the 
Company's own survey, this “Clearinghouse”’ series 
of ads nets 82 percent readership among its own 
dealers. In addition, 75.7% of competitive dealers 
see the advertisements each week. 

Typical comments by dealers were: “Campaign does 
good job of tying whole company together.” “Al- 
ways interesting,’ “Lets dealers know there are 
many on his team,” “Always learn something of 
value.” 

Little wonder this campaign is now in its third 


ear. 

The editorial content of “The Newspaper of the 

Industry” takes on an importance and urgency only 

current news can command. And, too, there’s an 

earned respect for AUTOMOTIVE NEWS’ authori- 

tative =e that *informed people in the indus- 
on for more than 33 years. 


try have reli 


Prove to your own complete satisfaction how 
AUTOMOTIVE NEWS penetrates the industry it 
serves. If you have a product or service story or 
other news of interest to the automotive industry, 
tell it in AUTOMOTIVE NEWS—the influential 
news source that the fast-moving world of wheels 
stops to read. 

*44,000 paid subscribers, 85% of whom annually 
renew their subscriptions at the regular $8 rate. 
They're offered no premiums, cut-rates or special 
inducements. 


NEW YORK: Edward Kruspak, Howard E. Brad- 
ley, Ray Billingham, Murray Hill 7-6871 
CHICAGO: J. Goldstein, Bill Gallagher, State 
2-6273 

DETROIT: R. L. Webber, William R. Maas, Roy 
Holihan, Woodward 3-0495 

SAN FRANCISCO: Jules E. Thompson, Douglas 
2-8547 : 


LOS ANGELES: Robert E. Clark, Hollywood 
3-4111. 


The most influential publication in the automotive industry. 
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WINSTON-SALEM You Ought toKuow . . KentRhodes Ei . fio 


TOBACCO MARKET The Magazine Publishers Assn.,er accolade for a magazine pro- 
| has a steady hand on the wheel in| duction man? 
SHATTERS ALL RECORDS |its new chairman, Kent Rhodes. 
—OPENING DAY SALES Mr. Rhodes, director of manu-/|#8 It was Kent Rhodes who was! 4 
facturing and distribution for the| primarily responsible for the Di- 7 
OVER MILLION DOLLARS Reader’s Digest, exhibits many tliat postwar gamble on a new 


Best crop in years .. . | the qualities often attributed to the|type press to produce editions 


— rp Fag — | magazine he works for. He is a| overseas—and this is a gamble that 
istory of mar es 6. : 5 , ‘ a eer 
morket soles expected to go way man of simple tastes, with a has paid rich dividends. 


over last year's $27,410,891... | straightforward unassuming man-| Facilities for high-speed print-'! 
big boost in purchasing power . . . | ner. ing of full-color magazines were e 
f cash in now with space in | “I’m afraid you won’t find me) lacking in many countries, and Mr. 3 
t Journal and Sentinel. a very colorful character,” he says. | Rhodes filled the void by ordering 
i ee es ee eee ee ee ee While disclaiming “color,” Mr.|a rotary web offset unit designed | Kent Rhodes 
se |Rhodes nevertheless owns up to|to Digest specifications. | ine 
being a water skier, an accom- | It was a press capable of print- | field—and all of it in the produc- 
plishment he acquired down in| ing in five colors at high speed. It| tion end. 
Nassau. And he also skis in the! represented an investment of $1,-. Prior to working for the Digest, 
|conventional manner—on snow— | 000,000. |he was with Time Inc., where he 
during the winter. The first of these presses was|worked on the pre-publication 


produced for the Digest in 1946.|Plans for Life before becoming 
s He and his wife, who have been| They are now in use in many | Production manager of Fortune in 
married for six years, live with countries—some of them are pro-| 1936. One of his Time Inc. jobs 


CIRCULATION NOW 


’ 
Pub. Statement ending March 31, 1958 


WITHOUT THE _ oo 
their three children—two boys and | duced locally—and the Digest has | during the war was the production 
WI NSTON -_ SA LEM a girl, aged five, four and two—| one installed at the Curtis printing | of maps for the Army air corps. 
2 fee, | in Bedford, N.Y., not far from the! plant for production of its “Con-| Mr. Rhodes, who was born in 
4 | Pleasantville headquarters of the|densed Books.” | Brooklyn, went to Dartmouth and 
j0 U 4 y A L te Digest. was editor and publisher of the 
a Rhodes as “a wonderful guy—jduction problem for the Digest,) magazine. Nelson Rockefeller was 
AND tough-minded but soft-hearted.” this use of offset printing for col-| the editor two years before him. 
His reputation for tough-mind- or magazines made a contribution| Graduating in 1933, in the midst 
edness stems from his brilliant|to the graphic arts field of which|of the depression, he worked a 
14-year performance at the Digest.|Mr. Rhodes is justifiably proud. | summer in banking—his family’s 
His acute sense of publishing eco-|It was one of the major factors in | business—and decided very quick- 
Digest to produce a better product} Through his supervision of pro-| He had an introduction to Perry 
at a lower cost. Is there any great- | duction, Mr. Rhodes has played a|Prentice at Time and he says he 
major role in the Digest’s inter-| knocked on Prentice’s door long 
national expansion. One of his| enough to be hired. + 
first assignments after joining the 
company in 1944 was a trip to| K&E Boosts Hennessy, Norcott, 
'man who is regarded as an expert | york, has been named to head the 
|on the paper and postal problems | agency’s corporate services, and 
e of magazines. He has frequently | alfred A. Norcott, assistant secre- 
| been an MPA spokesman on these tary and assistant treasurer, has 
a es ar e ing eve opmen S | matters. ’ been elected secretary and will 
_ He has strong feelings on the! assist Mr. Hennessy in directing 
Postal question. He believes Wash- | the corporate services departments. 
|vertising and publishing and he Brady, senior vp in charge of cre- 
expects MPA to be active in this ative services, to the executive 
area during his administration. committee and Stephens Dietz, vp 
es : : and promotion director, to the 
/a In addition to his production poard of directors. 
responsibilities, Mr. Rhodes has In Los Angeles, Kenyon & Eck- 


An associate describes Mr.|# Aside from solving a major pro- Dartmouth Pictorial, a_ picture 
JOURNAL, MORNING SENTINEL, EVENING . REP. KELLY-SMITH COMPANY nomics is said to have enabled the | the big postwar switch to offset. | ly that it wasn’t for him. 
- Caleutta with Fred Thompson. | Brady, Dietz: Adds Comita 
In electing Mr. Rhodes to the} Franklin J. Hennessy, financial 
ge Keeps Him Posted Wm Pe | iiss mos Popien tal alts 
| ington has been “punitive” on ad- K&E also has elected Barrett 
been in charge of subscription ful- | pardt has appointed Harvey Com- 


CHARLES W. ZERWECK fillment for the Digest—probably jta research manager. He formerly 
Vice president, advertising the biggest subscription fulfillment’ was with Anderson-McConnell 
task in the business. Advertising. 


Slater Food Service Management To cope with this fulfillment 

Philadelphia, Pa. jjob, Mr. Rhodes had the Digest §ijJerman Leaves TPA After 
|become the first magazine pub- Purchase by Independent TV 
| lisher to install one of the big elec- | : ; 
‘tronic computers. A Univac was, , Michael M. Sillerman has re- 
|moved into the Pleasantville of-|Sigmed as exec vp of Television 
fices last May and by now there | rrr sille of America, New York. 


ile ;,|Mr. Sillerman’s resignation fol- 
“ : esi in charge of advertisin are 250,000 names on magnetic 
As vice p Re adem el _ ; 8 'tape for the machine. Eventually, | lowed close on the heels of the pur- 
for the nation’s leading food service man- all the names on the Digest lists|Chase of the film production and 


agement, I find Advertising Age the best will be on the tape. distribution company by Independ- 


¥ ine! Neale ii ain af tihh ‘ent Television Corp., another tv 
investment 1 ping = Mr. Rhodes says the principal | film company. The combined com- 


latest in marketing developments. task of his administration will be pany will be headed by ITC Pres- 
to sell magazines as a medium so ident Walter Kingsley and will be 
that they will get a greater slice |Called ITC (Independent Televi- 


“Scores of publications come to my desk— 


Take Mr. Zerweck's Suggestion magazines, trade journals, heuse organs, of the advertising dollar. |sion Corp.-Television Programs of 
Look to Ad Age for marketing ideas every newspapers, financial journals. Ad Age gets He points out that this task will America). 
Monday. Keep posted on the latest and top priority. require the cooperation of all pub- | 


most important advertising and selling de- lications. He is pleased that several Barden to Cargill, Wilson 


velopments as they occur. You may have “I am faced with many specialized market- publishers have already begun to | _Elliott H. Barden has joined Car- 
full ‘5 (52 j oe Sor inet $3 ing problems . . . reaching potential clients promote magazines as a whole in- | gill, Wilson & Acree, Richmond, as 
a full year's (52 issues) service for just $3. Pi. 4 ‘ esis agp h stead of selling against competitors.|an account executive. Mr. Barden 
Have Ad Age sent to either your home or in industry, business, sc siertedies* 7 Boe is a former advertising and sales 
office, whichever you prefer. Use the pitals and government services. For ideas to # All of Mr. Rhodes’ working life|promotion manager of John H. 
handy coupon below. reach them effectively, I look to Ad Age.” has been spent in the magazine | Dulany & Sons, food processor. 


a effective with the October 1958 issue 


Advertising Age. a 7 
200 East Illinois ~ th dl 11, Mlinois FLOW, / 


MAIL THIS Here is my order for a year’s (52 issues) service of Advertising ck H : “ ss . ae ¢ its 
Age. Anytime I am not satisfied, my money will be refunded. changes its name to 


corona : MATERIAL HANDLING. 
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SUBSCRIPTION Engineering 


(2 Home or 
AN INDUSTRIAL PUBLISHING CORPORATION 


© Business Add 
City. Zone__State 
2 HURON ROAD © CLEVELAND 15, OHIO 


(1) $3 enclosed C2 Bill firm 0 Bill me 
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THAT THE TRIB 


MORE PROOF 


GETS TO THE TOP BRASS... | 


The new Herald Tribune Home Study on Long Island shows over ten 
percent of TRIB families are in the $15,000-plus bracket . . . 63°/, exceed 
$7,000 ... and that one half of Herald Tribune male readers are college 
trained and owners of stocks and bonds other than government issues. 


NEW YORK 

It is these quality readers who buy quantity... people with more wants... ° 

more able to buy high ticket, high profit items. Result?...the TRIB He rald Trib une 
delivers more customers per advertising dollar! Get all the details... TODAY'S WITAL NEWSPAPER! 


get the cream of the New York market... get in the TRIB! 230 West 41st Street, New York 36, N. Y. 


e A European Edition of the Herald Tribune is published daily in Paris 
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AFA Names Bobb Chaney: 
Elects Two Members 

Bobb Chaney, vp, Batten, Barton, 
Durstine & Osborn and general 
manager of the agency’s Minneap- 
olis office, has been named nation- 


al program chairman of the Adver- | 


tising Federation of America’s 55th 
annual convention, to be held in 
Minneapolis June 7-10. 

Douglas Leigh Inc., New York, 
and Standish-Johnson Co., Provi- 
dence, both outdoor advertising 
companies, have been elected to 
membership in the AFA. 


Stone-Cooper Formed 

Charles T. Stone and Stuart R. 
Cooper, formerly account group 
supervisors of the David J. Men- 
delsohn agency, have formed 
Stone-Cooper Inc., with offices at 
635 Madison Ave., New York. Ac- 
counts include Max Udell Sons Co. 
(Gramercy Park clothes), Marl- 
boro Shirt Co., Davis & Catterall, 
Samuel Kaplan & Sons and Put- 
nam Mills, all formerly with Men- 
delsohn, plus 
and Marty Walker, men’s specialty 
store. 


National Catholic Family Magazine 


A million readers 
who spend a billion 
dollars each year. 


DECEMBER ISSUE CLOSING OCT. 20 
Orders and Sample Copy request to 
ANGELA M. CRAWLEY & STAFF 
National Advertising Representative 

28 E. Jackson Bivd., Chicago 4 

Telephone: HArrison 7-7176 


StAthony 


MESSENGER 


‘Urge to Give,’ Not 
‘Duty,’ Is Motif of 
Capital Fund Push 


WASHINGTON, Oct. 7—Advertis- 
ing people in the nation’s capi- 
tal have been mobilized for a 
United Givers Fund effort during 
October which is expected to re- 
sult in the “greatest single adver- 
tising and promotion program 
ever concentrated in a_ single 
month in the city’s history.” 

United Givers Fund is buying 
space in all three Washington 


|daily newspapers for a series of 


eight page ads prepared by Henry 
J. Kaufman & Associates, task 
force agency assigned to the ac- 
count. In addition, other advertis- 
ers and agencies are scheduling 
support so that there will be at 
least an ad a day in each newspa- 
per, plus hundreds of radio-tv an- 


j/nouncements and intensive sup- 


port in other merchandising and 


jadvertising media. 
Vanguard Realty 


| The ads submitted by the Kauf- 


man agency were previewed at a 
luncheon of the Advertising Club 
of Washington. The ads seek to 


|shift the public’s response from 
“duty” to an affirmative “urge to} 


give.” They are expected to pro- 
vide special inspiration to the 45,- 
000 campaign workers. 

Where sample material from 
United Givers Fund national 
headquarters pictures an appeal- 
ing young polio victim and uses 
the headline “Lend her your 
arm,” the revised version submit- 
ted by the Kaufman agency says: 
“Can You Fit Her With Braces?”. 
It continues: “Even if she stood 
before you, what could you really 


Karl 


Kau Knipe, Vice-President of Anderson & Cairns, 
has been account executive on Masland Carpets 
for 11 of the 26 years we’ve had the account. Karl’s 
advertising experience has touched all the bases 
--.a big department store; a famous national 
magazine; a coast-to-coast radio network; the 
Paris office of a big U. S. advertising agency, where 
all but the boss—Mr. Knipe—spoke French like 
natives, which indeed they were. Karl Knipe 
doesn’t claim infallibility, even in his specialty— 
the field of home furnishings. Could be he’d find 
your advertising and merchandising problems 
tough nuts to crack. But one thing’s certain—he’d 
know just where to begin, directing his experience 
and resourcefulness toward one creative goal: 
“The Quality Image... That Sells!” If you’d 
like to know more about Karl and the rest of us 
at Anderson & Cairns, and what we can do for 
your advertising, call Jack Cairns. The number 
is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 


130 East 59th Street New York 22,N.Y. 


HONORED—Henry J. Kaufman (right), managing director of Henry 

J. Kaufman & Associates, Washington, receives a citation from John 
| TT. Barnett, general manager of the 1958 United Givers Fund cam- 
| paign. Mr. Kaufman received the citation for his agency’s role in 
creating newspaper advertising for the drive. 


is a way. You can give her these 


the hands, minds and hearts of| 
Givers Fund agencies. These peo- 
ple know how to serve... but they 
need you to help them.” Each ad 
pictures “‘the pledge card that turns 
your love into help.” 


® The adclub was told that the 
fund arranged to buy newspaper 
space for its ads so that it could 


What advice would you 


verge of a break-up ? 

| 

Sep pens they comida | afford 6 privere 

as sage commenter ead came te you for edewe 
BC oaida sy 


HELPER—This is one of the ads cre- 

ated by Henry J. Kaufman & As- 

sociates for the Washington fund 
campaign. 


control their scheduling. Newspa- 
pers cooperated by giving the 
charity rate. 

The ads were prepared by a 
group at the Kaufman agency un- 
der Fred Pelzman, account execu- 
tive, with Harry London as copy 
chief, and Gene Hoover as art di- 
rector. 

Total mobilization of advertis- 
ing support for the campaign has 
been handled by a committee for 
publicity and public relations un- 
der the chairmanship of Donald 
Bernard of the Washington Post 
& Times Herald. Advertising co- 
ordinator is Jack Bartlett, of the 
Potomac Electric Power Co. 

The saturation effort involves 
four major groupings—press, dis- 
play, television and radio, each 
under a volunteer committee. # 


Joseph McCourt Joins Block 


Joseph C. McCourt, formerly 
with Alfred Politz Research, has 


| 


| 


do?” Then it explains, “There| NBC.TV Film Unit 
skills, knowledge and attitude by| Sells Shows to All 
people who staff over 100 United| Seven N.Y. Stations 


New York, Oct. 8—California 
National Productions has hit the 
jackpot in the New York market. 
The tv film distribution subsidiary 
of NBC now has sold programs to 
all seven of the city’s stations. 

Its best customer is WPLX, which 
airs the following California Na- 
tional films—‘“Victory at Sea,” 
“Charter Boat,” “Inner Sanctum,” 
“Badge 714,” ‘“‘Captured”’ and 
“Flight.” The last, a new aviation 


cigarets. Midway in the list is the 
NBC-owned station, WRCA-TV, 
which has two CNP shows on its 
schedule. 

The start of the new “Flight” 
film gives this syndicator 10 hours 
of on-the-air-time weekly in this 
market, with a total of 14 shows 
appearing in the listings. + 


Rowley Group Names Mathews 

The Rowley publications group, 
which includes the Ashtabula Star- 
Beacon, Painesville Telegraph, Ge- 
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Schenley Sets 
Holiday Ads for 


‘Elegance Division 


New York, Oct. 8—Schenley 
Distillers Co. will break holiday 
advertising late this month for its 
Brands of Elegance division, which 
jmarkets whiskies, gin, vodka, 
|rum, brandy and cordials. 
| The campaign will be spear- 
| headed, Edgar Guttenberg, adver- 
tising director, said, by full-page 
insertions for Schenley Reserve 
whisky in 400 daily newspapers 
and full-color pages in about eight 
|or ten national magazines. After 
Thanksgiving, major emphasis will 
| be given to the brand’s new Heir- 
loom Holiday gift decanter. 

Champion bourbon by Schenley, 
now marketed in both bottled-in- 
| bond and lighter 86-proof, will use 
localized copy in dailies in all ma- 
jor bourbon markets. 


s Samovar vodka will be promot- 
ed as “the diamond-clear vodka” 
with a series of photographic il- 
|lustrations of famous diamonds in 
‘newspapers in 200 cities and in 
| Cosmopolitan, Cue, Holiday and 
|The New Yorker. 

Schenley Smooth American gin, 
| recently introduced as “the gin you 
sip,” will use several hundred 
dailies as well as magazines. 

Additional advertising programs 
for Sir John Schenley whisky, 
|\Schenley Rum of Elegance, and 
vodka by Schenley are now being 
prepared and will break early in 
| November. 
| All brands mentioned are han- 


give a man and wife on the series, is sponsored by Pall Mall| dled by Batten, Barton, Durstine & 


[vaoern, except Samovar vodka, 
which is handled by Norman, 
Craig & Kummel, = 


| Six Agency Chiefs Launch 
|\CFAC Copywriting Clinic 


Six agency heads will launch the 
Copywriting Clinic of the Chicago 
| Federated Advertising Club’s fall 
| workshop at 6:15 p.m. Monday, 
Oct. 13, in the auditorium of Lyon- 
Healy. The six presidents, who will 
discuss “What I want from a copy- 
writer besides copy—and what 


neva Free Press, Conneaut News| would make me want to promote 
Herald, Geauga Times Leader and | him,” are: Gordon Best, Gordon 


the Mentor Monitor, all in north-| Best Co.; George H. Hartman 


| eastern Ohio, has appointed Julius|George H. Hartman Co.; Earle 


New | 


Mathews Special Agency, |Ludgin, Earle Ludgin & Co.; Don- 


York, national newspaper repre-| ajq Nathanson, North Advertising; 
sentative, succeeding John W. Cul- Faward H. Weiss, Edward H. 
len Co. Weiss & Co., and Martin Zitz, Hen- 
|ri, Hurst & McDonald. 
Ehrlich Named Research Head The five following sessions will 
Mass Marketing Research, New feature Chicago admen and ad- 
York, has appointed Gerald R.|women including Jack Baxter, 
Ehrlich director of research plan-| Draper Daniels, Virginia Wright, 
ning and coordination. He former- Ken Snyder, Frank Newton, John 
ly was with the Center for Re-!Vollbrecht, Bob Bullen, Tom 
search iri Marketing. | Whitehead and Art Tatham. 


FORUM 


the new force in building 


REASON: HAS THE BIGGEST 
ARCHITECTURAL CIRCULATION GROWTH 


joined Block Drug Co., Jersey City, 
as market research manager. 


| Architectural Forum/the magazine of building/published by TIME INC. 
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Weseloh Riordan 


Telford Mrs. Telford Brown Adair 
NAB IN CALIFORNIA—Amorg those at the San Francisco meeting of Region 8, National 
Assn. of Broadcasters, were William Weseloh, A. C. Nielsen Co., Menlo Park, Cal.; 
Frank Riordan, KPTV, Portland; Don Telford, KIEM-TV, Eureka, Cal.; Mrs. Telford; 


LaRue Chenault Ingram 

Richard Brown, KPOJ, Portland; Fred Adair, Headley-Reed, San Francisco: Knox 
LaRue, KSTN, Stockton; L. E. Chenault, KYNO, Fresno, and James Ingram, also of 
Headley-Reed. The meeting was held at the Mark Hopkins Hotel. 


Nets Need Distatt 
Programming Execs, | 
Booraem Tells AWRT 


New York, Oct. 7—Television 
programming, 75% of which is di-| 
rected toward women, might well | 
profit from hiring some “sound 
professional program women with. 
a knowledge of entertainment val- 
ues and a real feeling for show 
business.” 

These were among the pleasant | 
words the New York City chap- 
ter of the American Women in 
Radio & Television heard here last 
week from Hendrik Booraem Jr., 
vp and director of radio and tv at 
Ogilvy, Benson & Mather. 

“Because of the nature of the 
products advertised on television 
programs generally, there is con- 
tinual effort on the part of tv 
program moguls to increase the 
percentage of women,” Mr. Boo- 
raem said. 

“But the extraordinary thing 
about it is that almost no ofe in 
television ever asks women how 
to do it. You ladies are very sel- 
dom consulted—at least in my ex- 
perience—about the attraction to 
the female sex of any particular | 
program. There is not among the} 
three television networks a single 
woman in a position to make major 
policy decisions about program- 
ming that appears on those net-| 
works—nighttime or daytime,” he | 
continued. 


® The agency executive, who point- | 
ed out that the most successful | 
women’s service magazine, the) 
Ladies’ Home Journal, and the | 
fashion books, such as Vogue, Har- | 
per’s Bazaar, Charm and Seven- 
teen, have women in top editorial 
positions, suggested that televi-| 
sion’s ambitious service effort, the 
“Home” show, might still be on| 
the air if a talented group of wom- 
en had been producing it. 

Having made the point that his 
audience was certain to want to} 
hear, Mr. Booraem was brave! 
enough to admit that “ladies are | 
rather far and few at the moment” | 
in his program department at) 
Ogilvy, Benson & Mather. He add- | 
ed that he expected to be “forced | 
at the point of a nail file to add} 
at least one woman” to that opera- | 
tion. # | 


Sheila Smith to Dan Rivers | 

Sheila Smith, formerly a photo- 
graphic fashion stylist with Macy’s, | 
has joined Dan River Mills, New | 
York, fabric maker, as promotion | 
supervisor of the consumer prod- 
ucts division. | 


| 
| 


Hildreth Names Ad-ventures 
Ad-ventures, Portland, Me., has | 
been named advertising agency for | 
Hildreth stations, which include | 
four radio and two tv outlets in| 
Maine. 


AD-VENTURES of FRUSTRATED FREDDIE No 3 


xX'D YOU OUT. 
NOT INTERESTED 
IN YOUR MARKET 


WE WERE ON 
THE LIST! 


9:05 AM. | 9:37AM] 
GORRY, THE MR. FREDDIE SELL OF ZILCH 
BUT 1292,,, GALES DEPARTMENT PUBLISHING TO SEE 


| MR. SMITH 
mee 


SORRY, 

BUT MR, SMITH 
iS IN CONFERENCE 
AND CAN'T 
BE DISTURBED 


- —. 


VICE PRESIDENT 
SALES 


10:29 AM| 


I'M FoR You, 


YOU ADMIT BUT MY BUDGET 
WE ARE TOPS, !S COMMITTED 
SO HOW-— 


ADVERTISING 
MANAGER 


11:20 A.M.| 


AT THE MEETING 
THE SALES VEEP 
SAID LET’S 

ADD YOU 


GEE, I DIDN’T 
DARE TO EXPECT 
THIS 


12:20 RM.| 


DUNNO,,.WAIT!.. 
YOU FOLKS 
WONDER WHY HE ADVERTISE IN 

SINGLED US OUT? SALES 
MANAGEMENT? 


12:21 PM. | 


S-A-A-Y!... SURE, 


PUBLISHER WOULD 
GET THAT RELIGION 


Booru 
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THE 


LANDING 


STRIP 


as seen by 


JOHN BURGOYNE 
and 


BILL MASTERSON 


Hear ye! Hear ye! The “Sth Annu- 
al Continuing Report” of the likes 
and dislikes of regular Super Mar- 
ket Customers has recently been 
completed by the Burgoyne Grocery 
and Drug Index, and take our word 
for it—this year’s report is more 
comprehensive than before! 


| 
| 
| 


| 


Designed to get at the real facts 
of “Mrs. Super Market Shopper's” 
buying habits and attitudes, the Bur- 
goyne survey is based on 1,825 inter- 
views taken in five test cities. It 
gives extensive answers to such 
questions—as the reasons for choos- 
ing a favorite super market, how 
shoppers think stores can be im- 
proved, how often customers shop 
and who does the shopping, the in- 
fluence of ads on store selection, the 
attitudes of customers on window 
signs, and the buying of non-food 
items. These are just a few of the 
questions covered, and we mention 
them merely to give you an idea of 
the value of this study. 


> + 8 


Findings over the five successive 
years this survey has been made, 
show that the Super Market busi- 
ness is experiencing all the physical 
and operational changes of any fast- 
growth business. For either the chain 
or independent the Super Market 
operator—determining the exact bal- 
ance between the changes conducive 
to more efficient Super Market op- 
eration—and the changes in the 
wants and desires of customers—is | 
a coveted objective. This 5th Annu- 
al Continuing Report brings this 
balance into sharper focus. Natural- 
ly, the disclosures of the report are 
equally valuable to manufacturers, 
and their advertising agencies. 


“eS | 
Although this study is made as a 
service to our Super Market friends | 
—its disclosures about the attitudes | 
and buying habits of Super Market | 
shoppers pinpoint the sales targets | 
for national advertisers. Your copy of | 
this “5th Annual Continuing Report” | 
will come to you post paid for one | 
dollar sent to our Research Director.+ 


| 
} 
| 
| 
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Coming 
Conventions 


Oct. 12-15. American Assn. of Adver- 
tising Agencies, western region, 2ist an- 
nual convention, El Mirador Hotel, Palm 


Springs, Cal. | tel, Chicago. 
Oct. 13-14. National Assn. of Broad- Jan. 23-25, 1959. Advertising Assn. of | 
casters, Region 4, Hotel Schroeder, Mil-|the West, midwinter conference, San| 
waukee. Jose, Cal. | 
Oct. 13-15. Packaging Institute, 20th) April 5-8, 1959. Sales promotion divi- 
annual national packaging forum, Edge-| Sion, National Retail Merchants Assn.,| 


water Beach Hotel, Chicago 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 


Oct. 16-17. National Assn. of Broad-| April 16-19, 1959. Advertising Federa- | 
casters, Region 5, Hotel Radisson, Min-/| tion of America, 4th District annual con- | 
neapolis. | vention, Desert Ranch and Colonial Inn, | 

Oct. 17-19. Midwest Intercity Confer-| St. Petersburg, Fla. 
ence of Women’s Advertising Clubs,| May 24-27, 1959. Associated Business | 
Sheraton-Cadillac Hotel, Detroit. | Publications, 53rd annual meeting and 

Oct. 19-21. Inland Daily Press Assn.,,) ™anagement conference, Skytop Lodge, 
annual meeting, Drake Hotel, Chicago. | Skytop, Pa. 

Oct. 20-21. Agricultural Publishers; June 8-11, 1959. Outdoor Advertising 
Assn., annual meeting, Chicago Athletic Assn. of America, national convention, 
Assn. Sherman Hotel, Chicago. 

Oct. 20-21. Boston Conference on Dis-| June 28-July 2, 1959. Advertising Assn. 


tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broad- 
casters, Region 1, Hotel Somerset, 
Boston. 

Oct. 22. Associated Business Publica- 
tions, annual Midwest conference, Drake 
Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 26-28. National Newspaper Promo- 
tion Assn., central regional meeting, 
Whittier Hotel, Detroit. 

Oct. 27-28. National Assn. 
casters, Region 2, Hotel Statler, 
ington, D.C. 

Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 5-7. Public Relations Society of 
America, llth national conference, Wal- 
dorf-Astoria, New York 

Nov. 9-12. Assn. of National Advertisers 
fall meeting, The Homestead, Hot Springs, 
Va. 

Nov. 10-11. 
motion Assn., 


of Broad- 
Wash- 


National Newspaper Pro- 
southern regional meet- 
ing, Barringer Hotel, Charlotte, N. C. 
Nov. 13-14. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17. American Marketing Assn., re- 
gional industrial marketing conference, 
Toledo, O. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 


Raton Hotel and Club, Boca Raton, Fila. 
Nov. 20. Business Publications Audit 
of Circulation, annual meeting, The Bilt- 
more, New York. 
Nov. 20. Television Bureau of Adver- 
tising, sales advisory committee meeting, 


Waldorf-Astoria Hotel, New York. 


Nov. 21. 

tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

Nov. 25. National Business Publica- 


tions, Los Angeles regional conference, 
Hotel Statler. 

Nov. 26. National Business Publica- 
tions, San Francisco regional conference, 
Sheraton-Palace. 


Dec. 28-30. American Marketing Assn., | 
national winver conference, Morrison Ho- | 


Eden Roc Hotel, Miami Beach. 

April 12-16, 1959. National Business 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, 


of the West, 56th annual convention, 
Tahoe Tavern, Tahoe City, Cal. 


_L. I. Lighting Co. Opens Drive 

| Long Island Lighting Co., New 
| York, has launched a fall ad cam- 
paign boosting automatic dryer 
sales of 300 dealers and 13 appli- 
ance makers in its territory. Tied 
in with the promotion are Caloric, 
Dexter, Easy, Hamilton, Hotpoint, 
Norge, RCA-Whirlpool, Roper, 
|Kelvinator, Kenmore, Maytag, 
Speed-Queen and Westinghouse 
appliances. Fractional newspaper 
ads and radio spots are scheduled. 


Chain Promotes O’Donoghue 

John O’Donoghue has been ap- 
pointed to the new position of gen- 
eral merchandising manager of 
Purity Stores Ltd., Burlingame, 
|Cal., retail food chain. He will di- 
|rect and coordinate all purchasing, 
| advertising, promotion and related 
activities. The position of director | 
of marketing services, which he 
formerly held, has been elimi- 
nated. 


Ralph Allgood Buys WAPX 
Ralph Allgood, a partner of 
Southland Broadcasting Co., has 
bought WAPX, Montgomery, Ala., 
from Thomas E. Martin, a Mont- 
gomery attorney. The purchase 
price was “well over $125,000,” ac- 
cording to Mr. Martin. The sale is 
subject to approval by the Federal 
Communications Commission. 


"THIS WAY .. 
we are surer 
of proper 
color 
register 


Full page Blue Ribbon Mats 


the smash of full page color, it 


“Sounds good,” responds the 


‘come hither.” 


For dependable stereotyping, 


rely on Certified Mats 


. . » Molded by direct pressure, baked on the form, in our 
own mat molder’s shop, they avoid the hazards of shrinkage 
and the loss of clarity due to double stereotyping . . . Beside 


Color reproduction obtainable.” 


birds in using this new method to dominate with some real 


. ,” explains the Account Execu- 
tive, “are now formulated for curved casts in newspaper casting 
equipment. 


gives us the most perfect ROP 


alert advertiser. “Let’s be early 


Television Bureau of Adver-| 


Ariz. | 


Goopits—Joanne Timmons samples the new “light candy” to be 

promoted by Carnation Co. in a campaign for its instant nonfat dry ~ 

milk. Tv, radio, magazines and newspaper sections (including Amer- 

ican Weekly, Family Weekly, Life and Parade) will be used in the 

campaign which begins the last week in October. Erwin Wasey, 
Ruthrauff & Ryan, Los Angeles, is the agency. 


opinion and traditions will no long- 

|er keep a company in business. You 
‘need facts—accurate, sensitive, 
‘clear, concise facts about your cus- 
tomers.” 


Mass Ads Won't 
Sell Investment 
Goods, Editor Say, s In stressing the importance of 


| Mrami, Oct. 7—The package research in determining the size of 
theory of marketing is applicable|markets and potential customers, 
no longer to “big ticket” consumer! Mr. Allen asserted that “research 


investment goods such as cars and 


told the 37th annual meeting of 
Producers’ Council Inc. here. 

“I think as marketers a lot of 
manufacturers have been mesmer- 
ized by automatic selling as typi- 
| fied by the supermarket, and were 
intrigued with the idea that we 
could pre-sell our products 
through mass advertising—that we 
could sell without a salesman,” Mr. 
Waddell told the building materials 
| producers. 
| “It would be a happy situation 
if we could, perhaps even cheaper. 
But this is a new era of marketing. 
|The problem is how to tap the 
|markets—and still deliver quality 
}at attractive prices plus the neces- 
|sity of giving the customers the 


| kind of service and distribution— | 


to the point of personal attention— 
| they demand.” 


|= He warned manufacturers that 
they had better start thinking of 
customers rather than consumers. 
| He described the word consumer as 
| a “rather inanimate sounding word 
|that implies a machine-approach 
to the problem of distributing the 
/vast production of which we are 
| capable.” 

Mr. Waddell 
|“premium has once more beer put 
{on solid distribution tactics, get- 
ting back to the basics of selling.’ 
| He pointed out that the auto indus- 
|try has been beefing up its mar- 


in preparing for sales of 1959 mod- 
els. 

“This emphasis on individual 
markets and away from the mass 
market concept is of prime im- 
portance,” Mr. Waddell added. 


s Companies must employ modern 
/marketing concepts in order to sur- 
|vive today, said Robert E. Allen, 
| president of Fuller & Smith & Ross. 


homes, Richard L. Waddell, mar- | 
keting editor of Business Week, | 


asserted that a} 


|ket-by-market distribution system | 


| must not only be descriptive of 
your market, it must be predic- 
tive.” 

| 

. Harry W. Ketchum, director of 
| the office of distribution, U.S. De- 
|partment of Commerce, complained 
that American companies spend far 
too little money in research for im- 
proving distribution and methods 
of sales. 

“As a nation we continue to place 
major emphasis in research on 
technical aspects, with only sec- 
ondary attention to distribution,” 
Mr. Ketchum said. “It has been 
estimated that American industrial 
companies spend over 90% of their 
research dollar to get a better 
|product or process, and less than 
| 10% on improving distribution and 
| methods of sales.” + 


McGavren-Quinn Adds One 

| McGavren-Quinn, New York, 
has been appointed to represent 
KULA, Honolulu. The radio sta- 
| tion previously was represented by 
|Adam Young Inc. McGavren- 
Quinn has appointed Paul Murray, 
|formerly with Gil-Perna, to its 
| sales staff. 


Zeluff Named Managing Editor 

Vin Zeluff, formerly managing 
|editor of Electronics, a McGraw- 
| Hill publication, has been named 
|managing editor of Electronic 
| Equipment Engineering, a Sutton 
| publication. 


Reker Joins Knox Reeves 

William Reker has joined Knox 
Reeves Advertising, Minneapolis, 
as account executive on the Gener- 
al Mills account. He formerly was 
vp and account executive of Mullen 
& Associates, Minneapolis. 


_Supersweet Feeds to Day 
| The Supersweet feeds division 


“To direct a modern marketing | of International Milling Co., Des 


| operation, you must know the cus-| Moines, has named Wesley Day & 


tomer’s needs and desires,” Mr. 
Allen said. “Guess work, personal 


|Co., Des Moines, to handle its ad- 
vertising and public relations. 


: = Advertising Age, October 13, 1958 4 
ee - — — : 
| p= SER i gaol @ 
tom ’ q 
| a Pe { | eNOS (SL LG ion RY 
: : fi ——— 1 2 
3 a po d4 4 go ®g 
i ‘ . ; ; or 
he : f ImSTANT Fe A 
: # Z a , on agora 7 cae 
Bt - pe en cua Ne eo ee 1 Laws 
ty ‘ = ae | ~—— Ff cee 
ce fi a eS eras i ee 
See 3 = a : _ oe RAN : mee 
: ol es | ice 4 Sif ” 
a s id q tm = 
aioe i M p te 
r 5 i " hh : ee oot gereng z; s . & nee =. “2. . a es ‘e ae 2 is 
2 CONTINUING | : e 
1 PORT | fe 
ee w i 
oe GROCERY & DRUG si 
j oe INDEX, INC. . | 
os ; CANCINNAT! } my 
tiky. x 
| 
eg oe 
a io 
| 
’ 
a ~ | 2 
sai | “g \\ 
we \ i 
= 
et 
” nm Wal, ; 
Mi 5; ie ast =~ 
| Sa 7. ff 
sed x Dy 
ae i ax 
: N he fa- 
ic Wem 
ee 
— 
: ! —  _—Ati 
ak 
a ; 
hs ‘ 
a ee 
a 
_ | 
ey ” a a. P ie aad ee ieee ES F 
a — Fela Reon tec Re EE CERTIFIED DRY MAT CORPORATION, 555 Fifth Avenue, Dept. D, New York 17, N. Y. \ P 
4 aS 


. 
> 


Nahl Eggert 


THE SPEAKERS—Among the speakers at the fourth annual Advertising Research Founda- 


tion meeting in New York were 


Eggert and Ben R. Donaldson, Ford Motor Co.; G. Maxwell Ule, Kenyon & Eckhardt; 


Facing ‘Higher 
Costs,’ P.O. Hikes 
Fourth Class Rates 


WASHINGTON, Oct. 7—Postmas- 
ter General Arthur Summerfield 


today outlined higher rates for) 


catalogs and parcel post which 
are designed to bring his depart- 
ment an additional $88,000,000 a 


year. 
While the plan involves an 
over-all increase of 17.1%, the 


schedules are arranged so that 
the heaviest increases fall on the 
weights and distances which are 
most important to mailers. 


® For catalogs, the increases apply 
chiefly to local or short haul 


deliveries and to catalogs of less) 


than 3% lbs., regardless of destin- 
ation. For many catalogs of more 
than 3% lbs. for delivery beyond 
the fourth zone, rates would ac- 
tually be reduced. 

Similarly for parcel post, the 
increases cover all short haul 
shipments, and all parcels up to 
45 lbs. For heavier parcels beyond 
the fourth zone, the new rates 
often represent a saving compared 
with existing rates. 


s Because of technical changes 
which were written into this 


Ule Wood Veckly Kennedy 


Perhan C. Nahl, Needham, Louis & Brorby; R. J. 

Demand Quality, Not Just Looks, and 

You'll Get It, Dreyfuss Tells Wives 
|he emphasized. “But to do this 


‘McCall's’ Better Living : 
|he not only needs the best engi- 
Congress Adds Autos, TV, |meers, researchers and designers | 


. |he can hire; he needs your help. 
Morals to Housing Talk He needs to know what consum- 


WASHINGTON, Oct. 9—Consum-| TS are thinking. 
ers often put too much emphasis) “But to get the products they 
on looks and not enough on qual-| want, consumers have to do some 
ity. This somewhat unconventional | thinking and make their voices 
observation was registered by not-| heard in industry, where their | 
ed industrial designer Henry Drey-| ideas will be listened to with) 
fuss today as McCall’s “Congress |Tespect. We need consumers who} 
on Better Living” turned to consid- | have vision, consumers who talk 
eration of the home of the future. | Seriously about that sacred word | 


This | 


ALDERSONWRDONALDSON 


Lehman Alderson 


‘Parents’ Magazine’ 
Honors Leininger on 
25th Anniversary 


New York, Oct. 7—Allison Rus- 
sell Leininger—‘“‘Al” to nearly 
everyone on Madison Ave.—got in- 
to the ad business 
more or less by 
accident 30 or so 
years ago and 
stayed in it to be- 
come exec vp and 
ad director of 
Parents’ Maga- 
zine. 

The affable, 
twinkle - eyed 
Pennsylva- 
nia Dutchman 


A. R. Leininger 


McCall’s has brought 100 women 
from all parts of the country here 
for a three-day meeting to learn 
what they like or dislike about 
their homes and household equip- 
ment. The meeting, an outgrowth 
of a “Congress on Housing” ori- 
ginated by the government’s 
housing and home finance agency 
in 1956, expanded under McCall’s 
supervision this year to encom- 
pass family morals, child rearing, 
tv viewing and the 1959 automo- 
biles. 

Mr. Dreyfuss touched on quality 
this noon after taking the ladies 


year’s postal rate bill, the impact|on a verbal tour of a “dream 
of the catalog rate changes will| home” of the future which had 
be less drastic than they have|such features as kitchen floors 


is the second year that quality to their friends and the | 


people they buy from.” 


. With an auto show added as a 
inew feature of this year’s con- 
ference, McCali’s found that 22% 
of the delegates expected to buy 
a car in 1959, including 8% to 
10% who would buy a new car. 
Of those who planned to buy, 27% 
said price would be a considera- 
tion, 21% mentioned economy, and 
21% roominess. A third said auto- 
matic transmission is the most im- 
| portant postwar advance in autos. 

Two-thirds of the delegates said 
i'they felt auto designers are 
| trying to appeal particularly to 
|/women, Half of them said they 
|felt manufacturers ought to pro- 
|vide the public with more infor- 


been in the past. /and appliances that wash them- 
| selves, a tray that prepares break-|mation about their cars. A third 
fast automatically and a sewing| said swivel seats seem to be the 
machine that welds, not stitches,|most important new development 
synthetic fabrics. |in 1959 models. 


Under that bill, catalogs up to 
18 oz. pay the third class rate of 
10¢ per lb. regardless of destina- 
tion. Formerly this privilege was 
limited to catalogs of 8 oz. or less, 
with heavier catalogs required to 
pay fourth class zone rates. 


es Mr. Summerfield has given 
mailers until Oct. 20 to register 
their reactions. He said officials 
of the department will be avail- 
able for informal discussion of any 
comments mailers may wish to 
offer. + 


‘Parade’ Offers 
Advertisers Variety 
of Odd-Shape Units 


New York, Oct. 7—Ed Kimball, 
advertising sales vp of Parade, an- 


nounced this week the availability, | 


at no extra premium, of a variety 
of odd-shaped ad units for adver- 
tisers interested in ‘“custom-tai- 
lored layouts.” 

These “offbeat” units were de- 
tailed in a booklet issued by Pa- 
rade. 

As a result, advertisers in Pa- 
rade may now shape their inser- 
tions in a variety of ways. For ex- 
ample, a 3/5 page may now be 
bought in five variations of single 
units and five additional varia- 
tions of two-way and three-way 
split units. 


= Parade said the new units are in 
keeping with its intention to give 
every schedule “the best possible 
dollar’s worth.” + 


s His dream house also included|# At round table sessions the 
sliding doors that open automati-/| ladies voiced familiar complaints 
cally, faucets that turn themselves! about violence on tv. Many said 
on and stoves with indentations|the programs for children are 
where the cooking is done on) less objectionable than the com- 
aluminum foil which is discarded,|mercials. At one round-table the 
so that there are no pots and pans | conversation centered for some 
| to wash. time on a common complaint: That 
| But despite all these mechanical| cereal manufacturers are intro- 
|aids, he expressed hope that| ducing new products so fast that 
|cooking wouldn’t be over-mechan-|the family doesn’t get to finish 
ized, “so that the kitchen would! one before the children are clam- 
become a sort of push-button | oring for a new one. 
jeorgee room. Cooking remains an| The consensus seemed to be 
art,” he commented. “Though | that mother should refuse to buy 
| push buttons and prepared foods|a new cereal until the old one is 
have their place, a meal always| finished. 
|tastes best when it is made by a Several women also complained 
| woman’s hands.” ‘about tie-in commercials for 
| Disney products. “I am tired of 
s His mood shifted as he com-|those Disney commercials which 


spend their time looking at a new and dad to take you to the local 
|chair when they are shopping! movie’,” one delegate complained. 
instead of sitting in it. “She buys| Only 15% of the delegates 
it, then a few months later her|reported they had been hurt by 
‘husband growls: ‘Why don’t we|the recent recession and they 
|have a comfortable chair in this|agreed that the outlook is more 
house?’ |promising. Over half said they 
“Certainly we want to own had plans to remodel their homes, 
handsome things,” he told the| and another fourth were planning 
delegates, ‘‘but these things have|to build or buy. Their optimism 


They’ve got to have real function- Herbert L. Brown Jr., managing 


al quality. In an age when taste|editor of Changing Times, the 
is the No. 1 subject of social| Kiplinger magazine, who told 
conversation, this matter of qual- | them, “All signs point to a great 
ity is too easy to forget. |new boom, beginning in a year or 

“Manufacturers are eager to give|so and continuing as far ahead as 
you the best product you’ll buy,”| anyone can see.” # 


plained that too many women tell the child, ‘Ask your mommy | 


to be more than just handsome.| about the future was shared by | 


: was guest of hon- 
|or at a blowout attended by more 
| than 300 persons Sept. 25 marking 
| completion of his 25th year with 
| the magazine. 

| A longtime magazine adman, Al 
Leininger entered the business on 
advice of “‘an old friend,’”’ who gave 
him two job leads, one to the old 
| George Batten agency (the first 
|“B” in BBDO) and one to Good 
Housekeeping. He joined the mag- 
azine. 

Jobs at the Borden Co., Chicago 
Tribune, New York Daily News, 
| Liberty, Crowell-Collier and But- 
| terick Publishing Co. followed. In 
1933 he hung his hat permanently 
in the offices of Parents’ Magazine. 
| Since then, Parents’ annual volume 
| has skyrocketed from $430,000 to 
better than $8,000,000; circulation 
zoomed from 350,000 to 1,800,000. 


# In recognition of his service, 
Parents’ Institute presented Mr. 
Leininger with a gift that “carries 
with it the respect, admiration and 
deep affection of George J. Hecht, 
publisher, and of the more than 
1,000 members of Parents’ Maga- 
zine.” # 


Espy Moves to Vos Agency 

Willard R. Espy, formerly pub- 
lic relations director of the Read- 
er’s Digest, has joined the creative 
staff of Vos & Co., New York, as 
senior copywriter and a member 
lof the plans committee. 


| 
| 
| 


HOWARD G. DICK has beén promoted 
to vp in charge of sales and mar- 
keting for Minute Maid Corp., Or- 
lando, Fla., succeeding Hamilton 
Stone, who has formed his own 
company to be a broker for Minute 
Maid products in the West. 


Donaldson 


A. J. Wood, A. J. Wood & Co.; John Veckly, U.S. Steel Corp.; Edmund D. Kennedy, 
Monsanto Chemical Co.; A. W. Lehman, ARF’s managing director, and Wroe Alder- 
son, Alderson Associates. 


US. Revokes Sale 
of Fisher Brewery 
to Lucky Lager 


WASHINGTON, Oct. 7—The De- 
partment of Justice has accepted 
a consent settlement which seeks 
to put the Fisher Brewing Co. back 
into business in Salt Lake City, or 
to cut down Lucky Lager’s share 
of the Utah beer market. 

The settlement is an outgrowth 
of an anti-trust suit filed by the 


government last February after 
Lucky Lager Brewing Co., San 
Francisco, acquired Fisher, the 


biggest brewery in Utah. 

The government complained that 
the merger enabied Lucky Lager to 
dominate beer sales in the state. 

According to the complaint, 
Lucky Lager, which was described 
as the largest beer seller in the 
West and the 12th largest in the 
country, previously accounted for 
12% of Utah’s beer sales. With the 
acquisition of Fisher, it had 62% 
of the state’s brewing capacity, and 
51% of the beer sales. 

Under the settlement agreement, 
a court-appointed sales agent is to 
seek to dispose of Fisher’s plant 
and brands within the next nine 
months. If the sale is not ac- 
complished, Lucky Lager is per- 
mitted to retain the property, but 
it is enjoined from selling for con- 
sumption in Utah more than 39% 
of the beer consumed in the state. 

The 39% “quota” would repre- 
sent the share of Utah’s beer mar- 
ket which Fisher had in 1956 prior 
to the merger. It would enable 
competing brands to increase their 
share of the current market by 
about 15%, according to the De- 
partment of Justice. 

The order also prohibits Lucky 
|Lager from acquiring additional 
facilities through mergers unless it 
obtains permission from the feder- 
al district court in Salt Lake 
City. + 


Edward Darr, 69, 
Veteran Exec of 


R. J. Reynolds, Dies 


WINSTON-SALEM, Oct. 9—Ed- 
|lward A. Darr, 69, vice-chairman 
jof the board and former presi- 
ident of R. J. Reynolds Tobacco 
|Co., died here yesterday. 

Mr. Darr received his law de- 
gree from the University of Mary- 
jland in 1913. During World War I 
he served overseas with the Ma- 
|rine Corps. He joined Reynolds in 
{1920 as assistant secretary. 
| In 1937 Mr. Darr was named 
sales manager and a director. He 
|was elected president of the com- 
| pany in 1952 and served until the 
jend of 1957, when he was made 
lvice-chairman of the board and 
ichairman of the executive com- 
mittee. 

He was a former president of 
the Sales Executives Club and was 
}a member of the national council 
|of the National Planning Assn. and 
of the industries advisory commit- 
tee of the Advertising Council. # 
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THE ADVERTISING 


MARKET PLACE 


. 
’ 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 
two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified 
A i} 8. Axmi 


preceding publication date. Display classified takes card rate of $18.75 per 
inch, and card discounts, size and frequency apply. 


“AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 


only); Classified Departments, Inc., 4041 Mariton Ave., Los 
2-0287. Closing deadline Los Angeles Monday noon, 7 


days 


POSITIONS WANTED 
| HOT SPECIAL THIS WEEK ONLY 
Food man with top work record available 
soon. Background: branch adv. manager 
major food chain; company-agency liai- 
son; house magazine editing; sales pro- 
motion; copywriting; agency experience. 
Salary in low five figures. 4¢ stamp 
brings you full resume. 
Box 1919, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles 8, Calif. 


41,961 


30,1958 


HELP WANTED 


HELP WANTED 


Tired of the big-city rat-race? 
Once-in-a-lifetime 
OPPORTUNIT ¥ 


fora 
SCIENCE OR MEDICAL WRITER! 


| 
A 38 year old semi-monthly magazine in| 
a rapidly growing field of medicine, | 
located in sunny Santa Barbara, Cali-| 
fornia—where you can swim, golf and 
live outdoors the year ‘round—wants 
an exceptional man to start as news 
editor and make-up man with the goal of 
becoming Executive Editor as fast as he} 
can qualify. Ideal living and working 
conditions, fine schools and _ cultural 
activities and you can live anywhere in| 
town and be within 15 minutes of your | 
office. The man we want is under 40, is| 
probably working in the editorial depart- | 
ment of a medical-business magazine or | 
a national business or general newsmaga- 
zine. He will have printers ink in his 
blood, a keen nose for the significance 
in the news and how to dig it out. He 
will be a _ perfectionist and unhappy 
until he knows more about our business 
and field than we do. Naturally he will 
be able to express his thoughts cogently 
with his typewriter and be skilled in 
all branches of the writing arts. There 
may be no more than three or four men 
who can meet these requirements and 
have the personal qualities and other 
considerations that will be needed. 
These men who can qualify will be inter- 
viewed quickly either in your city or) 
ours, and of course all in the strictest | 
confidence. We are not looking for a 
bargain and offer an excellent salary, | 
bonus and fringe benefit program with 
future earnings limited only by capacity 
to assume responsibility and perform. | 
This is an unusual opportunity because 
our staff is small and the present 
editor and the owners wish to retire as 
soon as possible. Here is a rich and/| 
rewarding economic future looking for | 
the talent, enterprise and sweat to 
claim it. If you think you are our man— | 
write whatever you feel is necessary to 
justify a personal interview to 
PUBLISHER, Box 807, Santa Barbara, Cal. 
All replies will be promptly acknowl- 
edged. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 
202 S. State St., Suite 1302-4 


ACCOUNT EXECUTIVE 
Pacific Northwest 4-A agency needs ac-| 
count executive with exp. in camera & | 
photo equipment national advertising. | 
Write giving exp. & salary requirement. 


Box 1822, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


SPACE SALES TRAINEE CHICAGO 
Will train responsible, aggresive man 
24-28 for outstanding advertising career | 
with growing company. Must have out-| 
side sales experience. Start $100.00 week, 
incentive plan, Blue-Cross, Blue Shield. 
Send complete resume in confidence to 


Box 1927, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


consultant 

to agencies, advertisers 
and media on management and 
sales problems. Results guaranteed. 
Write for chart of services. 


W. H. LONG 5347 N. SANTA MONICA 


MILWAUKEE 17, WIS. * WOODRUFF 2-6100 


finest of their kind. The 


for layout. It should be 
an up and coming #2 
department of a major 
Salary $10,000 plus be 


41 St., N.Y. 


Announcing an opening for a 


RETAIL 
ADVERTISING MANAGER 


This opportunity is with a mid-west company 
whose products have a reputation for being the 


created in order to provide dealers with cooper- 
ative advertising campaigns that are unusually 
fresh and imaginative. It will afford a free rein 
to the man who can exercise originality in idea 
conception and execution, and calls for a person 
with polished writing skills as well as a flair 


tractive suburban community in Ohio. All replies 
will be acknowledged and will be treated in 
strict confidence. Write to Box AA 114, 125 W. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohie St., Chicago, SU 77-2255 


LAYOUT-TYPOGRAPHY-PRODUCTION 


Adv. Dept. of leading ethical drug house | 


offers something of a dream spot for a 
young man skilled in the above—not a 
beginner. No finished art, no photog- 
raphy, no copy, although ability to edit 
mss. an asset. Dept. produces house 
magazine, medical journal advts., profes- 
sional literature. Pleasant midwest city 

30,000 pop., 10 min. home to office. 
Replies held in strict confidence; please 
enclose just one printed sample. 

Box 1908, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMEN 
PHILADELPHIA NEW YORK BOSTON 
Established leading magazine needs men 
for above territories. Commission basis 
prefer younger men. If you can sell ad 
mgr and salesmanager we can make 
beautiful music otherwise discord. Must 
be willing to learn industry. Send resume 
will interview in each city. 
Box 1909, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 


ee stinciens Public Relations 
Copywriters ... /dvg. Managers 
Artists .....Media ...... Production ..... Service 


“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
ASSOCIATE EDITOR — 
PRODUCTION MANAGER 
National construction magazine is ex- 
panding its staff. We need an alert and 
aggressive man under 35 with writing- 


| building background for associate editor | 
post. We also are looking for a man or | 


women to handle the advertising-edi- 
torial production end of our monthly 
publication. Both openings are in our 
main office in Ohio. Prefer applicants 
in surrounding areas. Submit resume 
and state salary requirements on confi- 
dential basis. 
Box 1910, ADVERTISING AGE 

200 E. Miinois St., Chicago 11, Illinois 
Pub. of New York Spanish guide novei- 
ette now 11 year, no rival, highly rated 
here & abroad, needs agency or salesman 
with terrific ideas to sell space com. 
basis. Over 1,000,000 L. Americans come 
U. S. yearly. P. O. Box 182, Murray Hill 
Station, New York 16, N. Y. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
109 So. State St. HA 17-1991 Chicago 


SPACE SALESMAN FOR NATIONAL 
WOMEN’S MAGAZINE GROUP 
Unusual opportunity for young, imagin- 
ative go-getter. Write full details in 

absolute confidence, state salary. 
Box 1911, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


CREATIVE ARTIST 
Sound, progressive agency in beautiful 
Southeast location seeking imaginative 
artist. Varied experience desirable but 
must excel on layouts. Tell all in first 
letter. No samples. 
Box 1912, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


PRODUCTION ASSISTANT 


Excellent opportunity for young man 
with production and traffic background. 
Should be experienced in all phases of 
the Graphic Arts industry. 
Write or Call: 
Ed Galdikas 
Cunningham & Walsh, Inc. 
ANdover 3-3138—Chicago 


position has just been 


especially appealing to 
man in the advertising 
store or buying office. 
nefits. Location: an at- 


AD MANAGER—PRODUCTION MGR. 
Present Advertising and Sales Promotion 
Manager of medium size manufacturer, 
highly diversified in personal consumer 
and industrial goods, desires position of 
Advertising or Production Manager with 
Progressive organization. Solid agency 
design and production experience in all 
advertising and sales promotion media. 
Age 36, family, salary , 

Box 1913, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PROOFREADER 
Journeyman, experienced. Top craftsman. 
Editorial, ad or book matter. Seeks part 
time, free lance or steady work. 
| Write 1811 Baxter, LA 26, Calif. NO 5-1829 


ADVERTISING & SALES PROMOTION 
MANAGER 
| Will accept challenging position with 
small company in any field. Extensive & 
productive background in sales, adver- 
tising, sales promotion, merchandising, 
marketing and public relations. Top suc- 
cess story im grocery field on West 
Coast. Will re-locate West Coast or 
Rocky Mountain area. Age 42 and 
happily married. 
Box 1914, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


ADVERTISING EXECUTIVE 
OFFICE EQUIPMENT EXPERIENCE 
15 yrs. adv., sales pro., sales. Respon- 
sible for complete program leading mfr. 
metal office furn. Excellent writer, 
speaker. Will relocate. Earning $15,000. 
Box 1915, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
DIVERSIFIED MANUFACTURE 
Top promotion experience, know how on 
products to industrial, retail markets. 
3 yrs. group A.M., blue-chip company 
marketing diversified products nation- 
wide to industrial, retail markets. 3 
yrs. top copy exper. hard, soft lines, 
retail store. Cost-minded B.S. Age 32. 
Box 1916, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Know everything about radio & TV. Ma- 
ture. Capable. Seek agency connection. 

Creative. 
Box 1917, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Illinois 
ADVERTISING ANALYZED BY EXPERT 
To increase sales, profit. Proven methods. 
Direct mail, catalogs. Write for details. 
Box 1918, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AMBITIOUS YOUNG MAN WANTS 
ACC’T CONTACT—AD MGR. POSITION. 
3 yrs. with 4-A Agency on top food and 
chain store accts. Adv., mkt’g. & prom. 
background. 
Box 1920, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN AVAILABLE 
Excellent background & successful space 
selling record. Young-energetic-married 
Box 1921, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
INDUSTRIAL SPACE SALESMAN 
Unusually competent (Late 30’s) consid- 
ering change. Will welcome inquiry from 
reputable publisher for Eastern coverage. 
Highest References. 
Box 1922, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
RETOUCHER - LAYOUT MAN 
Competent retouching - crisp layout 
8 yrs. exp. Industrial acc. Salary $8000 
Box 1923, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLICATIONS 
BUSINESS & PRODUCTION MANAGER 
Publisher wants to help place a top flight 
production executive with publication 
group or individual magazine which will 
utilize his expert knowledge in printing, 
engraving, paper, contract negotiations 
and business adm., to realize dramatic 
savings. Interview this man. NYC area. 
Age 34. Married. 14 years in publishing. 
Box 1924, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
COPYWRITER 
Ex-agency writer whose insight and gift 
for ideas-that-sell got him temporarily 
channeled to a promotion manager’s 
berth wants to slip quietly back into the 
creative mainstream. Under $10,000. 


Box 1925, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


I NEED 
A TOUGH BOSS 


The one I have now 
likes everything I do. 


Exceptional television back- 
ground, good contact and writing 
experience. 
Box 260, ADVERTISING AGE 
480 Lexington Ave. 
New York 17, N. Y. 


| 


We feature: Generous martinis and 
steaks and wonderful sea- 


the tightest deadline. 


BUSINESS OPPORTUNITIES 


TO A TAX-CONSCIOUS PUBLISHER: 
You CAN add our $50,000 tax-loss to your | 
profitable operations 
cash. Full details from ex-magazine pub- 


lisher of Illinois corporation. 


Box 1816, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


and save $26,000 


Advertising Age, October 13, 1958 


Creative AE Available 


Now executive VP of smali 
N. Y. agency. Want oppor- 
tunity in larger agency to 
increase billings and create 


Wish to buy a going property. Will take 
Arrangements possible for 


all 


TRADE MAGAZINE WANTED 
or part. 


owners desiring long term payout. 


Box 1926, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


new business. Experience: 
chemicals, pharmaceuticals, 
housewares, financial, mail 
order, premium merchandis- 


ing. 
Have ability to take over ac- 
counts completely, ferret out 


creative 
package 
designer 


DIRECTOR, TOP FLIGHT. INVITES 
INQUIRY FROM PROGRESSIVE 
COMPANY. BOX 266, ADVERTIS- 
ING AGE, 200 E. ILLINOIS ST., 
CHICAGO 11, ILL. 


objectives, develop merchan- 
dising ideas, create and fol- 
low through on result-pro- 
ducing campaigns. Not a 
junior, can impress top eche- 
lon. preferred, but 
would consider right spot in 
native midwest. Box q 
ADVERTISING AGE, 480 
Lexington Ave., N.Y. 17, N.Y. 


67 NEW CUSTOMERS 
o— by one company this year, directly 
rom our custom sales magazines. Cost, 
under $100 monthly. These popular book- 
lets entertain as they advertise. Published 
under your name, they make new friends 


for you, while keeping the old. Exclusive 


AVAILABLE! 
EXECUTIVE SALESMAN 


Exp. 1 salesman 
miliar all phases p but 
selling is my forte. Realistic salary re- 
quirements. Prefer Minneapolis or Chica- 
go areas. Box 264, ADVERTISING AGE. 


, fa- 


rights. Write for facts, sample. 
RADSTONE PUBLISHERS 
4200 W. Burbank Bivd., Burbank, Calif. 


INDUSTRIAL ACCOUNT EXECUTIVE 
offers 10 years serious experience from 
both sides of desk to responsible indus- 
trial agency or needy general agency. 
Strong on creative, know media and mar- 


200 E. Illinois St., Chicago 11, Illinois. kets, have research background. Now AE 
with top industrial agency. Age 35, no 
‘floater’, best references. Chicago pre- 
ferred. 
Box 261, ADVERTISING AGE 
MEDIA BUYER 200 E. Illinois St., Chicago 11, Illinois 


MAJOR CHICAGO AGENCY 
SEEKS MEDIA BUYER— 
HEAVY TIME EXPERIENCE— 
ACQUAINTED WITH PRINT. 
TO HANDLE LIST OF CON- 
SUMER ACCOUNTS. EXCEL- 
LENT OPPORTUNITY WITH 
GROWING AGENCY. BOX 
263, ADVERTISING AGE, 
200 E. ILLINOIS ST., 
CHICAGO 11, ILLINOIS. 


CAPABLE ART DIRECTOR 


—for one of the best small-city ad- 
vertising agencies in America. Highly 
diversified work—all ‘round ability 
required. Also need two layout artists, 
one with experience in industrial type 
advertising. Salaries from $7,500 to 
$12,500. Immediate action. 


PRODUCTION MAN 


This is an excellent opening with a 
long-established, progressive agency. 


All ‘round experience required—and 


Our 47th Year 
ACCOUNT SUPERVISOR, pkg. 
goods. Probably 40-45. Excep- 
tional profit-sharing, retire- 
ment. Big-account exper. 
COPYWRITER, pkg. goods. 
Nice city, congenial team, 
generous fringe benefits. 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div., 
110 S. Dearborn CE 6-5353 Chicago 


the salary will be highly satisfactory. 
No age limitation either way—but 
you must have the ability to do the 
job. For an out-of-town agency with a 
fast-growing Chicago branch. 


Cliff Knoble 
DRAKE PERSONNEL, INC. 
220 S. State + Chicago - HA 7-8600 


TV COMMERCIAL PROBLEMS? 


We offer a new service to agencies or advertisers: “package” 
television (or radio) commercials. We will handle every 
phase of commercial preparation—from creation of an orig- 
inal campaign to adaptation of a print theme—through writ- 
ing and production on film, tape or “live.” One fee will 
cover everything (including production costs), or service 
charge for individual services, if desired. Outstanding rec- 
ord of service for leading agencies and advertisers of every 
description. Box 262, Advertising Age, 480 Lexington Ave., 


New York 17, N. Y. 


other fine beverages, large 
food dinners. Service to meet 


1958 - 1959 
deolers WHOLESALE ...; 


* AUTOMOBILES: 


all models 
AUTO-DEX 


BOX 331, BERKELEY 
CALIFORNIA 


The Bull Pen room 


Le 


NO TYPE USED 
IN THIS AD! 


No metal 
type was used 
in setting this ad, 
only FOTOTYPE 
for display and Justi- 
Type Paper for body 
copy. So easy, anyone 
can set good-looking 
ads, catalogs, house 
organs, presentations, 
etc., to be reproduced 
by offset, zincs or silk 
screen. Save up to 90% 
over ordinary methods, 
Over 300 styles and 
sizes shown in new 
64-page type book. 
Write today for 
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Thacker 


Nielsen 


Davis Delhousaye 


NEW OFFICERS—Daniel S. Nielsen, Katz Co., has been elected president 
of the Los Angeles chapter of the American Assn. of Newspaper 


Representatives. Other officers elected are Briscoe Davis, Branham 


Co., vp; James Delhousaye, West- 


Holliday Co., secretary-treasurer, 


and James Thacker, Western Dailies, national board member. Mr. 
Thacker is the past president. 


New Car Buyers Sold by Ads, Dearly 
Love Their Dealers, Ford Study Says 


(Continued from Page 3) 
while 37% visited two or three 
dealers, and only 16% visited four 
or more. 20% shopped two or more 
dealers of the same make, and only 
33% shopped other make dealers. 


To which Ford comments: 

“There is not nearly as much 
shopping around as_ previously 
supposed. The salesman should try 
to distinguish shoppers from non- 
shoppers and to adjust his closing 
techniques to meet this situation.” 


# Not only do shoppers gravitate | 
toward dealers in a state of de- 
cision which almost automatically 
guarantees their purchase of the 
car they have previously selected, 
according to the Alderson-Ford re- 
search, but—despite much noisy 
debate about poor dealer practices 
—the new car buyer thinks the 
dealer is a fine fellow who has 
treated him generously and well. 

Thus, says the research, 91% of 
the new car buyers rate the dealer 
an honest and fair bargainer, and 
89% would like to buy from the 
same dealer again. In fact, 70% 
are “so well satisfied that they can 
suggest no way to make car buy- 
ing more pleasant.” 

Furthermore, they aren’t just 
saying so; they mean it—as is 
proved by the fact that only one) 
in six car owners received any | 
information from their esting | 
dealer before buying from him 
(that is, they were not contacted), 
but 46% of the buyers had already | 
met the salesman before the visit | 
to his place of business, and 30% 
had previously bought a car from | 
the same salesman. 

And, as might be expected under 
the circumstances, only one of 
three new car buyers would wel- 
come an automobile supermarket 
type of operation, where he could 
shop over a wide range of makes 
and models made by all manufac- 
turers. 


® Ford offers no over-all conclu- 
sions as a result of the study, 
which is being circulated among | 
dealers, aside from suggesting that | 
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the dealer promotion job is really 
to pave the way for future sales 
—a sort of long-range institutional 
job—and similarly that “a basic 
function of the car salesman is to 
develop a wide acquaintance of 
car owners—people who will come 
to him when they are ready to 
buy.” 

In view of the fact that only 
11% of the new car buyers express 


any dissatisfaction with their deal- | 


ers, the Ford analysis of this 
problem is understandably mild. 

“Although dealers are found to 
be weak in some functions,” it 
says, “quality of service is the only 
phase of operation which received 
direct criticism. The typical faults 
seem to lie more in failure to act 
than in doing things customers re- 
sent.” And the interpretation: 

“Some customer-dealer friction 
would be removed by better quali- 
ty in the cars they sell and better 
public relations in their service 
departments.” # 


Interest in New 


Cars 21% Higher, 
Sindlinger Finds 


(Continued from Page 3) 
ago. 
Sindlinger analysts found that 
during the average day in the week 


|}ending Sept. 18, 24,400,000 were 
| talking about the new Buick. In 


the comparable week a year ago, 
talk about the Edsel involved 19,- 
400,000 people per day. 


@ Here is the way the average- 
day figures break down: 21,300,000 
talked about automobiles in gen- 
eral in the week ending Sept. 18. 
35,900,000 talked about specific 
makes. The five most talked- 
about automobile brands were: 
Buick (24,400,000); Chevrolet (2,- 
600,000); Ford (2,300,000); Olds- 
mobile (1,300,000); Pontiac 
200,000). 

Mid-September daily talk about 
imported cars averaged 854,000, 
while discussions about American 
sports cars totaled 724,000. 

Sindlinger didn’t release its fig- 
ures in September, 1957, except 
to a few within the automobile 
industry. Instead, the company’s 
researchers continued weekly 
studies. : 

Interviews topped 5,000 a week 
on the automobile question in the 
past year. The nationwide sample 
consists of 287 counties. + 


‘Cattleman’ Names Bock 

M. B. Bock, Minneapolis media 
representative, has been named to 
represent The Cattleman, Fort 
Worth. He will cover most of the 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Midwest for the magazine. 


(1,-| 


Food Chain Ad Trend 


Is Toward Friendly 


Thematic Approach, Lipscomb Tells NAFC 


(Continued from Page 3) 

greater leisure time that will lead 
|her to a much wider range of 
| interests. 
| Furthermore, her ranks will be 
| reinforced by an increased num- 
_ ber of working wives and single 
| women, he added. 
Without commenting on con- 
| temporary food store ads, he said 
|that in the future the trend will 
be toward more thematic ads; 
they'll use more elaborate art, 
focusing on subjects like cooking 
outside, cooking and eating as a 
family activity, cooking seasonal 
game foods, preparing meals in a 
minimum of time. 

Some exhibited samples of such 
ads as the Bureau of Advertising 
envisions them allow top two- 
thirds space to art, a_ tightly 
related head, brief copy and one 
or two boxes for “today’s specials” 
and recipes. 


s Some even greater changes in 
the market in the next 25 years 
were predicted, meanwhile, by 
Prof. Philip M. Hauser, chairman 
of the University of Chicago’s 
sociology department. 

Aside from a gigantic popula- 
tion increase of 56,000,000 to 77,- 
000,000 more consumers expected 
in the next quarter century, he as- 
serted, the food distribution system 
will have to adjust to conditions 
wherein two thirds of the popula- 
tion will be concentrated in only 
200 metropolitan areas. 

Within these areas, he _ said, 
about three fifths of the popula- 
tion will, by 1975, be located in 
the suburban areas. 

Two other trends that Prof. 
Hauser said will greatly affect 
|food distribution practices are (1) 
a trend toward a more heterogen- 
eous society wherein economic 
and ethnical area concepts will 
become outdated, and (2) major 
changes forthcoming in the per- 
centages of groups within the 
society. For example, the professor 
explained, the whole population 
will increase by one-third to one- 
‘half during the same period in 
| which the number of people of 


high school age will almost 
| double. 
| Other likely changes to be 


expected, he said, are the virtual 
disappearance of foreign-born and 
'the development of a position of 
greater importance for Negroes in 


urban markets. 


” The packaging industry is al- 
jready hard at work developing 
|new containers for food for the 
|forthcoming leisure-minded soci- 
ety, Walter B. Bruce of American 
Can Co. told the chain store 
executives. 
| Already on the market, he 
|noted, are canned nylons (mar- 
|keted by Modernage Hosiery 
Mills, Pottstown, Pa.) available in 
grocery stores. These containers, 
he said, reduce transit damage, 
}are pilfer-proof and are easier to 
j/handle than the standard boxes. 

American Can Co. has also 
designed a similar sealed rigid 
eardboard canister for supermar- 
ket merchandising of bras, pan- 
ties, socks, underwear and similar 
|items and is now conducting a 
| test of 10,000 containers in Phila- 
|delphia and New York. The pack- 
age, 5x3” in diameter, resembles 
a food can and can be similarly 
stacked and displayed on super- 
market shelves. 

Also in prospect, he said, are 
foil packages containing pre- 
cooked, preseasoned frozen meat 
or poultry with gravy included 
that can be heated up in a toaster. 


s Warnings of increased competi- 
tion for chain stores from drug, 
variety and other retailers were 
sounded, meanwhile, by Carl W. 
|Shaver, vp of Grand Union Co., 


East Paterson, N.J. 

“Increased competition for food 
sales from neighborhood conven- 
ience food markets . . . may siphon 
off traditional supermarket goods 
sales faster than population in- 
creases can replace them,” he said. 

Supermarket sales productivity 
has fallen behind their potential, 
he warned. “The question is not 
whether the direction supermar- 
ket chains have followed in this 
last decade of prosperity has been 
a good one. Success is its own best 
witness. 

“The question is whether, at this 
point, in the face of a disturbing 
wage-price spiral nationally and 
the consequent danger of inflation, 
we can continue to move along 
this path.” 

“Will the direction of our na- 
tional productivity,” he asked, 
“force food retailers to re-orient 
their thinking toward even greater 
price competition and to concen- 
trate on low-cost operations gen- 
erating maximum sales per square 
foot?” 

New board chairman of NAFC 
is G. H. Achenbach, president of 
Piggly Wiggly Sims Stores Inc., 
Vidalia, Ga. He succeeds Franklin 
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\J. Lunding, board chairman of 
| Jewel Tea Co., Chicago. John A. 
|Logan of Washington, D. C., was 
reelected president of the food 
chain group. 

Named vps of the association 
are Charles J. Futterman, Shop- 
pers Markets Inc., Los Angeles; 
S. N. Goldman, ACF-Wrigley 
Stores Inc., Oklahoma City, Okla., 
and J. R. Peachey, Loblaw Inc., 
Buffalo, N. Y. Paul Cupp, Ameri- 
can Stores Co., Philadelphia, was 
named secretary. # 


AFA Names Stuart to Make 
Study of New Bureau Aims 

The Advertising Federation of 
America, which is setting up a new 
bureau in the field of advertising 
education (see story on Page 39), 
has named Robert Douglass Stuart, 
advertising management counsel, 
to conduct a three-month study of 
advertising education needs. Rec- 
ommendations for the new bureau’s 
basic program will come from the 
study. Mr. Stuart formerly was ed- 
itor of Advertising Agency Mag- 
azine. 

The exact name of the bureau 
has been in a state of fluctuation 
since the AFA directors first agreed 
to call it the Bureau of Advertising 
Education. The AFA now is con- 
sidering substituting the name, Bu- 
reau of Education & Research. 


Need a very 


special person to 
handle your art work? 


... or perhaps you're looking for a copywriter, pro- 
duction expert or sales promotion genius. Doesn’t 
matter which—the best place to seek him out is 
in The Advertising Market Place of Ad Age. For 


that’s the one place in 


the world each Monday 


where almost 150,000 marketing men meet to 
hire, buy and sell services or products. A low-cost 


message in the Ad Age 


classified section gets big 


results—fast. Try it today or whenever you have 
something to buy from or sell to marketing men. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates; $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


mee pond Classified Rates: take card rate of $18.75 per column inch, 
and card discounts, size and frequency apply. 


My Nome 


1 am enclosing $ 


Street 


1___State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 
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FTC Hits False 
Prices; ‘Guides’ 


nish the fictitiously high price, 
tags are equally culpable with the 
merchants who use them. The 
same prohibition applies to 
material such as display placards 
on which is printed a fictitiously 


| high price for the product offered. 


List Violations 


(Continued from Page 1) 


and that the percentage is rapidly | 
increasing. 


s Even so, officials say, the FTC} 
is catching only a small percent- 
age of the offenders, and the| 
practice is spreading rapidly. 

While it is calling on business 
people to take a stand on the 
fictitious advertising problem, the 
FTC made it clear there will not 
be any let-up in prosecutions. For | 
the instruction of business men | 
who want a clear picture of their 
responsibility, the commission re- 
leased a set of “guides” which 
were recently drafted for the use 
of its staff in evaluating price | 
advertising. 
s The guides are directed against | 
nine major types of fictitious | 
pricing. They are: 


1. Sellers must not represent or | 
imply that they are offering } 
reduced price unless that price 
applies to a specific article—not 
just similar or comparable mer- 
chandise. Furthermore, any sav- 
ings claims must be based on a 
reduction from the “usual and) 
customary” retail price of the) 
article in the trade area where 
the statement is made or from the 
advertiser’s regular price. 


2. Merchandise must not be 
advertised as reduced in price if 
the former higher price is based 
on an artificial mark-up or on 
previous infrequent and isolated 
sales. The former price quoted 
also must be the one that im- 
mediately preceded the new bar- 
gain price; if it is not, this fact 
must be clearly disclosed. 


3. Comparative prices for com- 
parable merchandise may be used 
only if the claim makes clear that 
the advertiser is talking only 
about comparable merchandise | 
and not the former or regular 
price of the article he is selling. 
Also, the comparable merchandise 
must be obtainable at the compar- 
ative price in the same trade area 
(or, if not, the ad must clearly | 
say so). 


4. Special sale prices must not | 
be advertised unless they repre- 
sent a bona fide price reduction 
from the seller’s customary retail 
price or at a saving from the 
regular price in that trade area. 


5. “Two-for-one sales’ claims 
may not be made unless the sales 
price for the two articles is the 
seller’s usual retail price for the 
single article in the recent regular 
course of his business or is the 
usual price in the trade area. | 


6. So-called “half price” or| 
“50% off” or “l¢” sales must be 
factually true, and, if conditioned | 
upon the purchase of additional | 
merchandise, this fact must be 
conspicuously disclosed. Moreover, 
the proffered price reduction must 
be from the advertiser’s custom- 
ary and recent price. 


7. Products must not be adver- 
tised as being sold to the consum- 
ing public at “factory” or “whole- 
sale” prices unless they are 
actually being offered at the same 
price that retailers regularly pay 
and are less than customary retail 
prices for the article in the trade 
area where the bargain price is 
claimed. 


8. No article should be “pre- 
ticketed” with any price figure 
that exceeds the price at which 
the article is usually sold in the 
trade area where the product is 
offered for sale. Those who fur- 


|with a dictionary at hand, but! 


‘the ABBB’s 


9. Comparative prices must not 
be used in the sale of articles 
described as “imperfect,” “irregu- 
lar,” or “seconds” unless the 
higher comparative price is con- 
spicuously disclosed to be for the 
same article in new and perfect 
condition. Also, the comparative 
price should not be used unless it 
is the same at which the adver- 
tiser usually sells the product 
without defects or is the regular 
price in the trade area for the | 
merchandise when perfect. 

| 
s The nine-point guide includes) 
some general instructions by the | 
commission to its staff on how to| 
evaluate the import of epverican 
as well as the actual words used. 
The principles outlined are these: 


e That advertisements must be 
considered in their entirety and 
as they would be read by those 
to whom they appeal. 


e That advertisements as a whole | 
may be completely misleadin 
although every sentence separate- | 
ly might be literally true. This 
may be because things are omitted | 
that should be said, or because 
the ads are printed in such a way 
as to mislead. 


e That advertisements are not 
intended to be carefully dissected 


rather to produce an impression 
upon prospective purchasers. 


e That whether or not the adver- 
tiser knows the representations 
are false, the deception of pur- 
chasers and the diversion of trade 
from competitors is the same. 


e That a deliberate effort to de- 
ceive is not necessary to support 
a charge of using unfair methods 
of competition or unfair and de- 
ceptive acts within the meaning 
of the law. 


e That laws are made to protect 
the trusting as well as the suspi- 
cious. 


That pricing claims, however 
made, which are ambiguous, 
should be interpreted in the light 
of the FTC’s purpose, which is to 
prevent claims which have the 
tendency and capacity to mis- 
lead. 


BETTER BUSINESS 
BACKS FTC DRIVE 

New York, Oct. 10—The Assn. 
of Better Business Bureaus today 
gave its backing to the Federal 
Trade Commission guides aimed at 
the widespread practice of adver- 
tising fictitious prices and phony 
value claims. The guides were 
made public in Washington today. 

Harold W. Webber, chairman of 
comparative price 
committee, said “the guides are 
sorely needed and should go a long 
way toward restoring advertised 
savings claims to a truthful level.” 

The better business bureaus, he 
said, have long fought the practice 
of advertising merchandise at 
seemingly bargain prices when, in 
fact, the claimed savings were fic- 
titious. 

While the guides apply only to 
interstate commerce, Mr. Webber 
said, the better business bureaus 
will encourage local advertisers to 
follow them as well. 

Advertising media, he said, can 
play an important part by apply- 
ing the guides to all advertisers, 
regardless of whether they are in 
interstate or purely local com- 
merce. # 


AANR Sets Presidents’ Lunch 


American Assn. of Newspaper 
Representatives will conduct a 
Presidents’ Day luncheon at the 
Yale Club, New York, Nov. 13. 


oh 


te 


GARRY VALK, formerly special as- 

sistant to the publisher of Time, 

has been named assistant adver- 
tising director, a new post. 


Oppose Critics of 
Drug Advertising, 
Beckwith Urges 


(Continued from Page 1) 
manufacturing and_ distribution 


8 have made them available within | 


the cost range of most of our 
population. 


e That commercial, competitive 
manufacturing and_ distribution 
have brought the sick patient to 
the threshold of the laboratory 
where drugs are made available 
more quickly. 


# Mr. Beckwith called upon all 
segments of the industry—manu- 
facturers, agencies, media, drug- 
gists—to unite in this public 
relations effort. 

He singled out two main targets 
of the drive: 
editors of medical journals. 

“None of us would want for a 
moment to quiet valid criticism,” 
he said. “Indeed, there is a minor 
sector of advertising, even in our 


industry, that deserves it. But one | 


suspects that few congressmen or 
senators or medical editors really 
know what they’re talking about. 

“Every day we put into the 
mail to physicians some of the 
most up-to-date, most valid, most 
useful medical literature available 
anywhere in the world,” he said. 
“We’re years ahead of the text- 
books. We are months ahead of 
scientific journals. 


a “We save the _ practitioner 
thousands of hours which he 
doesn’t have to collect thousands 
of facts he couldn’t find, to inter- 
pret honestly in a way he couldn’t 
possibly do for himself,” he added. 
Mr. Beckwith suggested numer- 
ous avenues of actions. One of 
them: Invite congressmen and 
editors to visit two or three of 
the larger medical ad agencies. 
“How many of these people 
have an idea of the facilities, or 
the trained personnel, or the skills 
involved?” he asked. ‘“‘We are not 
looking for new business for these 
agencies. This is survival we’re 
thinking of. Let us strip away the 
mystery and reveal the human 
factors, not as the Madison Ave. 
odd-balls all advertising people 
are supposed to be, but as the 
thoughtful, hard-working practi- 
tioners most of you really are. 


= “At least, let us consider selling 
the quality of our promotion. Let’s 
get off the defensive. Let’s face 
the fact that promotion has been 
a vital force in the march of good 
medicine and good medical prac- 
tice.” 

Mr. Beckwith warned that the 
attack on drug advertising is 
designed “to lower your trousers 
for public exposure.” And he said 
that if the industry believes in ad- 
vertising, now is the time for “a 
concerted effort to show what has 
been accomplished.” # 


S| 


Congressmen and) 
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FTC Bans ‘Mild’ from 


Cigaret Ad 


(Continued from Page 1) 
ers switching to claims for Ches- 
terfields which were prohibited by 
orders binding on its competitors. 

In an effort to make short work 
jof the insurrection, FTC tried a 
|legal shortcut. It sought an in- 
junction from the federal district 
court in New York on the grounds 
that Chesterfield’s competitors 
might be injured and that smokers 
might incure inflammation and ir- 
ritation of the nose and throat if 
the complaint had to be processed 
through normal hearing proced- 
| ures. 

Its shortcut failed to work, how- 
ever, because the court ruled there 
was no authority for an injunction. 
In the end, FTC fell back on rou- 
tine false advertising procedures 
which were climaxed by today’s 
order, just short of six years from 
the time the commission’s law- 
yers rushed to New York for an 
injunction. 

During the interim, Chesterfield 
|put up a memorable defense of its 
advertising procedures. At one 
point, in 1954, Hearing Examiner 
William L. Pack issued an initial 
| decision accepting Chesterfield’s 
|claim that words like “milder” and 
i\“smoother” are mere _ puffery, 
|which can be used without inter- 
\ference. Later his decision was 
ripped to shreds on appeal to the 
/commission, and the case was re- 
turned for additional hearings and 
for a new initial decision. This still 
turned out to be too lenient so far 
as the commission’s majority was 
concerned. 


® Here are some of the major 
| points of contention: 


e A large scale test in which qual- 
ified medical experts reported that 
the sample group smoked Chester- 
fields without suffering nose and 
throat irritation. 


e The words “much milder” and 
|“less irritating,” which Chester- 
| field regarded as mere “puffery.” 


|e The phrase, “Produces a sooth- 
ing and relaxing smoke,” chal- 
lenged by FTC as a therapeutic 
| claim. 


e The promise, “Leaves no un- 

| pheasant aftertaste,” the only ma- 
|jor point in the controversy to 
| Survive today’s cease and desist 
order. 

In regard to the scientific test, 
Chesterfield’s position was that its 
advertising merely reported an in- 
vestigation conducted for it by a 
reputable consulting organization 
and that it was within its rights in 
stating the facts. 

FTC argued, however, that the 
purpose of the report was to con- 
vey to the public the impression 
that Chesterfields have no adverse 
effect on nose and throat. 

“While the hearing examiner 
did not doubt the good faith of the 
respondent, or of the oganization 
conducting the experiment, or of 
the expert evaluating of its results, 
he did question whether the ex- 
periment had probative values as a 
scientific test in the real sense,” the 
commission said with approval. 
Among other points, it observed, he 
“questioned the adequacy of ex- 
aminations conducted in that there 
was an absence of any real infor- 
mation as to the condition of par- 
ticipating panel members between 
examinations.” 


® Under the circumstances the 
tests could not be convincing, FTC 
said, particularly since the record 
discloses that, without exception, 
all of the physicians and scientists 
called as witnesses, whether in 
support of or in opposition to 


the complaint, recognized cigaret 
smoke as an irritant capable of 
affecting adversely to some extent 


Lexicon 


the nose, throat and accessory or- 
gans. 

As to terms like “milder” and 
“less irritating,” FTC was unwill- 
ing to go along with the contention 
they represent “mere puffery.” 

The commission said Chester- 
|field assumes the word “milder” 
|deals only with sensory feelings 
, such as taste, smell, etc., but the 
/commission held the term implies 
that Chesterfields are “less irri- 
tating” than other cigarets. 

“We find, accordingly,” FTC 
said, “that the record establishes 
that Chesterfield cigarets or the 
smoke produced from them there- 
fore are not milder or less irritat- 
ing than other cigarets or the 
smoke produced from them. 


s “We find further that use of 
the term ‘milder’ here has the 
capacity and tendency to lead 
members of the purchasing public 
into the erroneous and mistaken 
belief that such statement or rep- 
resentation is true, and into the 
purchase of substantial quantities 
of respondent’s product because of 
such erroneous and mistaken be- 
lief.” 

The claim that Chesterfields 
“produce a soothing and relax- 
ing smoke” was knocked down by 
FTC on the grounds that the claim 
fails to distinguish between habit- 
ual or light smokers. 

“While cigaret smoking may af- 
ford a habitual smoker, who may 
have experienced a sense of rest- 
lessness when deprived of cigarets, 
some temporary palliation of ten- 
sion,” FTC said, “this relief will 
be afforded only to such habitual 
smokers, and even then is a pure- 
ly subjective reaction, temporary 
and transitory in nature.” 

FTC dismissed the charge that 
Chesterfields mislead the public 
by promising “no unpleasant aft- 
ertaste.” It said it is convinced 
cigarets all leave an aftertaste 
“but the weight of the evidence, 
however, does not establish that 
the aftertaste in the case of Ches- 
terfields is unpleasant as a matter 
of fact.” 

Chairman John Gwynne and 
Commissioner William C. Kern did 
not participate in the decision. + 


Robert Jenkins, 56, 
Pittsburgh Agency 


Chairman, Is Dead 


PITTSBURGH, Oct. 8—Robert M. 
Jenkins, 56, board chairman and 
treasurer of Smith, Taylor & Jen- 
kins, died in Pittsburgh Hospital 
here on Oct. 6 after a brief ill- 
ness. He was an industrial adver- 
tising specialist. 

A native of Pittsburgh, Mr. Jen- 
kins started his advertising career 
with Pittsburgh newspapers in 
1927. He joined Smith, Hoffman & 
Smith, the forerunner of Smith, 
Taylor & Jenkins, in 1938 and ad- 
vanced to vp of industrial accounts 
in 1941. 

He was elected board chairman 
of the agency in 1948. 

Mr. Jenkins was a past presi- 
dent of the First Advertising Agen- 
cy Group, oldest national network 
of affiliated agencies. He was a 
member of the Pittsburgh Adver- 
tising Club and the National In- 
dustrial Advertisers Assn. # 


James Opens Own Rep Office 

Daryl James Jr., formerly San 
Francisco office manager of Simp- 
son-Reilly Ltd., magazine repre- 
sentative, has opened his own mag- 
azine representative organization 
at 1204 Russ Bldg., San Francisco. 
The company will serve in the 11 
western states and expects to open 
a Los Angeles office soon. 
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Advertising Age, October 13, 1958 


Don't Let Clients Waste Money on 
Ill-Conceived Promotions: Crisp 


(Continued from Page 1) 

3. “Failure to explore the econ- 
omies of scale within the pro- 
motional approach chosen... A 
change in the scale of the offer has 
little influence on the level of in- 
terest achieved. This means that 
in many cases manufacturers are 
offering too much off, too big a 
refund, too many cans free. 


# 4. “Doing badly whatever you 
do... There are within any given 
promotional approach major vari- 
ations in the how of the promotion 
which can clearly be linked to 
what happened when the promo- 
tion was used. 


5. “Running promotions for the 
sales force you wish you had. In 
far too many cases, promotions are 
developed by people who have ab- 
solutely no knowledge of what 
the salesman in the field is up 
against.” 


# Arden B. Crawford, exec vp of 
Market Research Corp. of Amer- 
ica, noted that “we are on the 
threshold of a major breakthrough 
in the field of market research.” 

New and improved electronic 
data processing equipment “en- 
ables us to ask and answer ques- 
tions which were never before 
feasible,” he said. 

Mr. Crawford described a huge 
study in the grocery field, being 
conducted among 4,000 families in 
his company’s National Consumer 
Panel, and sponsored by General 
Mills, Pillsbury, Campbell Soup 
Co. and General Foods. 

He said the study, now being 
completed, will tell “not only about 
consumer shopping habits, but al- 
so about eating habits and how 
eating fits into the way of life in 
the American home. 

“The menu study is a detailed 
survey of the selection, prepara- 
tion and consumption of foods in 
American households over the pe- 
riod of an entire year. It covers 
200,000 family meals. In terms of 
food dishes, it covers 1,500,000 
menu items,” he said. 

Among the early findings: 


e Only 10% 
6% of the men said they 
dieting. 


e The housewife’s favorite food 
shopping day is Friday, when she 
shops alone, but Saturday is the 
busiest food buying day. 


e The husband goes to the store 
alone almost half as often as his 
wife does. 


s Turning to the battle between 
advertised brands and private la- 
bels in food retailing, Mr. Craw- 
ford noted: “In the past three 
years, the major advertised brands 
have made a good showing. Three 
years ago, out of 30 product 
categories, the advertised brand 
strength ranged from a high of 
95% of the total volume of a prod- 
uct category to a low of 32%. The 
same kind of wide range exists to- 
day. 

“Within that range, however, 
major advertised brands dominate 
the volume in an overwhelming, 
majority of the product categories 
... accounting for more than one- 
half of total volume in over 80% 
of the categories we measure.” 

In speaking of consumer “deals” 
—premiums, free samples, price 
cuts—he said that on an over-all 
basis there is more consumer deal- 
ing today than a year ago, though 
in some grocery food categories 
more is done today, and in others, 
less. 

One 


remarkable change has 


come in the cereal category, he 
said. “A year ago, the cereal indus- 
try saw 30% of its total volume 
meve through deals, mostly in- 


of the women and) 
were | 


package premiums. This year, only 
3% of volume is accounted for by 
deals.” Despite this drop, he said, 
dollar volume of ready-to-eat 
cereals is up 8%. 


® A successful six-step metropoli- 
tan marketing plan that has been 
found effective when directed by 
the “completely integrated” forces 
of the client and agency was out- 
lined by C. C. Bennett, account ex- 
ecutive of Campbell-Ewald Co., 
Detroit. 

“To date, where the plan is un- 
der way,” Mr. Bennett said, “50% 
of the sales calls have produced re- 
sults. This is opposed to 10% on a 
national average. The average 
number of units sold as initial 
stocks has more than doubled. That 
is good business.” 

Mr. Bennett said his agency en- 
tered into partnership with a client 
to increase retail distribution in 
metropolitan Los Angeles. The 
C-E executive said he did not ad- 
vocate a deemphasis of national 
advertising and selling campaigns. 
But he contended that each metro- 
politan market has its peculiarities 
and must be studied individually. 


= Bryan Houston, head of the 
New York agency bearing his 
name, held out to the agency men 
a sort of non-Calvinistic doctrine: 
Salvation through good works. 

The public relations of the agen- 
cy business would be helped if 
the public relations were thought 
of as “the attitude of everybody 
other than myself whose actions 
might affect me, or who might be 
affected by me.” 

“Start your public relations,” he 
advised, “by doing something 
worth talking about. Do something 
that is not just a response to a cli- 
ent request. Do something that has 
nothing to do with meeting dead- 
lines—something that will broaden 
your usefulness to some or all of 
your clients.” 


'@ Mr. Houston believes that the 
| agency business is on the thresh- 
old of “several new and exciting 
|breakthroughs which will again 
take our knowledge and our skills 
a long step forward. 

“These things are overdue in 
our business. The delay has been 
due, at least in part, to two things. 
One, I think that we have been— 
perhaps of necessity—overly con- 
cerned with the proliferation of 
the non-productive forms of ser- 
vice. Two, because we are essen- 
tially salesmen, we have all of the 
salesman’s usual reluctance to 
accept the discipline of any scien- 
tific approach to the improvement 
of our creative work.” + 


Dr. DuMont Picks Up Reins 

DuMont chairman, Dr. Allen B. 
DuMont, has moved in as acting 
general manager in an effort to 
strengthen his company, Allen B. 
DuMont Laboratories, Clifton, N. J. 
David T. Schultz continues as pres- 
ident of the company. DuMont sold 
its consumer products division to 
Emerson Radio & Phonograph 
Corp, -last July. DuMont Labs now 
makes automotive test equipment, 
two-way mobile radios, communi- 
cation systems, scientific instru- 
ments and tv picture tubes. 


Marvo Mix Names Agency 

Marvo Mix Corp., Los Angeles, 
has named Advertising Agencies 
Inc., Studio City, Cal., to handle its 
advertising. Marvo Mix is de- 
scribed as “a new and different 
milk-flavoring with special appeal 
for children.” It is being distri- 
buted in the Los Angeles area by 
milk route men and supermarkets. 
Tv, radio and newspapers will be 
used. 


| 


_ Last Minute News Flashes 


‘Monaco Couple Blocks Cheesecake-Backed Telecast! 


New York, Oct. 10—An ABC-TV sale that had been all set earlier | 
in the week was up in the air at press time because Prince Rainier and | 
Princess Grace, of Monaco, reportedly were reluctant about appearing | 
under the sponsorship of Kitchens of Sara Lee, maker of cheesecake, | 
among other kinds. Sara Lee is planning to cover the imperial ball here | 
Dec. 4, at which the prince and his princess are to be honor guests. | 
Films of the wedding of the prince and the movie star in 1956 were| 
shown in the U. S. under the sponsorship of Peter Pan bras, presumably 
with the approval of the participants. 


Dictograph Sets Test Drive for Acousticon | 

New York, Oct. 10—Dictograph Products Inc. has launched a three- | 
month test campaign for its Acousticon hearing aids. To test the pulling 
power of 45 magazines, it is using 2” inquiry ads in 17 general maga- 
zines, 11 farm papers, eight fraternal and seven religious magazines. 
Three different ads will be used. Each offers a free booklet on nerve 
deafness. Anderson & Cairns is the agency. 


Van Munching Sets Fall Push for Imported Liquors 

NEw York, Oct. 10—Van Munching Imports Inc. will use 12 maga- 
zines, 18 business papers and the eastern, Pacific and southwestern 
editions of the Wall Street Journal in the largest fall campaign it has 
ever undertaken for imported liquors. Brands being featured include 
Queen Anne scotch, Old Gentry gin, Heidsieck Dry Monopole cham- 
pagnes, Otard brandies and Kahlua Mexican coffee liqueur. MacManus, 
John & Adams is the agency. 


Reshuffle at Coke May Follow Coste Retirement 

NEw York, Oct. 10—Felix W. Coste, vp and director of marketing, 
Coca-Cola Co., is expected to retire about Jan. 1, when he reaches 65. 
This is likely to lead to a number of other personnel changes in the 
company early in 1959, informed sources say. 


Killelea Named Inland A.M.; Other Late News 


e Richard S. Killelea, formerly assistant manager of the ad depart- 
ment of Inland Steel Co., Chicago, has been named ad manager suc- 
ceeding William Geidt, who has been named assistant sales manager in 
the sheet and strip division. Christopher Beebe succeeds Mr. Killelea. 


e Ogilvy, Benson & Mather, New York, has appointed Everard W. 
Meade vp for television and radio commercial development, a new 
position. Onetime director of the radio-tv department at Young & Ru- 
bicam, Mr. Meade has been writing and lecturing in recent years. He 
has been on parttime special assignment at OB&M since June. 


| GEORGE PRICE, formerly an account 

executive with G. M. Basford Co., 

has been appointed advertising 

manager of Dictograph Products, 
Jamaica, N.Y. 


K&E Seeking Local 
Rates on Behalf of 


Lincoln-Mercury 


(Continued from Page 1) 
ble buys for all our clients,” he 
added. 


s In view of what others said, 
spelled out this means that the 
agency has heard that auto com- 
petitors, probably Ford, are getting 
lower rates in those areas than 
Lincoln-Mercury is getting. This is 
tough for an agency to take, es- 
pecially when it’s a family affair 
and one division is likely to be 
talking to another at any time. 
There also was an indication that 
|K&E was trying to protect itself 
/as well as the client. Some dealers 
| wens reportedly insisting that they 
e Independent Grocers Alliance, Chicago, has brought out a new de- | could buy advertising more cheap- 
tergent under its own IGA brand label, both in dry and liquid form. | ly than it was being bought. 
The company has tested the detergents in several markets and reports; Radio stations vary on defini- 
“amazing” sales results. | tions of what is local and national 


e Popular Science Monthly will carry an inside second cover and flap | copy in a case like this. But gen- 
erally the copy is considered na- 


ad for Encyclopaedia Britannica and an inside third cover and flap for |~ if > th vidiaaieie te 
International Correspondence Schools. Billed as a first in publishing | “onal = mee ee Oe eee 


history, the ads will appear in the December issue. | mentioned, and local if 51% of the 
copy is devoted to a description of 


e Dearborn Chemical Co., Chicago, manufacturer of water-treatment | dealer services rather than to the 
chemicals and rust-preventive coatings, has named St. Georges & | car. 

| Keyes, Chicago, to handle its advertising, replacing Buchen Co. The ac- | 
count bills about $100,000. ® K&E said it is too soon to re- 


e Striking members of La Presse, Montreal, largest French language | Port on its “survey.” There is at 
daily in Canada, are publishing a “substitute” tabloid, La Presse Syndi- | least one Texas station which said 
cale. Today it carried four and one-half pages of advertising in a 16- | !t would accept Lincoln-Mercury 
page issue. La Presse was struck Oct. 3 after management refused to | 4t the local rate, but would pay no 


grant a two-year leave of absence permit to an editorial staff member | commission. 
to fill a union post. | Other developments. on the local 


Bears, Bs ’ . vs. national rate differential prob- 
e Alfred S. (Bud) Trude will join Clinton E. Frank Inc., Chicago, next | jem: A New York station reported 
week as media director. For the past six years Mr. Trude has been me-|jt had had a letter from Doyle 
dia director of MacFarland, Aveyard & Co., Chicago. 'Dane Bernbach Inc. asking if the 


station had a local as well as a 
national rate. A station represen- 
tative said Grey Advertising is 
trying to get local spot radio rates 
for Easy Glamur. 


e The Hartford Times, Gannett Group afternoon daily, has named 
James J. Stewart Jr., formerly national advertising manager, to the 
new post of assistant to David R. Daniel, publisher. James V. Bonner, 
formerly with Gannett’s New York advertising office, J. P. McKinney 
& Son, will succeed Mr. Stewart as national ad manager. Mr. Bonner 
will continue to represent Gannett newspapers in New England. 
CADILLAC ESCHEWS 
MEDIA ‘DEAL’ EFFORTS 


BLOOMFIELD HILLs, Micu., Oct. 10 
—MacManus, John & Adams, on 
behalf of its client, Cadillac car 
division of General Motors, has 
been advising radio stations for the 
past six years that national, and 
not local rates, are to be charged 
e Ketchum, MacLeod & Grove, Pittsburgh, has been appointed to han-/| for Cadillac spot announcements. 
dle advertising and sales promotion for the defense products group of In contracts with stations lack- 
Westinghouse Electric Corp., Washington. Units in the group, which! ing national representation (most- 
formerly had no agency, include the air arm division; the electronics||y smaller stations), MacManus, 
division and ordnance department, Baltimore; and aviation gas turbine | John contracts specify: “This is a 
division, Kansas City. Ketchum also handles Westinghouse corporate | national spot program, and as 
advertising and special projects. ‘such, we will pay national rates. 


, : . Local rates do not apply.” 
e Robert E. Kenyon Jr., president of the Magazine Publishers Assn., | The agency said ae the policy 


in a letter to Bertrum D. Tallamy, federal highway administrator, to- ‘has the full approval of Cadillac, 
day called the proposed restrictions on outdoor advertising along fed- | By paying the national rate in all 
erally subsidized highways “another phase of what sometimes seeMS | wases. the agency said, it cuts down 
to be a relentless and bitter attack on private enterprise emanating on paper work, keeps the cam- 
from an astonishing source—the U. S. Department of Commerce.” Sim- | paign uniform, and eliminates 
ilar protests have been made by other ad associations (AA, Sept. 29). | headaches that result from “deals” 


@ Lloyd E. Yoder, NBC vp and general manager of WNBQ and WMAQ, | 2"d a maze of different rates. # 
announced Friday (Oct. 10) that the station would continue to present 

News noe Sort Ml Cutten Utley, at a new time, and for 10 minutes | Ward-Griftith Names Cogswell 
instead of five. Mr. Utley was one of three tv personalities dropped Tom K. Cogswell has been ap- 
when the Chicago NBC outlet added the first 15 minutes of the Jack| pointed to the Detroit sales staff 
Paar show, which it had not been carrying (see story on Page 18). Mr. lof Ward-Griffith Co., newspaper 
Yoder said that an unsettled question of salary had held up the new! representative. He formerly was 
contract with Mr. Utley. ‘with J. Walter Thompson Co. 


e Hudson Pulp & Paper Corp.’s Philadelphia Transportation Corp. pro- 
motion, in which it tied in with B. T. Babbitt Inc., has been so suc- 
cessful that the company sold slightly more than three months’ supply 
of napkins, tissues and towels within the first four weeks of the 90-day 
promotion. Additional free-transit-ride coupon promotions are slated 
for Boston, Cincinnati and Detroit. Brown & Butcher, New York, is 
the agency on the promotion; Norman, Craig & Kummel is Hudson’s 
regular agency. 
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Marketing Isn't Role 
of Agency, Says Frost 


(Continued from Page 2) jing with its agency, McCann- 


has been created a “director of Erickson, as “a long and pleasant | value of the outside viewpoint con- | 
| tinues. . . 


Top Venice Entry 


marketing” whose job is coordinat- | relationship.” ) 

ing the specialists—to get products | ¢ you've been an advocate of the 
into consumer hands at the lowest | qdyertiser being responsible for the 
cost and highest profit. As for! marketing plan. Where does that 
agencies becoming “marketing | jeqve the agency? 

agencies,” Mr. Frost raised the wr. Frost: Agencies have stated 
question, to whom would they then | sometimes that they are respon- 
report—the advertising manager Or | sipje for the sales of companies. 
marketing director. Well, in the past six or eight 
e Does the marketing concept tend |months when sales have been drop- 
to upgrade or downgrade the ad-| ping there have been no wholesale 
vertising manager? changes of agencies, and this is 


Mr. Gray: The answer is simple | probably because 90% of the fac-| 


—it depends on the advertising| tors affecting sales are beyond the 
manager himself. If he can keep|control of agencies. We expect an 


his nose off the grindstone and is 
informed about practices and 
trends and his company’s position 
in the industry, and if he under- 
stands industry trends—if he’s 
“that kind of guy he has nothing 
to worry about.” The marketing 
concept is a mouthful of words. 
The ad manager can use the con- 
cept to build a more secure future 
for the company and for himself. 
If his notion of his job is narrow, 
“then he has plenty to worry about 
—as does a sales manager, or a 


marketing manager, or what- 
ever...” 
e What’s happening to the Frey 
report? 

Mr. Gray: As an advertising 


manager I have to go before the 
boards of Jersey Standard and 
Esso Standard Oil Co.—boards of 
hard-headed business men—who 
find it hard to understand that we 
don’t pay for the services of an 
agency, that the agency is com- 
pensated by media. 

“I believe—and I don’t pretend 
to have the answer—that in time, 
in our business lifetime, a better 
system, a system that makes more 
sense to management, a system that 
isn’t in effect a cost-plus system, 
will be evolved.” 

(Mr. Gray spoke of Esso’s work- 


|agency to produce the most effec- 
tive advertising it can produce. In 
marketing, to facilitate coordina- 
tion, one needs a marketing plan. 
As far as our company is con- 
cerned, the advertising agency is 
not qualified to set up a market- 
ing plan—that is, what each func- 
tion will perform. On the advertis- 
ing part, the agency can function, 
and it should assist the advertising 
manager in setting up the adver- 
tising portion. [The agency] should 
be apprised of the plan, and its 
criticisms and suggestions listened 
to, but the responsibility rests with 
the company. The place of the ad- 
vertising agency is, and always 
should be, creating the best adver- 
tising for clients it possibly can. 


e What is the agency’s role in 
marketing? 

Mr. Young: “Marketing” is be- 
ing kicked around as the word 
“merchandising” used to be; the 
agency is taking in too much ter- 
ritory and setting up as a great 
“know-it-all.” Many agency mar- 
keting men don’t know the agency 
business, and they’re put in a tough 
position when sent to the client. 
Marketing is “a new sales point in 
the agency business.” Young & 
|Rubicam had a department for 30 


| years, and didn’t use it as a new 


Gives You 


3 NHF STUDIES 


@ Survey of Swine Diseases 

@ Field Study of Farm 
Equipment 

@ Field Study of Hog Feeds 
and Feeding Techniques 


REPRESENTATIVES: 


Where It Counts 


NATIONAL 
FARMER 


America’s only general farm publication 
devoted exclusively to the swine industry. 


NHF COVERAGE 


®@ it reaches 111,326 farms . 
NHF Readers marketed 100 or more 
hogs last year. 


® its average reader will market 293 
hogs in 1958 and realize cash income 
from hogs alone of $11,720. 


YOU REACH THE LEADING HOG 
FARMERS with ADS in the NHF 


Write for your copy or contact our nearest representative. 


NATIONAL HOG FARMER 


Grundy Center, lowa 


Vining & Meyers, 35 E. Wacker Drive, Chicago 1, Il. 
Norris H. Evans, Box 36, Upper Montclair, N. J. 


Coverage 


HOG 


. . 84% of 


business device in talking to ad- 
vertisers and prospects. 


|e What part of advertising holds| 


| the greatest promise as a career? 

| Mr. Young: “The big field will 
|continue to be the agency busi- 
ness. . . With all its problems, it 
gets better all the time, and the 


” 


Is Italian Cartoon 
for Stock Brandy 


(Continued from Page 3) 
prize in the 31-to-60 seconds tv 
commercial category. Its entry was 


an animated cartoon for Calo cat 
food. 


® French producers led the way in 
the number of first prizes, captur- 
ing five of the 17. 

The commercial films were 
judged by an i1l-man jury. The 
lone American on this jury was 
Harry Wayne McMahan, vp of Leo 
Burnett Co., Chicago, who told 
ADVERTISING AGE: 

“The festival was a magnificent 
experience. The prize winners 
were, almost without exception, 
superb films and I was in agree- 
ment with the judges from the 
other 10 countries in every case 
but two. 

“France continued to take most 
of the honors for creative concept, 
but both England and Italy had 
challenging entries.” 

Mr. McMahan described the Fer- 
ry Mayer grand prize-winner as 
“the most charming, graceful, mod- 
ern design I have ever seen: It 
surpasses Disney at his ‘Fantasia’ 
best, and there is simply nothing in 
the commercial or entertainment 
field to approach it.” 

Mr. McMahan said he expects to 
bring 40 of the top festival com- 
mercials to America for showings 
later this year in New York, Chi- 
cago and Hollywood. 


= The Leo Burnett executive de- 
plored the poor U. S. showing in 
the festival. “Next year,” he said, 
“I would like to see the American 
producers take a more active in- 
terest. A pre-festival competition 
should bring up more and better 
entries from the U. S. Right now 
we rank somewhere between 
Sweden and South Africa. 

“For example, the Scandinavian 
producers—as well as the English 
—do a vastly better job than Hol- 
lywood on the Lux star-endorse- 
ment commercials. Germany con- 
tinues to top us on montage. 
England often is superior in styl- 
ized set design. Italy, in addition 
to its great new cartoon styling, 
uses the live action camera, in at 
least two instances, with greater 
imagination. 

“And we have a long way to go 
before we catch the French on bril- 
liant, visual, non-verbal communi- 
cation.” 


= Other U. S. delegates attending 
the festival were: Jay Berry, vp of 
Alexander Film Co., representing 
the American theater screen adver- 
tising companies; Mrs. Beatrice 
Adams, radio-tv vp of Gardner 
Advertising (three of Gardner’s 
entries won honorable mentions) ; 
Jose Marcial Jr., director of for- 
eign sales, John H. Breck Inc., and 
Mr. and Mrs. Robert Lawrence, 
R. Lawrence Productions Inc., rep- 
resenting the Film Producers Asso- 
ciation of New York. # 


Sawyer’s Slates Fall Push 
Sawyer’s Inc., Portland, Ore., 
marketer of View-Master stereo 
viewers and films, has scheduled 
color half-pages to appear Nov. 
30 and Dec. 7 in 122 metropoli- 
tan newspaper comic sections. The 
ads will promote the View-Master 
with a starter set of films—‘a 
$4.20 value for $2.95.” Compton 
Advertising handles the account. 


Advertising Age, October 13, 1958 
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Cnty Pon hm other, sem compete et are, Cihewe sme 


Lifting of Ban 


on Jets Signals 
Airline Ad War 


(Continued from Page 2) 
British press and public as a na- 
tional victory over America in gen- 
eral and Pan American World Air- 
ways in particular. The usually 
staid British, perhaps chagrined by 
the drubbing administered the 
sloop Sceptre at Newport last 
month, greeted BOAC’s Comet 
flight with enthusiasm just short 
of dancing in the streets. 


ONLY ON PAN AM -DAILY JET SERVICE FROM NY. TO LONDON, PARIS, ROME! 


ie 


The copy, by Victor A. Bennett 
Co., winds up with a plea for pas- 
sengers to “book passage now,” 
and. according to BOAC, reserva- 
tions by jet-hungry consumers 
have been placed for Comet 4 
flights “well into December.” 


# Pan American, whose ads have 
been strictly introductory up un- 
til this week, shifted emphasis by 
plugging its service as the only 
daily jet service to Europe (BOAC 
has only a weekend service until 
mid-November, when service be- 
comes daily). 


Headlined, “Only on Pan Am— 


|daily jet service from New York 
to London, Paris, Rome,” the ads 


(by J. Walter Thompson Co.) 
stress the speed and accommoda- 


Pan American—BOAC’s biggest | tions of the Boeing 707 jet clipper, 


rival in the passenger jet field, 
once its Boeing 707 Jet Clipper is 
placed in regular service Oct. 26— 
denied this week that there was 
ever a race with the British com- 
pany for the first scheduled trans- 
oceanic flight. 

But BOAC’s success plainly 
blunted the edge of a heavy intro- 
ductory ad campaign for the Boe- 
ing 707 service kicked off by Pan 
American last month. 


s Newspaper spreads for the two 
airlines reflected the rivalry this 
week. 

Rubbing it in, BOAC crowed 
about its spectacular “first”: 


“You are on hand to watch his- | 


tory turn a page,” the copy said, 


“for a new chapter in air travel | 


was opened on Saturday... when 
one Comet 4 arrived in London 
from Idlewild, having passed an- 
other Comet 4 in mid-Atlantic in- 
bound from London. 

“Now an accomplished fact, this 
service means that BOAC is first 
again ...just as it was first in 
starting jet-prop service last De- 
cember with its record-breaking 
Britannia. 

“This time the aircraft is ‘pure 
jet’ and even faster. Already the 
Comet 4 is the most extensively 
tested airplane of all time... 
BOAC has years more experience 
with jets than any other airline.” 


You are witness to the 


FIRST “PURE JET” SERV 


TWO BOAC COMET 


ie 
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| France’s 


while a footnote extolls the 707 as 
“the most thoroughly flight-tested 
aircraft ever to enter commercial 
service ...larger and more power- 
ful than any other jet in service 
today.” 


= Even the French—who seldom 
miss an opportunity to get into an 
argument, and whose national 
pride burns with as bright a flame 
as that of any other people—made 
their case with a page ad for Air 
Caravelle jet. Batten, 
Barton, Durstine & Osborn is the 
agency. 

Bragging about its 2,000,000 miles 


|of jet experience (as against 15,- 


000,000 claimed by the British), 
Air France’s ad points with pride: 
“The Caravelle is the only pure 
jet airliner operating anywhere on 
any airline during the past 12 
months,” says the Air France ad. 
“Air France began flying regular- 
ly scheduled pure jet aircraft back 
in 1953. All in all, Air France jets 
have flown over 2,000,000 miles.” 


® In lifting the ban against regu- 
lar commercial jet flights, the New 
York port authority restricted both 
BOAC and Pan American to lim- 
ited operating procedures designed 
(1) to prevent what it termed un- 
necessary noise and (2) to main- 
tain safety standards for surround- 
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says C. W. KOHLMAN 
Advertising Manager, Industrial Chemicals Division 
American Cyanamid Company 


“Certainly, if Advertising Age were not in existence, 
this advertising industry of ours would immediately 
need some other newspaper to fulfill its function. 

It fills a vital need—it is an absolute necessity. 

It is so timely, so up on the news that | make it my 
business to read it on the day | get it—if not at the 
office, then at home. | also read Ad Age to some 
extent for its advertising. What the newspapers and 


magazines have to say about themselves is always 


important—you learn a lot from their advertising.” 
Cc. W. KOHLMAN 


A graduate of Columbia University, Mr. Kohlman served as 


: a lieutenant commander in the U. S. Navy during World 
War II. He came to the American Cyanamid Company in Fr ae 
1951 as advertising manager of the Textile Resin Depart- Advertising Age | 
ment from Roy S. Durstine, Inc. At Durstine, and earlier pina — 
at Grey Advertising Agency, Inc., he had been an account Aub Ban der Popes [A Cotfee Marketer Yanks 


Ads, Hits ‘Untair Rates 


executive. 


In 1953, Mr. Kohlman moved to the post of advertising man- 
ager of American Cyanamid’s Industrial Chemicals Division. 
He also serves in the same capacity with the Arizona Chemical 
Company, owned jointly by American Cyanamid and the | =o3ha§ts=Ss SSS 
International Paper Company. Despite the fact that he is 
responsible for the sales promotion and advertising of some 
300 products, Mr. KohIman finds time for active participation 
in the A.N.A. and the N.I.A.A. On the sports front, he is an 
avid golfer. And, when the weather is uncooperative, he is an 
equally avid woodworker at his Teaneck, New Jersey, home. 
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TOTAL HOMES 
Class AA !/4 Hour * 


KRON-TV _...192, 671 
Sta. B ....... 187,000 
Sta. C ........ 133,815 
Sta. D......... 59,302 


* June-July Nielsen 
Mon.-Sun. Averages 
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